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ABC May Tighten 
Rules Covering 
Free Circulation 


Cuicaco, Oct. 19—The Audit Bu- 
reau of Circulations may tighten 
up paid circulation requirements 
of ABC membership if resolutions 
introduced at ABC’s 42nd annual 
convention are adopted. 

Two recommendations offered 
for consideration of the bureau’s 
board of directors ask for increas- 
ing the paid circulation percentage 
requirement to 90% for newspa- 
pers and to 80% for farm publi- 
cations. 

The resolution offered by the 
newspaper division asks “that the 
ABC board increase to 90% the 
percentage of total distribution that 
must be paid circulation in order 
to maintain membership in the bu- 
reau.” The resolution also asks 
“that ABC limit any reference to 
unpaid distribution in publishers’ 
statements and audit reports to a 
listing of the percentage of such 
unpaid to total distribution.” 


® A resolution from the farm pub- 
lications division proposes “that 
ABC should strengthen the concept 
of auditing only paid circulation 
by increasing the membership re- 
quirement on paid circulation from 
70% to 80% of total distribution 
with no breakdown of the unpaid 
distribution.” 

The business publications divi- 
sion also put forth a resolution 
asking “that the business publica- 
tions division not be treated dif- 
ferently [from other divisions] in 
any consideration of paid and un- 
paid distribution problems.” 

The magazine division voted to 
go on record as being “opposed to 
the audit of free circulation and to 
recommend to the ABC board that 
such a policy be incorporated into 
the ABC rules.” 

(Continued on Page 119) 


TRIO—Oliver Treyz, new head of the ABC Television Network, gets 

together with Leonard Goldenson, president of American Broad- 

casting-Paramount Theaters, and Don Durgin, vp in charge of the 

ABC Radio Network, following his appointment to the ABC posi- 
tion. 


Title of President Unfilled... 


Goldenson 


Takes Over 


Kintner Duties at ABC 


Treyz Returns to Head 
TV Operations; Mitchell 
Is Goldenson’s Assistant 


New York, Oct. 19—Leonard 
Goldenson, head of the theater 
company which provided the cap- 
ital American Broadcasting Co. 
needed to fight for a major stake 
in tv, this week took over the 
driver’s seat at the network. 

The president of American 
Broadcasting-Paramount Theaters, 
the network’s parent company 
since the 1953 merger with United 
Paramount Theaters, immediately 
moved into the top management 
spot vacated by Robert E. Kintner, 
who resigned as ABC president be- 
cause of a policy dispute with the 
UPT faction of the company. While 


Looked Sharp, Felt Sharp, Was Sharp... 


From Listerine to 


Willkie, Adman 


Lambert Led a Spectacular Life 


New Yor«, Oct. 18—Gerard B. 
‘ambert has lived quite a life. He 
was independently wealthy for 
most of it, and he was independent 
of action and thought through it 
all. 

“All Out of Step,” to be pub- 
lished next week by Doubleday & 
Co., is a self-assured story of a 
life lived the way the author want- 
ed to live it. 

Summing up, Mr. Lambert 
writes: “In the span of my life I 
have run across the whole gamut 
... 1 have known what it is like 
to be comfortably off, then practi- 
cally bankrupt, then worth mil- 
lions. I have known ‘humpers’ 


working in the mud of Arkansas 
and kings on their yachts. I have 
run a lumber camp and been head 
of an archaelogical institute. . . 
He does not say that he became at 
once the head of a successful pro- 
prietary company and an advertis- 


” 
. 


ing agency entrepreneur. 

“All Out of Step” is really a 
four-part book: One part about his 
early life and personal and finan- 
cial difficulties; one about busi- 
ness—Lambert Pharmacal, Lam- 
bert & Feasley, and Gillette; one 
about yachting and international 
society; one about opinion research, 
politics and government. 


® Lambert was an orphan most of 
his life. He rebelled against going 
to the school of his trustee’s choice. 
He was admitted to Yale, got off 
the train at New Haven and left in 
dismay at its appearance, and en- 
tered and graduated from Prince- 
ton—which he obviously loves. 
He planned to be an architect, 
and spent two years in study at 
Columbia. He quit because the 
mathematics were distasteful to 
him. He owned a string of houses, 
(Continued on Page 8) 


Mr. Goldenson has taken over Mr. 
Kintner’s duties, he has not yet 
assumed Mr. Kintner’s title. 

Mr. Kintner, who denied repeat- 
ed reports that he is set for a top 
post at CBS-TV, received a settle- 
ment of well over $100,000 for his 
contract, which ran through De- 
cember, 1957. The settlement pre- 
cludes his joining another network 
until January, 1957. 


® The policy dispute between the 
old guard at ABC and the UPT 
faction was said to stem from the 
fact that Mr. Kintner ran ABC as 
a one-man company, while AB-PT 
felt the network needed a strong 
management team with depth and 
versatility in order to battle CBS 
and NBC. 

Sources at the parent company 
indicated that this position had 
been made clear to Mr. Kintner 
repeatedly, but that he was “un- 
willing or unable” to build that 

(Continued on Page 118) 


Mails Must Go Through—Eventually; 


‘Disturbing Letter 

(For other news of late mail de- 
liveries, see Page 8.) 

WASHINGTON, Oct. 18—Mails to 
some destinations sometimes move 
with impressive speed. But you 
better not count on it, particularly 
for second-class mail. 

That’s the apparent lesson on a 


-Race Data Bared 


that the Post Office department 
itself has just joined the associa- 
tion in a re-run seeking to deter- 
mine where and why the service 
breaks down. 

The existence of the highly crit- 
ical survey was revealed in Ap- 
VERTISING AGE last week. While the 


test mailing which was conducted |@Ssociation, composed of secretaries 


by the American Chamber of Com- 
merce Executives Assn. early this 
year. 

The results were so disturbing 


FCC Won't Censor 
Radio-TV, Bartley 
Reassures NARTB 


INDIANAPOLIs, Oct. 18—Commis- 
sioner Robert T. Bartley today re- 
assured radio and tv broadcasters 
about any possible censorship of 
their programs and advertising by 
the Federal Communications Com- 
mission. 

At the same time the FCC mem- 
ber warned station operators of the 
need to correct their own program 
abuses. Addressing a _ regional 
meeting of the National Assn. of 
Radio & Television Broadcasters 
tonight, Mr. Bartley made clear 
what brought up the whole issue. 

“There has been an increasing 
interest in programming matters 


(Continued on Page 119) 


of local chambers of commerce, is 
still refusing to release the data 
—it turned down a request from 
the Senate post office committee— 
a copy of some of the tests has be- 
come available to ADVERTISING AGE. 


= Initial surveys were made in 
February and April after directors 
of the association complained about 
delays in receiving mail from 
Washington headquarters. In the 
February test, first-class letters 
and copies of the association’s 
newsletter The Executive (second 
class) were mailed from Washing- 
ton to directors in 15 cities scat- 
tered throughout the country. In 
April a similar mailing was made 
with airmail letters, and copies of 
the association’s professional jour- 
nal (second class), to 14 of the 
same cities. All mailings were 
made at close of business on a 
Monday or Tuesday. 


= Among the 3¢ letters, only a let- 

ter to Schenectady, N. Y., got de- 

livery less than 24 hours after 
(Continued on Page 118) 


Martineau, Bedell Joust . . 


Science vs. Rhetoric Churns Up Some 


Dust in Debate of 


Cuicaco, Oct. 18—Two adver- 
tising heavyweights who have 
battled in print for some time 
came face to face today at a 
luncheon meeting of the Chicago 
Federated Advertising Clubs. 

The result was a lively verbal 


Ad Rationales 


battle that left little doubt of the 
opponents’ advertising rationales. 

The two protagonists represent 
opposing schools of thought on 
how to prepare effective ads. Chi- 
cago Tribune researcher Pierre 
Martineau has built his theory 


Last Minute News Flashes 


Cunningham Declines Comment on Merger Plan 
New York, Oct. 19—John P. Cunningham, president of Cunningham 
& Walsh, declined comment today on the report that C&W is discuss- 
ing a merger with Brisacher, Wheeler & Staff, West Coast agency. If 
the merger does go through it would be C&W’s third in a year (the 
Mayers Co., Los Angeles, in July, and Conklin Mann Co., New York, 
in November). In October, 1954, Ivan Hill Inc., Chicago, merged with 
C&W. In 1955, C&W had $47,800,000 in billings; Brisacher, Wheeler & 
Staff billings are estimated to be somewhat more than $4,000,000. 


R&R Parts with Two Clients; D'Arcy Gets Reddi-Wip 

Cuicaco, Oct. 19—Ruthrauff & Ryan this week parted company with 
two of its clients, both by mutual consent. R&R’s Los Angeles office 
terminated its relationship with Reddi-Wip Inc., which named D’Arcy 
Advertising Co., St. Louis, to handle its account. Reddi-Wip is esti- 
mated to bill about $900,000. R&R’s Chicago office severed its relation- 
ship with Wolverine Shoe & Tanning Corp., Rockford, Mich. It had 
handled work shoes and gloves advertising, with Jaqua Co., Grand 
Rapids, the agency for Wolverine’s dress shoes. 


MacManus, John Regains Briggs Account 
Derrorr, Oct. 19—Briggs Mfg. Co. has renamed MacManus, John & 
Adams to handle the advertising for its plumbing ware fixtures, ef- 
fective Jan. 1. The agency handled the account from 1950 to 1955, 
when it shifted to Howell & Young. Briggs will continue its program 
of four-color consumer magazine and business paper advertising. 
(Additional News Flashes on Page 119) 


and his reputation on motivation 
and other research. He holds that 
advertising’s function is changing 
and that, today, it must do more 
than record the virtues and quali- 
ties of a product. 

Facing him was Clyde Bedell, 
retail advertising consultant and 
ADVERTISING AGE columnist, whose 
thesis rests on the bedrock of “the 
magic of words.” Neither motiva- 
tion research nor any other kind, 
said Mr. Bedell, can supplant or 
make unnecessary any of the in- 
gredients in a formula for good 
advertising he worked out long 
ago. : 


= Mr. Martineau declared that 
“The function of advertising is not 
just the business of giving infor- 
mation. The main function,” he 
said, “is to give meaning to a 
product.” 

He illustrated this point by ref- 
erence to automobile ads. “The 
car is not representative simply of 
transportation,” he said, “but its 
meaning conveys status in a com- 
munity,” and other social impli- 


(Continued on Page 115) 
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Legal Troubles of Sunkist Grow with 
Filing of $12,100,000 Anti-Trust Suit 


Los ANGELEs, Oct. 16—The latest 
in a succession of anti-trust suits 
against Sunkist Growers Inc. has 
been filed in U. S. district court 
here by H. L. Raclin & Sons, a 
Chicago lemon-processing compa- 
ny. 

The suit, which asks damages of 
$12,100,000, names Sunkist Grow- 
ers and Exchange Lemon Products 
Co., Corona, Cal., a wholly owned 
Sunkist subsidiary, as defendants. 

The complaint charges conspir- 
acy to monopolize the fresh lemon 
and lemon products industry, and 
also unfair acts to eliminate com- 
petition frorm Raclin in the mar- 
keting of frozen lemon juice and 
frozen lemonade. 

It asserts that Sunkist agree- 
ments with several California 
state agriculture directors and 
members of the Lemon Products 
Advisory Board, have helped it 
gain a monopoly. It also. charges 
that Sunkist controls 90% of lem- 
on production and that the co-op 
compels growers to market their 


Canadian Radio 
Sales Boom as 
TV Shows Slump 


MontTreaL, Oct. 18—Radios and 
record-players are racking up big 
sales gains compared to a year ago, 
thanks to television, according to 
P. J. Casella, president and chief 
executive officer of RCA Victor 
Company Ltd. 

“Television has taught people to 
appreciate good music,” he said. 
“The proof is to be found in the 
tremendous gains over a year ago 
in both radio and record sales. 
Further, hi-fi playing equipment 
can’t even keep up with the de- 
mand.” 

In the first eight months this 
year, sales of radio sets showed a 
spanking 12% rise from last year. 
Tv set sales slumped 9% in the 
same period. 


s Furthermore, the number of ra- 
dios sold outnumbered the total 
of television sets sold. In the first 
eight months, 321,729 radio sets 
were sold to dealers compared with 
313,285 television sets. 

Industry-wide figures supplied 
by the Radio-Electronics-Televi- 
‘ sion Manufacturers Assn. showed 
a 26% boost in radio set sales in 
August when 45,852 sets were sold. 
Television sales declined 16% to 
61,058 units. 

F. W. Radcliff, RETMA man- 
ager, said there were two big rea- 
sons for the current drop in tv 
sales. First was the great expan- 
sion of tv sales in 1954 and 1955, 
when most of Canada’s television 

(Continued on Page 6) 
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entire output through the ex- 
change. 


® The suit contends that Sunkist 
has agreements with 25 market- 
ing and 175 processing and pack- 
ing organizations. These agree- 
ments virtually remove lemons 
from the free market and require 
(Continued on Page 47) 


Pending Suit Turns 
‘Big Story’ Into 
an Untold Tale 


GREENSBORO, N. C., Oct. 17— 
Television’s “Big Story” has been 
getting a lot of extra publicity in 
this area in recent weeks, but 
whether it has been helpful to the 
show and its sponsors is a matter 
of doubt. 

It seems that Mrs. Valerie Nich- 
olson, a free-lance reporter who 
lives at Southern Pines, was due 
to have her day on “Big Story” in 
connection with a trial in Carth- 
age, N. C., earlier this year of a 
certain Dr. V. J. Daly on charges 
of criminal libel against Mrs. 
Nicholson—a case in which the 
doctor was convicted. 

Early in September, filming of 
the story by Pyramid Productions 
Inc., which handles “Big Story,” 
started in Carthage, to the ac- 
companiment of much local pub- 


licity and the scheduling of the 
incident for showing on a national 
| tv hookup Sept. 28, 

® But apparently Pyramid Pro- 
|ductions and American Tobacco 
|Co., which sponsors the program, 
| were both unaware of the fact that 
Mrs. Nicholson had filed a $50,000 
civil suit for damages against Dr. 
Daly and two former employes, 
following the original suit. 

Local publicity for the showing 
promptly brought a letter to 
American Tobacco Co. from R. L. 
Brown Jr., of the legal firm of 
Brown & Mauney, Albemarle, 
N. C., which is representing the 
two former employes of Dr. Daly 
in the civil suit. Since the suit is 
currently pending, release of the 
film would be highly prejudicial 
to his clients, said Lawyer Brown, 
and requested that it not be shown 
}on television until the suit had 
been finally tried, if at all. 

The showing was initially post- 
poned from Sept. 28 to Oct. 12, 
then again rescheduled for Oct. 19, 
and finally postponed indefinitely, 
to the accompaniment of play-by- 
play reports of its status in all the 
newspapers in this area. 


Jerry Baly Named Derus VP 

Jerry Baly, formerly purchasing 
director of Loyola University, Chi- 
cago, has been appointed vp of 
Derus Media Service, Chicago, and 
general manager of its Keystone 
Press division. 


| 


PNPA ELECTS—J. E. Holtzinger (right), president of the Altoona Mir- 
ror and new president of the Pennsylvania Newspaper Publishers 
Assn. (AA, Oct. 15), poses with Fred V. Knecht, general manager 
of the Schuylkill Haven Call, who was elected vp of the association. 
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ANYONE FOR BACHELORS?—Glamour 
offers “New York’s seven most 


attractive bachelors 


eave of thea can he woe Creat Date 4 


magazine in its November issue 
attractive bachelors” as prizes 


in its “Great Date” contest—included are two agency men (identi- 

fied in the magazine by a copy of Advertising Age and a Madison 

Ave. street sign), a sales engineer for an aluminum company, a tv 

columnist, a script writer, an investment banker and an atomic 
researcher. (Story on Page 24.) 


Unchecked Spread of Stamps May Force 
Competition on Canadian Grocer: Rands 


Toronto, Oct. 16—Neighborhood | 
grocery stores may be forced into 
trading stamp competition if the, 
Retail Merchants Assn. of Canada| 
fails in its attempt to stop the 
spread of stamp use, Arnold Rands, | 
general manager of the national | 
foods division of the association, | 
said yesterday. 

Mr. Rands spoke at the annual 
convention and food show of the) 
Ontario food division of the asso- 
ciation. 

He said the association has op- 
posed trading stamps all down the 
line. The trouble with trading 
stamps is that the housewife thinks 
she is getting something for noth- 
ing, he said, but she isn’t. 


Food Store Mergers 
Will Drive Out Food 
Brands, Bison Says 


New York, Oct. 17—Mergers in 
the retail food distribution field 
not only will harm consumers and 
farmers, but may force brand 
manufacturers out of business. 

This warning was voiced today 
by Henry Bison Jr., associate 
counsel for the National Assn. of 
Retail Grocers of the U. S. Mr. 
Bison was addressing a meeting 
of the Food Industry Square Club. 

The Nargus counsel said the 
mergers will result in higher 
food prices for consumers and un- 
fair market prices for farmers as 
“food store sales, both nationally 
and in urban areas, will become 
increasingly concentrated under 
the control and domination of a 
few larger interstate operators. 

“As the control grows tighter, 
retail price competition will be- 
come less intense. Prices will not 
be the important factor they are 
today in building greater sales. 
Consumers will pay higher food 
prices than they otherwise would.” 


® He also said manufacturers and 
processors will find it more diffi- 
cult to obtain a market for their 
brands. 

“Dominant retailers,” he said, 
“will secure more control over 
sources of supply and create more 
private brands. Eventually it may 
reach the point where manufac- 
turers are forced to pay dominant 
retailers rental on store space giv- 
en to their products.” 

He said the government will be 
forced to intervene, but without 
effect. 

“Unrestrained mergers in food 
distribution,” he said, “can result 
in socialization. Those who fail to 
recognize this and continue to pro- 
mote the present trend are signing 
the death warrant of free enter- 


prise in industry.” 


The grocer has to buy the stamps 
out of his gross profit that means 
he has to charge higher prices and 
he has to promote and advertise 
the stamps on top of that. 


® Since 1954 29 trading stamp 
plans have come into operation 
across Canada. [Loblaws, Domin- 
ion Stores and Thrift Stores 
started using Blue Chip stamps 
last week in Ottawa (AA, Oct. 
15)]. 

“We haven’t been able to get a 
case in court yet,” he said. “We 
have had 11 cases put to Crown 
prosecuting attorneys under exist- 
ing legislation outlawing trading 
stamps and got nowhere. In every 
case the crown investigated and 
quit.” 

Where the law falls down is on 
defining what a trading stamp is, 
he said. There have been very few 
prosecutions before and_ there 
aren’t any precedents for a judg- 
ment, he continued, saying the law 
about trading stamps seems open 
to many interpretations. 


= He said some association mem- 
bers have already taken on stamp 
deals. 

“In proportion to our total mem- 
bership they aren’t very numer- 
ous,” he said. “They’re just a few 
retailers the stamp companies have 
sold a deal to. They tell the grocer 
to get in quick before his compe- 
tition does.” 

(Continued on Page 120) 
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WFCB Gets New 
Owner and Strike 
All at Same Time 


Dunkirk, N.Y., Oct. 17—Station 
WFCB, this city’s only radio sta- 
tion, went off the air Oct. 15 as 
employes struck in dispute over a 
union contract. 

At the same time, Alois A. 
Schmidt, president of the Dunkirk 
Broadcasting Co., announced that 
controlling interests had been 
bought by Simon Goldman, presi- 
dent of the James Broadcasting 
Co., operator of WJTN, James- 
town, N.Y. 

Mr. Schmidt said future con- 
tract negotiations between the 
Dunkirk Co. and representatives of 
the National Assn. of Broadcast 
Employes & Technicians, AFL-CIO, 
will await the Federal Communi- 
cations Commission approval of 
the change of ownership. 


® The station’s shutdown came as 
the deadline passed for an agree- 
ment between the company and its 
13 employes, according to Byron 
Phillips, regional representative for 
the union. Mr. Phillips said a meet- 
ing has been scheduled with Mr. 
Schmidt. 

Employes voted last August to 
join NABET, the national associa- 
tion. Negotiations have been in 
progress since then on employe 
demands. Salesmen, clerical work- 
ers, engineers and announcers are 
included. 


Bristol Buys ‘Evening Press’ 

The Evening Press, Levittown, 
Pa., has been purchased by the 
Bristol Printing Co., which pub- 
lishes the Bristol Courier and the 
Levittown Times. The Evening 
Press no longer will be published. 
It has been an afternoon daily for 
two years and had a circulation of 
about 12,000. 


Atkins Named Art Director 

James B. Atkins has been ap- 
pointed art director of Holland & 
McKenzie, Boston. He was former- 
ly on the art staffs of Leber & 
Katz and Compton Advertising, 
New York. 


MAB Appoints Duncan Miller 

Duncan Miller, formerly copy 
chief of Media Promotion Organ- 
ization, and copywriter at Time 
Inc., has been appointed promotion 
director of the Magazine Advertis- 
ing Bureau. 


SAILING! SAILINGI—Coca-Cola Co. 


has erected this spectacular in 


downtown Tampa. Signal flags on the rigging of the main mast 
spell out Coke; the pennant atop the other mast is mounted on ball 
bearings and acts as a weather vane. 
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Mechanics Is Stumbling Block to Use 
of ROP Color by New York Papers 


New York, Oct. 17—Run-of-pa- 
per color may be newspapers’ rain- 
bow that leads to the pot of adver- 
tising gold, buf New York dailies, 
for the most part, aren’t having 
any. 


Cox Again Raps FTC 
for Action Against 


Insurance Companies 


WasxincTon, Oct. 17—For the 
second time in two weeks, J. Earl 
Cox, Federal Trade Commission 
hearing examiner, has rebuffed 
the commission for pressing com- 
plaints against health and accident 
insurance companies which sought 
to cooperate in eliminating ques- 
tionable advertising claims. 

In a proposed decision dismiss- 
ing a complaint against Automo- 
bile Owners Safety Insurance Co., 
Kansas City, Mr. Cox said policies 
and claims which were attacked by 
the commission had been dropped 
three months before the complaint 
was issued in October, 1954. 

He said the company dropped 
the policies and claims because it 
feared they violated trade practice 
rules which FTC had already 
adopted for the mail order insur- 
ance industry. 

He said FTC’s functions are 
“prophylactic rather than puni- 
tive” and that he felt it would best 
serve the public interest if the 
commission encouraged coopera- 
tion with the company by dropping 
the complaint. 

He said “over its entire period 
of existence this company has 
tried consistently to cooperate with 
the commission by submitting its 
advertising materials and making 
changes to meet the suggestions of 
the commission’s staff.” This co- 
operation can be expected to con- 
tinue, he said, and it is reasonable 
to assume the contested advertis- 
ing will not be resumed. 


® A week ago Mr. Cox recom- 
mended dismissal of a complaint 
against American Life & Accident 
Insurance Co., St. Louis, after 
pointing out that the company ex- 
erted leadership in drafting trade 
practice rules for the industry (AA, 
Oct. 15). Both of his decisions are 
subject to review by the full FTC. 

The cases are two of 41 started 
by FTC after an industrywide in- 
vestigation two years ago. Consent 
orders have been issued in six 
cases, and cease and desist orders 
after full hearings in two others. 
Several other orders recommended 
by examiners are pending. 

In the three cases which he has 
handled, Mr. Cox recommended 


dismissal. One case was reversed 
by the commission and an order 
was issued. The other two cases 
will be scheduled for review by 
the commission in the near future. 


ROBERT B. DOUGLASS, co-founder and 

former exec vp, has been named 

president of Ross Coles & Co., Chi- 

cago, succeeding the late Ross 
Coles (AA, July 23). 


Mechanical considerations are 
the principal stumbling block to 
the use of color. 

The only major papers here that 
use color—within limits—are the 
Journal-American and the Post. 
Both offer black and one-color; the 
Journal limits color to two pages 
with runs on Mondays and Tues- 
days; the Post uses color each day, 
but color pages are limited to four. 


= Vernon Brooks, associate busi- 
ness manager of the World-Tele- 
gram Sun, summed up the whole 
problem. “Color’s wonderful, but 
we can’t find any way of installing 
it. To install color would mean 
junking all our present units.” 

At the News, biggest paper in 
the U.S., Tex James, assistant busi- 
ness manager, said, “We have no 
plans now for r.o.p. color, though 
the subject is under continual 
study. Production complications 
are the preblem. I don’t think I’d 
like to say just when the News 
will have r.o.p. color.” 

Orville E. Dryfoos, vp of the 
New York Times, gave much the 
same reaction: “We have no plans 


(Continued on Page 120) 


Complaint by FTC 
Echoes Own Views, 
Charlton Asserts 


WaAsHINGTON, Oct. 16—A comics 
book publisher complained today 
that it had urged the Federal 
Trade Commission to clean up 
some of the questionable practices 
in its industry, and that the only 
reply it received was a complaint 
seeking to enjoin it from doing the 
things it was objecting to. 

In reply to a complaint issued 
by FTC last month, Charlton Press 
Inc., and its distributor, Capital 
Distributing Co., both of Derby, 
Conn., said it had written FTC 
some time ago to complain that it 
was common practice in the comics 
book industry to reprint magazines 
and books without disclosing they 
had previously been published by 
others. 

Charlton said it proposed that 
FTC begin a general inquiry, look- 
ing toward a trade practice code 
for the industry. The company said 
it never had a response to this let- 
ter until FTC issued a complaint 
against it charging that it was re- 
printing magazines and books 
without disclosing they had been 
published by others in the past. 

Charlton contended no public 
service would result if this com- 
plaint was pressed since the prac- 
tice is so widespread. 

It renewed its proposal that 
FTC treat the situation through an 
industrywide trade practice con- 
ference. 


YUM 


yuM—The Aluminum Specialty Co., Manitowoc, Wis., is pro- 
moting its new aluminum “Party House” cake mold with this four- 
color bleed page in the Oct. 29 Life. Ads also will run in Chain 
Store Age, Housewares Review, Retailing Daily and Variety Store 
Merchandiser. A self-liquidating 32-page booklet—price 25¢—which 
tells how to make cakes for all occasions, is part of the promotion. 
Henri, Hurst & McDonald, Chicago, is the agency. 


Candidates Can't Be 
Sold Like Toothpaste, 
Whitebrook Declares 


Erte, Pa., Oct. 16—‘“No one has 
ever proved to the American pub- 
lic that you can sell a political 
candidate in the same manner as 
a tube of toothpaste,” Lloyd G. 
Whitebrook, vp of Kastor, Farrell, 
Chesley & Clifford, New York, said 
here today. 


In a talk before the Erie Adver-| 


tising Club, Mr. Whitebrook added 
that even if such a feat could be 
accomplished, it should not be 
done. 

“The ordinary techniques some- 
times employed in a product ap- 
proach do not necessarily belong 
in a_ political campaign,” Mr. 
Whitebrook said. “To sell the tube 
of toothpaste requires, perhaps, a 
different approach. 

“Most definitely, however, a 
very different sense of responsibil- 
ity is required in selling something 
so closely related to the welfare of 
the public, the nation and the 
world.” 


s Mr. Whitebrook told the admen 
of an agency’s importance to 
political campaigns, particularly 
since the advent of television. “No 
other single means of communica- 
tion, with the exception of a per- 
sonal visit by a candidate, has had 
such a marked effect on voting 
habits,” he said. 

Mr. Whitebrook handled part of 
President Truman’s campaign in 
1948 and directed the advertising 
activity for Adlai Stevenson in 
1952. He handled Gov. Robert B. 
Meyner’s campaign in New Jersey 
and Robert Wagner’s bid for mayor 
of New York in 1953. He also di- 
rected the ad activities of Govs. 
Harriman, New York, and Leader, 
Pennsylvania, in 1954. 


Washington Post Will 
Pay Storer $6,500,000 
for WAGA Stations 


WASHINGTON, Oct. 17—The 
Washington Post Co. today com- 
pleted a deal for its third tv sta- 
tion by agreeing to pay Storer 
Broadcasting Co. $6,500,000 for 
WAGA and WAGA-T\V, Atlanta. 

The arrangement must be ap- 
proved by the Federal Communi- 
cations Commission. In addition, it 
is contingent on FCC approval of 
a separate transaction in which 
Storer is proposing to buy WMUR- 
TV, Manchester, N.H. 

The Washington Post already 
owns WTOP AM-FM-TV, Wash- 
ington, and WMBR AM-FM-TV, 
Jacksonville. Like the Washington 
and Jacksonville stations, the At- 


(Continued on Page 117) 


A portrait of 
SWW’s Best Salesman 


Test—S&W Fine Foods claims that 
a can opener is its best salesman— 
hence this picture which hangs in 
the lobby of every S&W office. The 
opener is the star in a new cam- 
paign on tv and in Sunday maga- 
zine sections. Honig-Cooper Co., 
San Francisco, is the agency. 


| Highlights of This Week's Issue 


Madison Ave. continues to take a 
verbal beating in Presidential 
race 

Fedders-Quigan offers $499.50 
tem 

Young & Rubicam sets up “pay 
stations” to ease political fund 
giving 

Grant helps Hong Kong jeweler 
sell Chatham cultured emer- 


Green River selling ordinance, 


gan says 
Harvard study shows food chains’ 


sales gained in 1955 ....Page 36 
Business publications should plan 
issues far ahead to sell space, t.f. 
i Page 38 
United Airlines sends Robert John- 
son, sales, ad and pr vp, on Asia 
eae Page 40 
Reader’s Digest offers anthology 
of ideas about advertising from 
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Management Review finds “har- 
assed” executive is really hap- 
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REGULAR FEATURES 
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Reugh Proofs 
Salesense in Ads 
This Week in Washingten ............ 
Voice of the Advertiser ..... 
What They’re Saying ............... 


FCC Members Ask 
Longer Radio-TV 
License Periods 


Boston, Oct. 16—Richard A. 
Mack last night became the third 
FCC commissioner to publicly de- 
clare himself in favor of longer li- 
censing periods for broadcasting 
stations. 

In the principal address before 
the regional conference of the Na- 
tional Assn. of Radio & Television 
Broadcasters here, Mr. Mack said 
he favors extending the licenses 
of stations from three to five years 
because it would give the indus- 
try greater economic stability. He 
added that the commission should 
retain its present right to revoke 
a license at any time. 

This revision—-which would be 
a popular one with broadcasters— 
was first proposed last month by 
FCC Chairman George C. MeCon- 
naughey. A few weeks later Com- 
missioner John Doerfer went still 
further and advocated indetermi- 
nate licensing periods for stations. 


s Mr. Mack told the 200 New Eng- 
land, New York and New Jersey 
radio-tv executives that there are 
too many turn-overs in the own- 
ership of stations, with an “as- 
tounding” number of transfers 
coming before the FCC. He 
warned: “You fellows may be dig- 


(Continued on Page 120) 


MGM Movies on TV 
Boost Ratings in LA 


Los ANGELEs, Oct. 18—KTTV’s. 
television premiere of the M-G-M 
library of motion pictures last 
Friday (Oct. 12) produced a rating 
that may start a significant new 
trend in national tv programniing. 

The American Research Bureau 
Inc. made a special survey of 
Channel 11's initial presentation of 
“Thirty Seconds Over Tokyo” on 
the Colgate Theater. The survey 
showed that KTTV had an average 
audience of almost double that of 
the three Los Angeles network 
stations combined for the full two 
and a half hours, and more than 
that of all the six competing sta- 
tions put together. 

“Thirty Seconds Over Tokyo” 
received a 53.8 share of audience 
for the full two and a half hours 
and an average rating of 30.8. 
Total average Los Angeles ratings 
of all three network stations 
added together was 17.5. 


® Significantly, ratings on the 
picture starring Spencer Tracy and 
Van Johnson reached a 37.6 at 
9:30 p.m., the time period imme- 
diately following the conclusion of 
President Eisenhower’s address to 
the nation. At this point the KTTV 
audience was more than three 
times that of the three network 
Stations added ‘together. « Their 
total combined rating was 12.8 
(or an average of 4.3 each). 

KTTV increased its ratings be- 
tween 8:00 p.m. and 10:30 p.m. on 
Friday evening by a whopping 
600% over the previous months. 
Southern California sets in use for 
the two and a half hours increased 
by 6.5% over the same rating pe- 
riod of last year and a 14.4% in- 
crease over last month. 

It is understood that this is the 
highest rating of any new show, 
local or national, this season. __ 


8 The ARB ratings are based on 
more than 2,080 telephone calls to 
television homes Friday evening. 
Approximately 2,000,000 viewers 
watched the KTTV presentation, 
according to the survey. 

The program is sponsored by 
Colgate-Palmolive Co. and Ted 
Bates and Co. is the agency. 
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Burdick, Becker and 
Fitzsimmons Form 
Ethical Drug Agency 


New York, Oct. 18—Burdick, | 
Becker & Fitzsimmons—a new ad-| 
vertising agency specializing in the | 
ethical pharmaceutical field—will | 
be formed here on Nov. 1. 

The principals will be, for the 
most part, expatriates of William 
Douglas McAdams Inc., the largest 
agency in this field, with estimated 
billings of more than $10,000,000. 
The agency is being organized 
y: 


e Dean L. Burdick, who recently 
resigned as exec vp of McAdams. 
Mr. Burdick was with McAdams 
for four years. He served as ac- 
count executive on Upjohn Co., 
one of the agency’s largest ac- 
counts. 


e Robert A. Becker, formerly pro- 
fessional advertising manager of 
E. R. Squibb & Sons, a division of 
Olin Mathieson Chemical Corp. 


Squibb is McAdams’ oldest ac- 
count, but its billings through the 
agency are small, since it handles 
its direct mail program internally. 


e Donald F. Fitzsimmons, who 
will retire Oct. 31 as general man- 
ager of McAdams Associates, Chi- 
cago office of McAdams. Formerly 
copy head at Abbott Laboratories, 
Mr. Fitzsimmons opened this office 
for McAdams in 1954. He is cur- 
rently account supervisor on the 
Roerig division of Pfizer Labora- 
tories. 

Mr. Burdick told AA there will 
be a fourth principal, but he re- 
fused to identify him. He also de- 
clined to state what business the 
a expects to handle. 

Burdick, Becker & Fitzsimmons 
will have offices at 50 E. 42nd St. 


Cincinnati Agencies Merge 
The Richard F. Peck Agency 
and S. Fabian & Associates, both 
in Cincinnati, have merged under 
the Peck agency name. Edward O. 
| Linville, former owner of Fabian, 
|has been appointed vp of Peck. 


Hotter Competition 
Foreseen in Field 


of Construction 


Cuicaco, Oct. 18—The construc- 
tion boom, accentuated by the na- 
tional highway program and the 
continued expansion of the Amer- 
ican economy, means 


This was the consensus of opin- | 
ion expressed at the advertising 
and sales promotion seminar con- 
ducted yesterday afternoon by As- 
sociated Construction Publications 
and attended by representatives of 
over 100 advertisers, advertising 
agencies and publishers in the 
construction industry. 


s J. J. Valentine, Caterpillar Trac- 
tor Co., charted the expanding 
construction market, emphasizing 


the growth of the country in pop- 
ulation and urban development 
along with the great highway pro- 


As TULSA Grows-so Grows Oklahoma... 


... Throughout the city of TULSA 
industrial and residential building 
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BUILDING JOBS 
IN PROGRESS 
ATS75 MILLION 


Construction Figure 
Doesn’t Include Road, 
Residential Projects 


A whopping total of $75 mil- | 
lion worth of major non-resi- ¢ 
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W. B. WIEMERS, Farm Journal, has 
been elected president of the Agri- 
cultural Publishers Assn. Other of- 
ficers elected were Harold E. Cas- 
sill of Pacific N. W. Farm Quad, 
vp; Irving W. Ingalls of Amer- 
ican Agriculturalist, secretary, and 
Frank X. Gaughen of Capper Pub- 
lications, treasurer. 


gram, to suggest the sales poten- 
tials during the next decade. 
Harold T. Reishus of Interna- 
tional Harvester emphasized the 
job assigned to advertising in pro- 
moting sales in the construction 
field, and Lloyd A. Rager, Le- 
Tourneau-Westinghouse, told how 
his company works with dealers 
and distributors in tailoring pro- 
motion programs suited to their 
special needs. 


# Several distributors talked about 
the kind of advertising and pro- 
motion cooperation they expect 
from their manufacturers, this 
point of view being expressed by 
John Abbey, of William H. Ziegler 
Co., Minneapolis, and L. Miner 
Doolen, Telford Equipment Co., 
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| Lansing, Mich. 


| Emery E. Dobbins, Dobbins, 


BS | Woodward & Co., an agency han- 


'dling a number of construction 
lequipment distributor accounts, 
told of the need for more agency 
| service to assist equipment dealers 


Sito take advantage of their sales 


potentials. Kenneth E. Keene, Cur- 
ltiss, Quinlan, Keene & Peck, also 
|discussed agency service for ac- 
counts in this field. 

G. D. Crain Jr., publisher of Ap- 
VERTISING AGE and Industrial Mar-. 
keting, reported the results of a 
survey of leading construction 
equipment distributors which told 
of the kind of advertising and sales 
promotion support they expect 
from manufacturers. 

The ACP announced that it is 
preparing a joint insert, consisting 
of 52 pages, which will present 
editorially information about prod- 
ucts to be exhibited at the forth- 
coming Road Show in Chicago 
early next year. 


Lever Bros. Tests Gayla Soap 

Lever Bros. has introduced a 
translucent green soap called 
Gayla in several upstate New 
York test markets. On the market 
for about one month, Gayla is 
popularly priced and is being ad- 
vertised with r.o.p. color ads un- 
der the headline, “As pure as it 
can be, you can clearly see.” Bat- 
ten, Barton, Durstine & Osborn, 
New York, is the agency. 


Mary Chess Expands Line 

Mary Chess Inc., New York, has 
enlarged its cosmetic group to in- 
clude a treatment line of face 
creams and lotions. Magazine ad- 
vertising is slated to begin early 
next year. Hilton & Riggio, New 
York, is the agency. 


“This is the size 


f 


we pack for the 


Growing Greensboro Market!" 


ROASTER 


Your 
Permeating the 12-coun 


100,000 circulation. 


Sales Management Figures 


9 GREENSBORO, NORTH CAROLINA 
° Represented by Jann & Kelley, Inc. 


re os & i Oo ee 
That’s where consumers consume and buyers buy and retailers 


are happy about the whole ‘e: 
ABC Greensboro Retail Trading 


Area like the aroma of freshly brewed coffee, the News and 
Record reaches over 400,000 readers daily with its more than 


Give your sales staff a real ‘coffee break”—advertise in the 
No. 1 market of the South’s No. 1 state. 


Only medium with dominant coverage in the Growing Greensboro 
Market and with selling influence in over half of North Carolina! 


i eis coo i Bee vee ay ra 
Se 
ys 
ie 4 ee 
ay | | pe 
pe pe 4 on" | :. 
— —- = 
Soe a of 
baee : a : 
ers. — oe ; 
3 - — 
ate a : eee 
cog ; ; 
Gas e ei y 
ga ’ Fe 
ee: 4 : 
io { 
ice 
a 
a ae 
. o “ ; 
‘ me | | } 
Rays P| 5 EE Ee cana 
a | 
a 
° 
ee ‘ ee | 
ae 
Wi + 
oe 
Aes | 
en 
t ee. 
ye, 
Bins : EC, Ber ey 
koe A * ie S oe 
ee ; he : Se is ai | A er A 
ee — We Se fe age sf _ we ? tie o>. r 
ae aA os ‘ f Ai 1 ae ss : 
eae any ‘ : Ste ey hi 
o Gs a oe | 
<a aot wR Phe fee |. ee 
ee ! mk. Ceo i ba F ww OO OO 
a a 4 2 w Wk a be i: eeeeeeskeeenreeeeteeee#ee? @ 
2a % ‘iy oF a Nea i- a 7 
g a wee jit ———————— 
7% i? Slee ; es . -.. 2. aa 
os bie AS, TN, Seger ca 4 ae a4 ie 
s ee ss Ae ee § ae ee ai pee. i ee. i ae 
us “ — i Ris) at as ii mii hi a 
ais *,: ar mer SN : ~ = oe i 
a ody pe aa pee ee ee yg eee ee” 
ne oie Pg rs a a ee ‘ ipa <n ae = ae, =: - Ee 
a a, 
Re ee pponineeiy i a ama Fe - De , 
yg i. A pee | 
ahs er Rik ive. 7 Pa ; as te “ee a ieee Macha. va ie ae 4 Pad 
Re | f: ‘ es ae ms — 4 ay gee + at > Sal XS oer | | a v 
Be oes peel T — 
ae —— ee ae Le | SS i ei $aesie: sHtsi 
(a ay %. ee ae, a ee é: ae . 7 yf eee weeeee eeee 
eee Sh fs Sh Ba yc Ae ~ ee 23 
or ~ dilhias me — ye : aoe i a tg» ; ¥ (2 5 
oe. NE RN eae Yaar: Hi: ) ; 
oo OE gc a ES ep xe : » 
a Egat ee Ms Os Pagege 6 ba = op’ 
= if F 7, ie bese ae Ee ip mith Be, a ue a rl Al 
Bay NE Re ice ; yes aa — ae 
ot A Sey eae PE COFFEE : 
Sr a ‘ ee >” : eee o y 
epee Akar oe feria A a F ore 
ae i. sgh ef he : J : - Pi: fi f : 
oP 2 K vrei wh y 2 by +4 a - - —— —__¢ if 
‘a si ay ME 27 MN 8 ME ES ns. ic 
ie _— “= “iD [2] VFA VA ES Sex 
Ra tinuing growth. With $75 millions for industrial bys ek ae oe aee ley peeq Pel Vey NEN . 
aries: aie. Fos! é 4 Sets 
a building, plus another $25 million for residential a 5s % ae FE See sree 3 
a construction, there is @ lot of money ready to be ee BR Wy aes ee KEN ” 
mest: spent in the Tulsa market area. You will miss this |; seach je or ee See Rae oF tad ae ne —— 
4 ee INE pi ye tp ee a | 
3 stl orb ys BT ttt 
ye! i © spe dae ie OAS jak ae 
eae jin et Se 
ay 2 ence : a em 
i ee ee ne 
“eet wt Sap ues” a fs 3 
a age i me 
BS 2 : a ae e| 
Bae Meta he ‘ eS | s° a 
eo fm , - ESE = bother . ; 
pee TO he ee ee : ts ae . 4 . se d f bd es = 
ioe 5 a oa he bene® >. ) : —— . ies a sh = et ed «poe a : 
ee Sere ys eee iss be ey teehee pa. ss ec. = i. = ; 
a. AS tet ig zs me rorae sie SS lll “ie a 64 ©] Se z ey oe 
a Cae ene iE a RS a Ss ee ee 
. ee EG, “ei ae We: I ea ols 
se “tes eat a. Prec TN Pe te das ie Pe ene a ee es Ry —— 
‘ie ene) ie 0) 5 a A me De ip EE, Pe _ 
3) a hats gee ae he) es Ra ° i we ied: Po eee SELES 
‘La a eptatiee be beer ON oe he See been a ae oe 
eee ee ae. Ke |-K 
ae et Se PA he oe es | ee : 5: aaa | See oe ee 
Ria ree eee ev eec Re i. °°» ae Po Ort, CCH s bo | ae IS —=y 
oe vy 8 eG Sets re) ea ees A. oe s 2s 6 6G ee ee ; ou ; See S| 
aoe i ai ais fer Ra ae ae poe ies Ss ee “= nes oe on 
oo TA _— @ - » News and Keo! (games 
RR Ee RR News and Kecoon 
«tues ) TULSA _ a \=\ ; 
: Ree ° : Lie t a 5 I S bs . —% ” 5 # 4 a | — 7 © 
ae _' > > “REPRESENTED NATIONALLY BY @ THEBRANHAM CO. =~ al ‘ 
400 a hee a SNORING OE TNE PRICIAL CFP BE WE USA 2 
oe - Ae bel ate eeeeveeveevee ee eeaeeeeeee e 
ere 
a 
es 
ee: 
a a . : 
oy nee z = 
ae a 


AGAZINE CORPORATION 


SsPAPERS M 


Publishes of 


‘This sWeek 


neneum® 


UNITED NEW 


announce that on October 22, 1956 


wishes to 


it will occupy its new ofhces at 


dit oe: x Gel ae * <7 ay # 
ye Aim ee ea es ~ 


Eee ase 
a agli ee 8 od 


: : Jie ae a a an 
| : 
ae 
‘ 
485 LEXINGTON AVENUE : 
: NEW YORK 17. N.Y. ee L : 
Telephone: Oxford 7-35300 ‘ “a S 
TOIT iy we. : - - : eo ] ‘ 


Won't Restrict TV 
Wrestlers, NWA Says 
in Consent Decree 


WAsHINGTON, Oct. 16—The anti- 
trust division of the Department of 
Justice has obtained a consent de- 
cree from National Wrestling Al- 
liance which promises to avoid re- 
strictions on tv studio perform- 
ances by professionali wrestlers. 

The consent settlement climaxes 
an investigation which was under- 
taken after former anti-trust chief 
Stanley N. Barnes received com- 
plaints that the alliance tried to 
boycott wrestlers who accepted en- 
gagements from non-members of 
NWA, or appeared in studio ex- 
hibitions. 

The settlement is one of the first 
negotiated by Assistant Attorney 
General Victor R. Hansen, who 
took over direction of the anti- 
trust division in July. It enjoins 
the alliance from recognizing any 
booker or promoter exclusively in 
any territory, and prohibits mem- 


j|bers of NWA from refusing to 
book any wrestler for a promoter 
where both are duly licensed by 
appropriate licensing authority. 

The alliance, with headquarters 
in St. Louis, is an association of 
brokers who arrange for appear- 
ances by wrestlers. The members 
are the only large-scale bookers in 
the U.S., representing virtually all 
bookings for public and studio ex- 
hibitions. 

Under the consent order, NWA 
is enjoined from discriminating in 
favor of promoter members, and 
from fixing any term or condition, 
including performance payments. 
New by-laws are to be adopted ad- 
mitting any broker or promoter 
who meets certain standards. 


Perfection Names Griswold 
Griswold-Eshleman Co., Cleve- 
land, has been appointed to handle 
advertising for Perfection Indus- 
tries, Cleveland division of Hupp 
Corp., manufacturer of heating 
and cooling equipment. McCann- 
Erickson, Cleveland, formerly han- 


dled the account. 


Canadian Radio 
Sales Boom as 
TV Shows Slump 


(Continued from Page 2) 
stations opened. Second is that 
“second-set” sales, due to obsoles- 
cence of old sets, or the purchase 
of additional family units, have not 
started in Canada as they have in 
the U.S. 


® “There is no doubt that when 
families were first buying tv, they 
spent an abnormal amount of time 
with television,” Mr. Radcliff said. 
Now when tv watching is general- 
ly in normal amounts, radio listen- 
ing is getting inte the “proper 
relationship.” 

Auto radio sales are strong and 
constitute a large factor in pepping 
up over-all radio sales. 

In 1954 and 1955, Canadians con- 


centrated their tv purchasing. The 
heavy buying in the U.S. lasted a 
much longer time, he explained. 


s The tv era started in the U.S. 


in 1947, and replacement buying is | | % 


now heavy. Similar Canadian re-| 
placement sales aren’t due to start) 
until 1959 or 1960. 

In 1955, Canadians bought 767,- 
000 television receivers. RETMA 
estimates 1956 sales will be close 
to 650,000 units. 

There are close to 1,000,000 elec- 
trically-wired homes in Canada| 
still without tv, Mr. Radcliff said, | 
and 80% of those homes are with- 
in range of a television station. 


Donahue & Coe Appointed 
Donahue & Coe, New York, has 
been appointed to handle advertis- 
ing for Hennessy cognac, Teach- 
er’s scotch, Dagger and Don Q. 


rums, Chartreuse liqueur, Moet & 
Chandon champagne, Cora ver- | 
mouth and Ruffino chianti, by | 
Schieffelin & Co. Albert Kimball | 
Co., New York, formerly handled 


the account. 


will 1957 
be kind 
to you: 


our 1957 Sales Can Be 
Boosted by Opening NEW Markets. 
Created by a Host of NEW Products. 


Each new invention sparks, not one, 
but several new products. 


Every new product requires new parts, 
new materials, new manufacturing 
equipment. In 452 industries, purchases 
of 1957 needs are developing fast. 


The opening of these new markets 
presents a different kind of marketing 
problem which, fortunately, can be 

licked by an existing medium, designed 
to uncover NEW markets in all industries 
while re-selling present customers. 
Four-fifths of the national product 

is manufactured by 40,000 top 
establishments in which 66,000 product 
selectors specify and buy what will 


be needed. 


The chief reliance of these product 
selectors in preparing for 1957 production 
needs is a monthly magazine, each issue 
of which contains descriptions of more 
than 200 new industrial products and 
more than 800 established products 


of special merit. 


No other paper approaches the standard 
of accurate completeness maintained 

for 23 years by Industrial Equipment 
News, originator of the field of product 
news and information publishing. 


“YOUR MARKETS ARE CHANGING” is the name 
i of a 20-page brochure which briefly points up the impor- 


tance of preparing now to tell your product story to NEW, 
as well as existing markets next year. Use this coupon 


j today to send for your copy. 


| Industrial Equipment News 
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Sheet oe A Alliage Comes 


Se Best 461 Bight Avetire, New York |, N.Y, 
Ps . «. Ailieted. with Thames Register 


s 
j . 
‘ 4 


Thomas Publishing Company 


46] Eighth Ave., New York 1, N. Y. 
Please send me “YOUR MARKETS ARE CHANGING” 


If you wish COMPLETE DATA FILE check here ["] 


Advertising Age, October 22, 1956 


ge perenne 


DELBERT DALLY has been named head 
art director of the Chicago office 
of Compton Advertising. Mr. Dally 
has been with Compton for more 
than two years; before that he was 
art director of Doremus & Co. 


Evening Shoppers 
Stampede Calgary 
as Stores Open Up 


Toronto, Oct. 16—Last January 
the city of Calgary withdrew from 
the regulation of store hours and 
left it up to the individual mer- 
chants to set their own opening 
and closing times at Calgary. 

The result was evening shop- 
ping. Previously, all stores had 
closed up at 5 or 6 p.m. Now, some 
food stores are open Thursday and 
Friday until 9 p.m. Most retail 
stores, however, are open until 
9 p.m. on Friday only. 

Some merchants and unionists 
still have reservations about the 
change. But there is one class of 
citizen which is obviously in favor 
—the shoppers. 


® Asa result, Calgary on a Friday 
night has become like the tradi- 
tional small-town Saturday night 
of old. Downtown merchants, who 
at the beginning were cautious of 
the new hours, are now entering 
on a campaign to attract the shop- 
per into the business section on 
Friday evening. They are sup- 
ported in the drive by theaters and 
restaurants. 

The Calgary Transit System has 
started a four-week experiment 
with a “family plan” bus service 


|under which the youngsters in a 
| family can ride free. Early indica- 


tions were that it was proving an 
attraction. 

Motor vehicle traffic was so 
heavy the night of the first big 
drive by the downtown business 
men that parking space was as 
hard to find as it is during the 
busiest part of the day. This may 
prove to be a handicap, since some 
drivers reported that they got so 
tired of driving round and round, 
looking for a place to park, that 
they just gave up and went home. 


Wall St. and Hollywood Get 
Together on Ad Tie-In 

Bache & Co., nationwide invest- 
ment service, and Columbia Pic- 
tures, producer of “The Solid Gold 
Cadillac,” have joined forces for 
a fall ad and promotion campaign. 
Bache, which uses the ad theme 
“Dividends Are a Girl’s Best 
Friend,” will incorporate “Cadil- 
lac” art work and copy into news- 
paper ads in major metropolitan 
areas. (“Cadillac” is about a girl 
who parlays ten shares and the 
feminine touch into control of the 
world’s largest corporation.) 

In addition, Judy Holliday, star 
of the movie, will be featured on 
a taped interview used by Bache 
on its stock market news programs. 
Contests will be held in each Bache 
city, with the best short letter on 
“why I would like to own a share 
of stock in American industry” 
bringing the winner a share of 
General Motors common. Albert 
Frank-Guenther Law, New York, 
is Bache’s agency; Donahue & Coe, 
New York, handles advertising for 
Columbia. 


er ea ii y 3 ‘ ee ot 2 z we, es PS ie: F eS ines) é 7 <a Siege i fe hee ds ee eS hl es Le en ee ee AF eS 4 it ee as). — _ 
ee eae we ee eres , 7 saa 
ae aud : i 
ee | 
a 
nant j ; as ; 
ae eet — 
= Soli aM . 
PA ee 7 : } 
ee | 
ctl ae .. 
es 7 $ 
Pa , | 
tae | 
We Nees 1 i 
Pat { : 
a4 es ” 
Re. ; 
ae Sa, 
a 
Be i 
atte g : Loe 
ee « a awa. 3 3 ae | 
: ae } 
eae 
ae - < . 
ce aye 
ah 
oie 
me | 
a 
= ae | 
ig ee | 
o: 
ee / 
ise] nee SS ——E————————————— a 
so sata eS i | 
Poke: j ee Sa 
ne 0 age ta —_ 
pate ge ‘ —————_—_— 
“i p> bag We. oe oP i } 
sine te ‘os Sb ia eae | 
tS ee a 
ay te ogee eee a ol ke wae eee mY : Se 
ease A a i ee ae ae See NE an a » na an ¥ i 
oo ge vee sna © oN Feral mee ee dk, gl } | 
Gary , Ey ee Aplsee oad Si aetin ee eS i ae 
Mad ; ee pene i". 5 soe WD et he 46 a a : I 
ie Aa Sy 9 a es Prot aoe re be mat ». sane” dfn’ ; 
mR maa elpoud ee ey ogean ee 
ig ae fa sions Bo i a ‘is Ree ao ae ; ete ae 
ie 4 iy: yO Sema hae i e i ee i 
re a Pride 7 ORES 5% e Van’ . ie ah) 
* Siac: eae ae Fas ue 5 : ap = er es H 
Paiam Oe hy? eee Sie . — oe at 
ie GREED. ee : ‘ee oe + 
oI > AS COP. me ae - SS ‘ il 
ee og ff tei ert OF the “ fee irs » 
ee hs RE ee a : , Bai. . faa 
bs ~~" ey WN Sees a’ ‘ ae eo i 
fia ’ © hearts PEN geet “e ar 
ce Sy eons Paracas poe a elon, ade. eu 
a? aE Wew wor MIEN T Pe 0g MEW | 
ae 1 ee A oe inn OEE = O-ng ‘ 
a Bo ae to we . oe Aric. | 
ae oy: ae ee ee a ee ee 
ne “a <* gail RS oS c= ransen of - 
te ie csi * DS oye 5 _ 
fem Oe AN PO ——— ee | 
7 Ae hes 5 See co | 
Fa \ ear wb Ww OE res ee deh 
bed a sol ‘ : 5 : fee, i MEW PL 
¥f.iiste 5 Oo 1 ney eae Cue ; 
be oe BN ee oy eZ a OF ae 7. eS oe | 
<a Day ee per NS So ee te |. Oe 
ee eee WN hnoennnad So ee 
ie : bee nt = ae yW 
sik oe ANS ‘ — Tanah tes 
Pete ot 7s ey * ee a 
Seis ine et 4% : \ new — & + 
wie ye mic. g jue i oe, tie ts eh I 
ea | ae ‘ ye 190 > Cal Ne i i 
a jy Se, rat eS — New Alum = . I 
ae ten ee pe P ot, ay ‘ 
a ae tee So... ee ei. FS 
. Fue ahs a Same bsg: Le 2 
os Fp ah Se ae ee ee 
Pe ie ee ee Ww. NEW : 
a on Sen ty, etn = ae ae 4 MARKETS 
ee nr A, eae y . hie 
aa fs oe », Aa ESE Site i > be ee ie : of ‘ 
: —S Cus %j “e, MEW anne 
i NS NOR Sr f | 
ry. ee | 
eee — 
: ee 
aa Pe 
a 
a , 
a 
i 
+ 
# 
< ae 
is de 
aie. | 
ee 
_. | 
<5 
ey? 
ee 
oe 
eae +: 
ste 
Bae 
ae 
Ee a 
ee... 
é aoe 
rr: - 
tee ae Sa ee ee ee |e fF 6 
ty 
a: 
i mer Ss : | 
mi : : } 
ae. ie x ; 
a id st i 
ae W i; 7 SCE S 6 4 wees de AGUA ed oh bd seSkbRDO EHS SEES S 
Via ? te . 
= a Co a ee Se ae {o-" SS ‘ ie ih <i ed nb 6 dbeebe 60 Ode weal Oe Rh eee COOH ES 
ic: im : 
ase | 4 BI Street Address.......eeeeeeeeeeeeeeeeeuneeeeeeees 
Bi ae Te ii pb eee os0.0needebRNOes cc eMOeccccccsccce 
eau / 3 
ee wuahky S F 4 ~~ S . : . 
Pater, ag cl SR AO ee ae Ne ca bipk iin ee ve CO ae 5 ee ee Be) ce 2 ee oes | ep ee Ot pun i an i Se eee. 
Pree ee eC ig) ae a Sar aa ee ee PY Be a ate Sg po I ee ee oS ae 
ee eee ee ape ON) ee ag es MONEE OS ae eS See, f ee eae ay “4 Bint tape ee ee ee | et Be ei 
Pepe iaeere Paes © es a) I ee ave a Mise Sag ee “ Re ee SOS ati Eee ee ne a ay ee eg Ts 6" ee ea i ey i. hc Ss ia 
ge Hom NG Mt Sea Sad PS re Bae os ee oti ane Sen et As ies = Pay ct Bestia — aoe ee on . oe : Se as re. bs = E si 


In the past year, the 


Post sold more copies on 


the newsstand than Life 


and Look combined 


And in the past year, the 


Post gained more total 


circulation than Life, Look 


and Collier's 


Have you seen the Publisher’s state- 
ments just released by the Audit 
Bureau of Circulations? They are every 
bit as important to advertising men as 
they are to publishers. For when you 
compare them with those of a year ago, 
a clearly defined trend emerges. 

The Post’s gain in subscriptions, a 
comparison shows, has been the greatest 
in the big-circulation general weekly 
field. And its overall gain in circulation 
is nearly double that of any competitor. 


Now, what’s the REAL story on 
newsstand sales? 


Perhaps you’ve heard the current 
argument that newsstand sales are not 
as significant as they used to be. Migra- 
tion to the suburbs, so the story goes, 
has changed the buying habits of read- 


@eeesoeeooeaoeaeoeoeoeoeeo ee eevee eeoeeeseeoee er see2e0 


America reads 


combined 


ers. Former newsstand customers have 
been converted into subscribers. 

It’s a likely story—but the facts don’t 
fit. The fastest-growing retail outlets 
for magazines are the supermarkets. 
And where are the supermarkets? In 
the suburbs, of course! 

The fact is, ABC figures on news- 
stand sales are still the single most im- 
portant measure of a magazine’s ap- 
peal to readers. A comparison of the 
statements just released shows that the 
Post continues to sell over half a mil- 
lion more copies per issue than either 
Life or Look. 

Any way you figure it, the Post is the 
fastest-growing magazine in its field. 
It is also the soundest investment for 
advertising dollars. 

It gets to the heart of America. 


NEWSSTAND SALES 


AVERAGE: > 1955 


through June 30, 1956 


1,000,000 1,500,000 


sr ee THE oe 


SRR yy RR NE ‘SE ASSUES PER YEAR 


rEveING PosT 


TOTAL CIRCULATION GAINS 


First six months 1955 compared to first six months 1956 


100,000 


200,000 


| The dimioter Bvening 


POS! 


as toned 27, 1956 — Ss 


CAN IKE TAKE MICHIGAN? 


By Somve! Lubell 


The Williamson Clan.. 
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From Listerine to Willkie, Adman 
-Lambert Led a Spectacular Life 


(Continued from Page 1) 
sometimes several at once, and 
then built Albemarle, a showplace 
outside Princeton. Tugether with 
a rash lumber venture in Arkansas, 
they brought him to the verge of 
bankruptcy. He enlisted in the Air 
Corps, served as an instructor in 
the States and England, and by 
1921 was 35 and $700,000 in debt. 


s Then he came to the Lambert 
Co. The story about how he turned 
Listerine into one of the great pro- 
prietary successes has been told 
before (AA, Sept. 10). He made 
some quick improvements as gen- 
eral manager (like buying corks 
direct instead of through a sup- 
plier), and he succeeded in getting 
the government to agree to permit 
Listerine ingredients to be added 
to alcohol so it was non-potable, 
and thus avoided the $4.60 a gallon 
alcohol tax then in effect. But his 
contribution to Lambert came 
when he recognized halitosis in a 
conference, and the meteorlike rise 
of the product followed its sensa- 
tional advertising success. 

When he organized Lambert & 
Feasley, which he owned, he had 
other accounts besides Lambert 
Pharmacal. One was a perfumer, 
making Mi Nena. He devised the 
sex approach in perfume, although 
it was Feasley who dreamed up 
the story of a perfume so deadly 


Gerard B. Lambert 


in its attraction for men that it 
had led to suicides and murders, 
described in lurid style. Ads ran 
in The American Weekly and in 
due course a Better Business Bu- 
reau man turned up, saying that 
what Feasley was saying about 
these women was not provable and 
unethical. Feasiey replied that 
there was no proof that Carnation’s 
cows were really contented, and 
continued the campaign. 


= Despite the fact that the adver- 
tising was successful—orders for 
the perfume came rolling in—the 
client eventually had to scream for 
cancelation of the carnpaign when 
he found out that he was losing 
money on each bottle. 

When Lambert tried to point out 
to him that he should check his 
figures on the profit item, however, 
he was told to mind his own busi- 
ness and stick to handling the ad- 
vertising. 

Similarly, the Lambert & Feasley 
agency turned out a hard-hitting 
campaign for Ed Noble, president 
of Life Savers. “Eat a Life Saver 
and Stay Thin,” said the copy, 
anticipating Lucky Strike’s famous 
campaign to come later. Test re- 
sults Were terrific, but candy trade 
reaction was violent. The campaign 
had to be stopped, but before it 
was, Lambert wandered into Feas- 
ley’s office to find him on the 
telephone with Noble and taking 
the worst of a tonguelashing about 
something. “I never found out 
what it was. I grabbed the receiv- 
er and told Ed he couldn’t talk 
like that to my partner and to take 
his goddamned account out of our 
office.” 


s When his brother Marion died, 


land 


Lambert had no option but to re- 
turn to Lambert Pharmacal Co. 
Feasley was sure he would lose 
publication recognition. Lambert 
went to see the “president of the 
newspaper publishers association 
to tell them the truth.” He recounts 
the subsequent interview like this: 
“. .. He was a very human kindly 
fellow. He received the whole story 
from me. I told him that since my 
brother’s death I had been made a 
co-trustee of his estate. It was my 
obligation to protect his affairs and 
his family. As president of the 


Lambert Pharmaca) Co. 1 could do| # 


these things . . . He never said a 
word against it. He said they knew 
we were a professional agency do- 
ing a good job for other clients 
and he saw no reason to question 
our recognition...” 


= The agency was earning $500,- 
000 a year for Lambert (“I hasten 
to add that by no possible arrange- 
ment could the Lambert Pharma- 
cal Co. have obtained these com- 
missions”) and between the rise 
in Lambert earnings and agency 
revenue he paid off $700,000 in 
debt in five years. 

When Feasley died, Lambert 
turned to Gordon Seagrove, whom 
he got long distance in a small 
town in Michigan. Seagrove didn’t 
want to work for Lambert, because 
he was playing a steam calliope 
with a circus. He enjoyed it (“You 


‘| don’t know the sensation when you 


come down the main street of a 
town, everything going full out.”), 
it was only after Lambert 
pleaded that he was in a jam and 
needed Seagrove’s help that he 
agreed (“Oh, hell! If you put it 


|} that way, I’ll come. But not for a 


few days; not until they get some- 
body to replace me. It isn’t every- 
body who can play a steam cal- 
liope.”’) 

According to Lambert, the no- 
tion of turning Lambert Pharmacal 
Co. into a public company occurred 
to him during a prolonged halt of 
a commuting train under the Hud- 
son River. He retained control of 
the company through an unusual 
arrangement of deferred stock, and 
18 months later he sold the de- 
ferred block for $10,000,000. 


® Of his yachts, he emphasizes that 
he owned only racing yachts and 
never built them—‘“All bought sec- 
ond hand and at relatively low 
prices. . .” 

As a yachtsman, he had sailed 
for fun from about 1911. He later 
bought the famous Atlantic, a 
schooner that holds the record for 
Atlantic Ocean crossing under sail, 
and when racing carried a 39-man 
crew. He raced her and other boats 
in U.S. waters and abroad, and 
was visited by King George and 
Queen Mary when he raced in 
England. 

His adventure with Gillette Safe- 
ty Razor Co. stemmed from a re- 
quest by a J. P. Morgan & Co. 
partner to pull the company out. 
It coincided with his divorce plans, 
because his wife could get a New 
Jersey divorce if he were to desert 
her for two years. 

His first interview with Gillette 
directors was inauspicious, begin- 
ning with the question about what 
razor he used. “The Schick razor,” 
said Lambert, “I think it is the 
best razor in the world.” The di- 
rectors frowned, but grinned when 
he said, “Don’t worry, gentlemen, 
I have never used a bottle of Lis- 
terine in my life.” 


® Actually, he had a grim feeling 
about Schick, since he had ap- 
proached the company three times 
offering to work without pay, and 
had been rebuffed. 

His deal with Gillette was Lam- 
bert all over again, except that he 
hit no financial paydirt. If he got 
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SPREADING—Kraft Deluxe marga- 
rine, introduced in the New York 
market last month (AA, Sept. 17), 
is now being test marketed in 
Pittsburgh and Indianapolis. This 
page appeared in the Indianapolis 
Star & News. Needham, Louis & 
Brorby, Chicago, is the agency. 
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the earnings up from $4 to $6 a 
share, his deferred stock would be 
operative. Gillette was in bad 
shape. The blades were poor. Imi- 
tations of the Gillette patents 
(which had expired) were every- 
where. He thought of the blue 
blade. He tried Maxon on the cam- 
paign, got a beautiful presentation 
but no campaign, but he did get 
from Maxon a young man—A. 
Craig Smith, now vp of Gillette in 
charge of advertising. Smith and 
Lambert, with Lambert writing 
the ad, knocked out the idea for 
the famous “A frank confession of 
the Gillette Safety Razor Co.” in 
which it admitted that the old 
blades were poor and announced 
the new blue blades. It worked. 


s But in 1935 he left Gillette, and 
in retrospect he says .. . “For some 
reason the job I did at Gillette has 
never made me very happy. It is 
true that while I was there we paid 
off $20,000,000 of debt, that we 
produced the blue blade, now fa- 
mous all over the world, and the 
one-piece razor, and sales increased 
and the profits rose slightly .. . 
our relations with the trade be- 
came very friendly ... but there 
was nothing of the spectacular re- 
sults I had experienced before. . .” 

In 1938 he was invited to Wash- 
ington by Stewart MacDonald, 
head of the Federal Housing Ad- 
ministration, where he became an 
adviser. He learned to know and 
enjoy F. D. R., who had read Lam- 
bert’s mystery novel, “Murder in 
Newport.” “I thought that title 
would have a good sale with you 
liberals down in Washington,” 
Lambert said. 


He left Washington within the | 


year, “concerned about the future 
of my country,” although he in- 
sists “1 think I was as liberal as 
any Democrat there,” some radi- 
cals excepted. He started working 
with Thomas E. Dewey, and set 
up a political sampling operation 
which, refined as time went along, 
showed Dewey the rising strength 
of Willkie, showed Willkie he had 
a narrowing chance of election, 
and was used during the war 
(Lambert worked for WPB) in a 
variety of assignments at home and 
abroad. He did not employ it in 
the 1944 campaign, but it was ex- 
tensively used by General Eisen- 
hower in the preconvention months 
of 1952 and during the campaign, 
and is now in operation with a 
Rockefeller grant on international 
problems. 

“I find myself more engaged in 
our affairs as each day passes,” 
says Mr. Lambert in closing. 


Screen Gems Names House 
Jack House, formerly with Wil- 

liam Esty Co., has joined the sales 

staff of Screen Gems, New York. 


Attendance Drops 
Due to Slow Mail 


New York, Oct. 18—The Sales 
Executive has complained that too 
many members are receiving the 
magazine late—so late that attend- 
ance at the Tuesday luncheons has 
been seriously affected. 

The Oct. 16 issue of the weekly 
publication mailed third class by 
the Sales Executives Club each 
Wednesday arrived in AA’s New 
York office this morning, but the 
editor, Paul Stouffer, told AA, 
“That’s unheard of.” 

“Complaints about late delivery 
have been pouring in since the fall 
season started,” he said. “Every 
person on the club staff has re- 
ceived these complaints, by phone, 
mail and in person. While it might 
seem like 500 a week, there have 
been a good 50 weekly.” 

Dateline, printing schedule and 
delivery date “from printer to the 
SEC and from the SEC to the 
Grand Central Post Office after 
sorting, zoning and bundling” have 
not changed. Some 3,499 copies are 
mailed each Wednesday. 


® The publication says it cannot 
move its copy and printing dead- 


Advertising Age, October 22, 1956 


FTC Cracks Down 
on Mergers by 
3 Big Dairies 


WasnincTon, Oct. 17—The Fed- 
eral Trade Commission embarked 
on its biggest anti-merger crusade 
today, with complaints charging 
that three big dairy organizations 
achieved their success by illegally 
gobbling up 251 local dairies since 
1951. 

The FTC complaints were di- 
rected at National Dairy Products 
Co., New York; the Borden Co., 
New York, and Beatrice Foods Co., 
Chicago. The combined sales of the 
three, with their subsidiaries, was 
$2,335,000,000 in 1955. 

All three complaints were limit- 
ed to mergers completed since the 
passage of the anti-merger law of 
1950. The complaints listed 40 
firms acquired by National; 80 by 
Borden and 131 by Beatrice. 


s FTC said National’s sales in- 
creased 39%, to $1,260,000,000, 
between 1950 and 1955, largely as 
a result of mergers. Borden sales 
were up 30% to $810,000,000 and 


line ahead. “Cost-wise, time-wise 


Beatrice sales 58% to $325,000,- 


and production-wise, we cannot do | 000. 
it, much as we would like to,” it} Charging violation of the FTC 


says. 

Instead it makes constant re- 
quests to the Post Office for speed- 
ier routing of the 


| Act against unfair trade practices, 
as well as the anti-merger law, 
FTC said the consolidations gave 


magazine | the three companies dangerous ad- 


through the various stations in the vantage over other competitors be- 
city, urges members to write their|cause their size enables them to 
congressman and will feature the| expend substantial sums to pro- 


luncheon programs for at least two 
weeks ahead on the cover. 


Mr. Stouffer told AA the club) 


will poll members via a postcard 


mote their brands by advertising 
and other promotions. 

Other advantages which FTC 
mentioned included ability to make 


mailing next week. Members will|non-interest bearing loans of 


be asked to check off if The Sales | 


equipment and facilities to outlets, 


Executive arrives on time, late and| to give favored customers discri- 


how late, non-delivery, changes in 
delivery, delay or non-delivery of 
other mail, and suggestions for 
better delivery. 

He said that in some cases the 
publication has been returned un- 
delivered, and when the club 
checked it found that the person 
was still there at the same old 
stand, instead of “not at address 
given.” 


s In many cases the magazine ar- 
rives so late, the club member 
cannot plan on attending the club’s 
weekly luncheon. They should get 
the magazine Thursday or Friday 
in the city and Monday out of 
town at the latest, he said, but) 
some haven't been receiving it un- 
til Tuesday, Wednesday or Thurs- | 
day. He wouldn’t say how badly 
luncheon attendance has been af- 
fected. 

“In town it’s just as bad,” he! 
said. One member, he noted, nor-| 
mally received it Mondays at his 
place on the west side of Man- 
hattan. But now he doesn’t get it 
until Tuesday or Wednesday since 
he moved to 500 Fifth Ave. 

“We don't know whether it’s be- 
cause it’s that time of year (au- 
tumn, Thanksgiving, Christmas), 
or whether postal employes need 
another raise—or whether it’s sun 
spots or flying saucers from Pro- 
cyron II, but too many members 
are receiving the magazine late,” 
the Oct. 16 issue stated. 

The publication goes to members 
in the greater metropolitan area, a 
radius of 50 miles. The luncheons 
in the Grand Ballroom of the Hotel 
Roosevelt usually attract 750-1,000 
people weekly. 


Motorola Appoints Two 

Bob Van Brundt, formerly na- 
tional advertising manager of Mo- 
torola Inc., Chicago, has been ap- 
pointed manager of television 
advertising and sales promotion. 
Peter H. Whelen, formerly Motor- 
ola’s sales promotion manager, has 
been named manager of radio ad- 
vertising and sales promotion. 


minatory prices, and to sell equip- 
ment and facilities at prices below 
market value. 


American Motors’ 
Vanderzee to Ford 
Special Products Unit 


Detroit, Oct. 19—Norman K. 
Vanderzee, former vp in charge of 
sales of Hudson Motor Car Co. for 
six years, and until three months 
ago vp in charge of sales of Amer- 
ican Motors Corp., has joined Ford 
Motor Co. 

Mr. Vanderzee has been ap- 
pointed executive assistant to J. C. 
(Larry) Doyle, general sales and 
marketing manager of the special 
products division. 

His career spans almost 40 years 
in the automotive industry. Most 
of it was spent with Hudson, which 
he joined in 1932 as a sales repre- 
sentative. Previously he had been 
with Chevrolet. 

Mr. Vanderzee is the second top 
auto industry official to join Ford 
in the past two weeks. James J. 
Nance, former president of Stude- 
baker-Packard Corp., becomes 
Ford’s vp—marketing on Nov. 1. 


Dromedary Buys CBS Shows 

Dromedary division of Nation- 
al Biscuit Co., New York, has 
bought three weekly segments of 
CBS radio shows starting Nov. 1. 
The contract calls for sponsorship 
of one 742-minute unit a week on 
“Strike It Rich,” “Backstage Wife” 
and “Second Mrs. Burton.” Len- 
nen & Newell is the agency. 


Plain, Happiness Travel 
Provide Incentive Service 

John Plain & Co., wholesale dis- 
tributor of gifts, apparel and 
housewares, and Happiness Trav- 
el Service, both of Chicago, are 
offering “Happiness Journeys,” 
which they call “a complete in- 
centive award service for Ameri- 
‘can business and industry.” 


2 


—— 


Tr) swe >. “ : ‘ » we ~ ky ang Be if = ¢ a 
ie ‘ im r “ : ; r 
ae ventas , 
ae : | 
(eee | 
oes 
fee 8 : 
ole 
Le eee wn ee 
re : | 
es | 
i Me Z 
epee 
aoe jae e | 
oh the | 
pas , | 
‘ite new table | 
a? Nico) 
rae : in | 
‘ye ee : 
i PSL ~ Paals 
oe ea ol ee 
Boat =" : ear 
Pee | : P ; : 
ae : 
tne : 
jee . ; : 3 

Rea) 
&§ 
aa | 
Geert: l | 
os ee | 
ee | —— a ny | 

vow ; 
es ‘Guaranteed | Even on hot breads or : 
Poe. | 
| aes : | 

. - a 
. 3 el 2 oe: { 
Sa 

BME: | 
aa 
Sg 
ee 
a ) 
ieee . 
a | 
Sees | 
“a | 
eves 
ae aa 

Cie 
et. Re rc | 
rire | | 
aN 
rebate 
eee | 
pot 3 | 
rat | 
halts chy | 
io ee 
bri ee 
oes be 
Pes : 
Bike ost | 
eb: 
betes | 
ee 
eh | 
Brees 
ite. 
aa 
a, : 
oa ; ners eS ae 
he Ree? 

4 ; 5 ae 

x / 4 sat arene Po 

ee £4 ot... ‘ 

Port) . . ct. es Ia ~ 

pd5 a ae 
bs. ty :% aie : 
. al i LA eer : ee 
ba ys cae 5 dee \, | 
ae i Le Eee eee | 
ee ‘uy — > tah ee | 
en ee yee i arn eM as :¥ PO | 
Pag oe : means te oes 
eer ms, ae ; 2 eee by a . | 
Wee .. oof ae: 2F 
oe ‘3 age aes ee ee | 

-. yee ‘ ; Seite \ 
he! ag :¢ re _. eae eg) ‘ | 
en i * ee a % 2. ee Sy 
ee ‘ ee Roget" eto eae ie 
a io ey ae a a 
atrges at eae oat 
Mie wed Ey Po eg Ee Bia. ‘ 
aod aay. < | 
Har , Ure Vay ee | 
a Pa (ex 5 Fe 
a . uy “i Z pet hoe oe 
eee ‘+ {a > 
* . 
om es 
ge 
ae 
a 
ia) ie | 
v ae a 
oS 
‘eye 
ate! 
+ he . 
i ‘4 ; ' ) 
es : 
che g: | 
Be | 
Beas) 
meee 
2a : 
Bs 
paces 
cae : | 
‘Bie | 
ee, 
be fiber f | 
Br | 
+8 | 
eee : 
ms 4 
Poet | 
ae 
ee 2 
, % , 
Mees. ! 
ea ) 
- 

ne 
ios, | 
rN 
es : 
ee 
eee : 
i i ah ) 7 
oe : 
ee kd | 
pee * 
ae 

ihe ro 
ae 
oe: 
. 
eal 
ume) 
et A 
ee 
af ‘< i 
Piss 

a 
Mente: 

ae of 
Oe 
a ee 
pag | 
ae a 
a | 
ee & ‘ Py , , . 
‘I pee 2 Lick i Reape eee F cs eee oo a a Oe a ee oe = Be ay 
i AS By RLS ek Bele Ft ee 2 ae Tope OR RE ier, Ceay he 3 zs Ee ae Sen eo” ue Bs > a ee se ae a Pie aa 
eu 4 ae eG pee n hs oe - | ae ef ae eo eee a ae 5 a aeoeran 7 Ss ; a 
Pacer DSRS SY sos) ae ie ee geese Me VE : buen coas ae ae a ea ener ae a Bae ets et 
DL ter a 9s ee ye I alae PO 7 SES a ee Bs ze “> aaa et Rt ac. 2 > rece aa a be eo 


= oe ae ee 


To sell more where more is sold 
.oeit’s FIRST 3 FIRST! 
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~ « Surrounded by Scenery here 


A breathtaking view as far as the eye can see is a rewarding 
experience, but to make more sales in the nation’s top markets 
you need to surround your advertising with FIRST 3 Markets’ 
more than 6 MILLION heavy spending families. 


In the 3 compact city and suburban markets of New York, 
Chicago and Philadelphia, 55% of all consumer units earn $4,000 
or more per year — 34% greater than the average for the re- 
mainder of the U. S. This super-abundance of buying power 
provides the basis for the average 3-market family to spend 5% 
more for Drugs, 31% more for Food, 33% more for Furniture, 
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Furnishings and Appliances and 103% more for Apparel than 
the average family in the rest of the nation. 


Within these concentrated, most profitable sales areas, the family 
coverage of General Magazines, Syndicated Sunday Supple- 
ments, Radio and TV thins out. In the great markets of New 
York, Chicago and Philadelphia there is no substitute for FIRST 
3 Markets’ solid 62% COVERAGE of all families. 


To make your advertising sell more where more is sold... it’s 
FIRST 3 FIRST. 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


New York 17,N. Y. News Building, 220 East 42nd Street, MUrray Hill 7-4894 ¢ Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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GROSS NATIONAL PRODUCT UP = : 
AND HEADED HIGHER (Bittions of dovars) TOTAL NUMBER OF BUSINESS FIRMS 


The easiest and best time for 
$408.3* ; 4.3 million 


any business to grow is when 
customers’ needs are growing, and 
when many more companies begin 
to need what you have to sell. 
Never were the opportunities 
greater for the company that sets 
its sales sights high. Not a day 
goes by but what business 

hits another new high in some 
phase of growth and production. 
All around us are examples . sa i 

of its great appetite and search 1946 JUNE 1956 oe 1946 1956 
ee Fo See Seen nae 


ideas, everything. r people buy, gets bigger and bigger. ou cover with your advertising and selling, 
s new users to see, more competition to meet. 


“based 0 on aioe ate 1956, at annual rate. 


es _ NUMBER OF PEOPLE EMPLOYED UP 23% 
NEW PLANTS AND EQUIPMENT = NEW COMMERCIAL CONSTRUCTION | ; | WAGES AND SALARIES UP 63% : 


(billions of dollars) : (billions of dollars) 
$35.0 - $8.2* a 
, x up 23% 


1956 (est. % 1946 AUG, 1956 a 1943 AUG. "561949 (1956 


1946 
More and more new equipment being mg Plants expanding, building everywhere, a More manpower, producing more and 
bought, used, turning out more new Ria to house all this activity. es requiring more; more and more people 
products. Cn =) managing and buying. is 
*based on Ist 6 months, 1956, at annual rate. ; steced, on Fant 1956, at annead rate. a 
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Now morE THAN 850,000 net pPaip ciRCULATION 
...@ market not duplicated by any other magazine in the field 
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BUGINEO TODAY 


More and more prospects for you to know about... 


NOW IS THE TIME TO FIND THEMI 


More and more important people to know about you... 


NOW IS THE TIME TO TELL THEM! 


More and more companies are capitalizing 
on today’s growth opportunities, with in- 
tensified, and well planned advertising. 
They are registering their abilities and 
their progress with one of the largest and 
most important managerial audiences ever 
assembled. They are placing their adver- 
tising in “U.S.NEws & WorRLD REporT.” 


“U.S.News & WorLD ReEporT” carries 
more business and industrial advertising 
than any weekly news magazine. Of all 
magazines in the news and management 
field, only Business Week now carries more. 
In the period 1950 to 1955, the advertising 


page gain of “U.S.NEws & WorLD REPoRT” 


was the largest of any magazine. 
Three out of four subscribers to 
“U.S.News & WorLD Report” hold man- 
agerial positions. Poll after poll of 
America’s business and industrial leaders 
reveals that “U.S.NEws & WoRLD REPORT’ 
consistently receives the most votes as 
the magazine they consider most useful 
to them in their work, and the magazine 
in which they place the most confidence. 


Available to advertisers today, in one 
magazine, is the opportunity to cover the 
important key people who manage, and | 
buy for, the ever-growing, fast-growing 
business and industrial market. 


Americas Class News Magazine 


An essential magazine 


Essential to more and more readers 


ask our advertising offices at 45 Rockefeller Plaza, 


Cleveland, Detroit, Chicago, St. Louis, 
San Francisco, Los Angeles and Washington. 


Essential to more and more advertisers 


For 36-page report on “How Much Larger is Business Today,” 
New York 20, N. Y. Other offices in Boston, Philadelphia, 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


loomed a Mond yg Puptontions, Inc., 208 E. IIlinois St., Chic "Wl 
(DE 7-5200), 400 Lexington. Ave a ., New Yor k 17 (Ploxa 6-044), National Prom Bide. 
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This Is Progress for Advertising! 


It was with an exceptional amount of satisfaction that most ad- 
vertising people read of the speeches recently made by Jenkins 
Lloyd Jones, editor of the Tulsa Tribune and president of the Ameri- 
can Society of Newspaper Editors. Here was an editor, of all peo- 
ple, asserting that advertising not only does not interfere with edi- 
torial freedom, but on the contrary stiffens the editorial backbone. 

“The newspaper that is barely surviving is the newspaper that 
is least able to be forthright and most likely to be timid and venal,” 
Mr. Jones said. “The penniless newspaper, like the penniless young 
lady, is more susceptible to a proposition than one well-heeled.” 

Not only does advertising provide the money for a decent editorial 
job, Mr. Jones emphasized, but independence and prosperity almost 
inevitably march hand in hand, since even “the most fawning edi- 
torial writer could not please” all the advertisers; their interests 
and desires are likely to be conflicting. 

“So I would like to come to the defense of the frankly commercial 
press,” Mr. Jones said. “Advertising and advertising men are more 
responsible for hard-hitting reporting and objectivity in handling 
of news than anyone gives them credit for.” 

To all of which we would like cheerfully to add our amens. It is 
natural that a certain portion of the press which finds it difficult to 
secure adequate advertising support will profess to see sinister in- 
fluences at work in the publication that carries a substantial vol- 
ume of advertising, and yet it is clearly demonstrable that any 
“sinister influence” can do better in an atmosphere of poverty than 
in one of prosperity. 

As we pointed out recently in commenting on a subscription letter 
of The Nation, it is quite likely that publications which carry a 
substantial amount of advertising are biased in favor of the current 
American economic system. We don’t see anything wrong with that, 
since the essence of a democracy is that the dominant characteris- 
tics of society are those which most people favor. 

In the same way, we admit cheerfully to a bias in favor of ad- 
vertising. We believe advertising is a useful and important tool of 
business and society. That bias does not lead us to believe that all 
advertising is necessarily good, nor that everything that advertising 
people do necessarily makes good sense. 

In any case, our advertisers pay most of the bills so that we can 
maintain a fulltime editorial staff of 28 people who have no in- 
structions to worry about our advertisers, but a whole bagful of 
admonitions to write for the benefit of our readers. 


Canada: Neighbor, Customer, Friend 


Publication last week of our annual review of Canadian trade and 
business statistics reminds us again of the unique relationship which 
has existed for so long a time between the Dominion and the United 
States. 

Occasionally something happens—like the recent imposition of a 
special tax on Canadian advertising in Canadian issues of U. S. mag- 
azines—that temporarily disturbs one or the other of the two coun- 
tries. And there are occasions when people in one country or the 
other fail to see a particular problem in the same way that their 
neighbors view it. There are irritations over water levels, and dif- 
ferences in currency values, and a host of other things. 

But the remarkabie thing is that these irritations have always 
been relatively minor in character, and there have almost invariably 
been ardent advocates of the other country’s point of view on both 
sides of the border. 

Let’s never let the minor irritations of the moment blind us to a 
truly remarkable example of international good will. 


Gladys the beautiful receptionist 


—Richard G. Morris, The Kaljian Corp., Philadelphia. 
“What’s all the excitement—did we just get a new account, or are 
we going to lose one?” 
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What They're Saying 


Goal for Radio 


I see certain trends which lead) 
| distribution of goods and commod- 


me to believe that some of the 
present methods practised by some 
station operators, of buying audi- 
ences temporarily, will never build 
that intensity of listener feeling 
which will make us a great medi- 
um. We cannot glut audiences with 
top ten records, or rock n’ roll or 
gabby people with very little 
knowledge of what the people 
need. I refuse to allow WIP to 
simply become a more convenient 
way of hearing phonograph re- 
cords. I refuse to allow it to be- 
come over-commercial because I 
know that the temporary monetary 
benefit will eventually be over- 
come by the reluctance of adver- 
tisers to be so small a part of the 
total advertising impact of WIP. 
For me at least, and the people 
of WIP, it is a business but an 
opportunity, too .. . to do some- 
thing worth while; to do more than 
entertain. It is a business, but it 
had better inspire and educate and 
inform ... and dream out loud. 
And there, perhaps, is our greatest 
challenge for the future. For I 
have never felt that we have even 
come close to our ability to do all 
these things. . . 
—Benedict Gimbel Jr., president and 
general manager, Station WIP, Phil- 
adelphia, speaking at the Ohio Assn. 
of Radio and Television Broadcasters 
in Columbus. 


Basic Ad Concept 

In his address before the first 
fall meeting of the Pharmaceutical 
Advertising Club, recently held in 
New York, George F. Foley made 
an observation which would seem 


to merit the most thoughtful at- 


jtention of everyone in any way 


concerned with the production and 


ities. 

Here it is: “Advertising is a 
calling affected with a public in- 
terest and imbued with a public 
trust.” This concept lifts the sub- 
ject into the realm of public serv- 
ice and public usefulness. 

When seen in this light, advertis- 
ing takes on a new value, and is 
burdened with new and demand- 
ing responsibilities. Not only is it 
properly and effectively useful in 
the selling of goods, building and 
expanding markets, and adding 
new strength and vigor to the na- 
tional economy, but it also plays a 
vital part in the over-all welfare 
of our people. 

Again: “Advertising is a calling 
affected with a public interest and 
imbued with a public trust.” 

The more it aspires to the full 
meaning of this basic concept, the 
more vital advertising will become 
to all segments of our national life. 


ee Ne ee ee 
issue. 


A Coach's Report 

[School spirit at the local high 
school] is dropping to a point 
where it’s absurd. And this school 
apathy filters down to the athletic 
teams. Driving a car breeds lazi- 
ness in youth, and in addition, 
[youths of high school age] have 
to hold parttime jobs to pay for 
the car’s operation. By the time 
they show up on the football field 
for a game, they are too darned 
pooped to play. 

—Football coach Bill Jenkins, West- 

field, Mass., Highschool, quoted in the 

Springfield Union. 


Advertising Age, October 22, 1956 


Rough Proofs | 


A midwestern agency offers 
“opportunity to live in a delightful 
home-type city, free of big city 
tensions.” 

In other words, it’s well out of 
the ulcer belt. 


* 

Advertising is finally beginning 
to get somewhere. 

Doak Walker, former star back 
of the Detroit Lions, is now carry- 
ing the ball for Vitalis on NBC 
collegiate football telecasts. 

* 

“We prefer,” says an agency 
looking for a copy man, “the off- 
beat, unconventional approach in 
copy, but only if it sells, not to 
be cute.” 

But suppose it’s so cute it wins 
a lot of advertising awards? 

* 

The Federal Trade Commission 
has issued another cease-and- 
desist order against the makers of 
Carter’s Little Liver Pills. 

They might object that the 
clinching evidence came when the 
FTC tried them on the dogs. 


* 

Fortunately for his peace of 
mind, Mr. Baseball, Taylor Spink 
of Sporting News, picked Don 
Newcombe as the National 
League’s outstanding pitcher of 
1956 before, and not after, the 
World Series. 


= 
Highland Park, Ill., deserves 
some sort of recognition from P&G 
and Ivory soap after having ac- 
complished the registration of 
99.44% of the eligible voters for 
the November election. 
+ 
“Agencies are here to stay,” 
John J. Whelan assured the mem- 
bers of the Chicago Dotted Line 
Club. 
This is good news for the boys 
who specialize in collecting sig- 
natures on the dotted line. 


° 
“Minnesota court to rule on 
selling of drugs by groceries,” 
headlines the world’s greatest ad- 
vertising journal. 
Nobody wants to rule on the 
selling of groceries by drug stores. 


e 

A small agency operator in Los 
Angeles described his efforts to 
create new clients as “lifting the 
rocks.” The simile would seem a 
lot better if it didn’t cast the client 
in the role of worm. 

. 

By not arousing the soap giants, 
Dial snared a healthy share of the 
market, Gordon Buck reports. 

Chances are by this time they’ve 
heard of Dial and George Gobel. 


+ 
C’est a Dire, the new French 
monthly, is described by its pub- 
lisher as “a European version of 
Time.” 
That is to say, it would be with 
a shorter title. 


Walter O’Meara was impressed 
by the self-control of a baseball 
announcer in not calling attention 
to a no-hit game in the making. 

Everybody knows that if he even 
mentioned it, the pitcher would be 
jinxed. 

* 

If children show nervous man- 
nerisms, says a Children’s Bureau 
book, parents are urged to check 
their movie and tv habits. 

And also which brands of 
breakfast cereal they insist on 
consuming. 

Copy Cus. 
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Advertising linage is the final measure 
of a newspaper’s sales power 
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Constructively Serving Delaware Valley, U.S.A. 


West Coast Representatives : 
SAN FRANCISCO 


FITZPATRICK ASSOCIATES 


155 Montgomery St. 
Garfield 1-7946 


Exclusive Advertising Representatives : 
NEW YORK 
ROBERT T. DEVLIN, JR. 


342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


GEORGE S. DIX 
Penobscot Bidg. 
Woodward 5-7260 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 
Dunkirk 5-3557 
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HOME IS A 


Family Affair 


Family happiness is “home-made” these days. Brightly colored family rooms have 
replaced stuffy parlors. Furnaces have shrunk to make room for hobbies and 
ping pong tables. Mom, Dad and the kids are proud of their home — proud of its 
beauty and efficiency. As the hub of all family activity, it’s a vital family affair. 


THE AMERICAN WEEKLY IS A 


Family Affair 


Jam-packed with lively family reading, The American Weekly plays a key role in the lives 
of over 10 million of these home-conscious families. Kids fight over it... parents delight 
over it. It shares their interests, their problems, their whole approach to modern living. 


But it takes a heap of buyin’ to make a 
house a home. And The American 
Weekly’s vast audience is filled with 
prime prospects for the goods and serv- 
ices that make home sweet home sweeter 
still. Over 6 million American Weekly 
families own the dwellings they occupy. 
And during the last twelve months, over 
1 million remodeled, over 3'4 million re- 
decorated, and over 2 million spent over 
200 dollars each for furniture and rugs.* 
How much of this volume did you rack 


up? How steadily are you tapping this 
huge potential? 

The American Weekly not only reaches 
this mighty market for home supplies, 
it reaches it with the full selling might 
of a trusted guide for family buying. 
Bulk of its readers live in the rich Blue 
Ground of Sales where 7 out of every 
10 retail dollars are spent. Your Ameri- 
can Weekly representative has all the 
facts on this fabulous family market. Get 
the full story from him today. 

* Daniel Starch 51st Survey of Consumer Magazine Audiences 


Te K WERICAN WEEKLY 


The Magazine of Family Affairs 


Distributed by these 32 fine newspapers: 


Albany Times-Union + Baltimore American + Boston Advertiser + Buffalo Courier-Express + Chicago American 
Cincinnati Enquirer * Cleveland Plain Dealer * Columbia, S.C. State * Corpus Christi Caller Times + Dallas Times 
Herald * (Denver} Rocky Mountain News + Detroit Times + Houston Chronicle » Huntington, W. Va., Herald-Advertiser 
Knoxville Journal + Los Angeles Examiner + Miami Herald + Milwaukee Sentinel + New Orleans Item 
New York Journal-American + Philadelphia Bulletin + Pittsburgh Sun-Telegraph + Portland Oregonian + St. Louis 
Globe-Democrat «+ St. Paul Pioneer Press * San Antonio Light + San Francisco Examiner «+ Seattle Post- 
Intelligencer * Syracuse Herald-American * Tampa Tribune * Washington Post & Times-Herald + Wichita Beacon 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, N.Y. 
BRANCH OFFICES: ATLANTA + BOSTON + CHICAGO + CLEVELAND + DETROIT + LOS ANGELES + SAN FRANCISCO 
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YOU GET MORE OF EVERYTHING -EXCEPT COST— IN THE AMERICAN WEEKLY 
MORE CIRCULATION ORE nS ae DOLLAR LOWER COST PER THOUSAND 


10,755,535: 


2,830,827 pre ete 
baeon’ BLE GROUND CIRCULATION 

4,095,161 Se oe 

A Teva. 6 5. cmcuLATIOR 


=. : 
omen 


3,712,605 
’ 
All figures based on lates! avoilable one-day count FIGURED ON 4-COLOR PAGE COST-—ONE TIME 
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“Lead-out time” and 
gour advertising 

THE PROBLEM: In skeet, or 
target practice, the marksman 
soon learns that he must lead- 
out, firing ahead of a moving 
object. To make the important 
sales in the fee: moving radio- 
electronic market “‘lead-out 
time” is equally necessary. To 
sell the original equipment 
market in contrast to the re- 
placement market, you need to 
be ahead of manufacturing, and 
sell in the design stages—pre- 
specification selling. 

THE SOLUTION: Proceed- 
ings of the IRE provides this 
“lead-out time.” Issues like the 


Ahead by years! 


THE PROBLEM: How to 
crowd more radio communica- 
tions onto the already jammed 
tight spectrum has been the 
problem of radio engineers for 
years. Our civilization continu- 
ally demands more and more 
channels of communication. 
IRE members have continually 
found the answers. 


THE SOLUTION: Just as 
V.H.F. and U.H.F. (very high 
frequencies and ultra high fre- 
quencies) were editorially ex- 
plored and promoted in articles 
in Proceedings of the IRE years 
ahead of original equipment 
manufacture, so an entire new 


Another History Making Issue of 
Side f Proceedings of the 


Madison Ave. Still 


Takes It on Chin in 
Presidential Race 


PORTLAND, ORE., Oct. 16—Adver- 
tising is still taking it on the chin. 
in the Presidential race. | 

Latest to take a swing at the | 
industry was Adlai Stevenson, who | 
struck back at President Eisen- | 
hower after the latter said Steven- | 
son was guilty of “political irre-| 
sponsibility.” 

Mr. Stevenson said when he) 
heard the President talk about big | 
spending and loose handling of 
money by Democrats, “I thought | 
I was listening to Herbert Hoover.” | 
But when the President promised | 

“effective governmental action in| 
all phases of life,” added Adlai, | 
“then I knew it wasn’t Herbert | 
Hoover but Madison Ave. and the} 
so-called new Republican Party.” | 


Cappel, Pera Gets Ingram’s 

Cappel, Pera & Reid, Orinda | 
Cal., has been appointed to direct) 
all advertising and merchandising | 


Advertising Age, October 22, 1956 


Getting Personal 


Ann Gaspard, of JWT’s Chicago creative staff, took off Oct. 12 on 
a trip to Italy. She says it’s a thank-you gesture to Columbus, and 
Genoa is definitely included in the itinerary. . 

Stephanie Ann Byrnes was 
married Oct. 6 to Lt. John F. 
Flynn, who has just won his 
Air Force wings. Stephanie 
is the daughter of Mr. and 
Mrs. W. Jerome Byrnes. Mr. 
Byrnes is promotion man- 
ager of the Chicago Trib- 
une... 

Joe Wilder, co-owner and 
general manager of Station 
WBAW, Barnwell, S.C., has 
been named by Gov. George 
Bell Timmerman as a mem- 
ber of the South Carolina 
Aeronautics Commission. He 
succeeds the late S. S. Wal- 
lace Jr., former publisher of 


the Herald-Journal, Spar- 
tanburg, S.C... 
Arthur Hays Sulzberger, 


publisher of the New York 
Times, has been selected by 
Colby College, Waterville, 
Me., as its 1956 Lovejoy Fel- 
low and will receive an hon- 
orary doctor of laws degree 


LADIES’ DAY—Geralding Zorbaugh 
(left), vp and assistant to the pres- 
ident of the American Broadcast- 
ing Co., receives a gold charm disc 


phase of radio, Single Side Band, Single Side Band number are 

will be reported in the Decem- months to years ahead of origi- oa aa gh oaee Seaeeee 2s. | 
> y ngram’s packs Red’s 

ber Issue of Proceedings—once _ nal equipment manufacturing. '“Early California” tamales, Bnei 

again widening the spectrumin Your advertising in Proceed- jj; enchiladas, tacos, tortillas and 

a new way, and increasing ings of the IRE is pre-specifica- other exotic foods for regional dis-| 

radio’s service. tion selling. | tribution. The campaign will kick | 


December Issue Closes November Ist For Copy To Set; 
November 8th For Complete Plates. 
The 
institute of 
Radio 


| followed with other media. 


WRAL-TV Joins NBC-TV 


under construction, will 


WRAL-TV, Raleigh, N. C., now 


become 


(off with radio advertising, to be! 


from the New York chapter, 

American Women in Radio and 

Tv, at a dinner honoring her as the 

only woman vp in any broadcast- 

ing network. Lillian Okun, presi- 

dent of the chapter, awards the 
charm. 


Nov. 9... 

Jim Morton, promotion 
and director of special events 
of the New York Journal- 
American, was honored by 
the Greater New York Coun- 
cils of the Boy Scouts for his 
outstanding work during the 


ee as 
Proceedi 


Advertising Dept., 1475 Broadway, ane York in NY. 


an optional affiliate of NBC-TV, 
effective Dec. 15. NBC-TV cur- 
rently services this area through 
WTVD, Durhan, N. C. 


1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 
PROVES KOLN-TV SUPERIORITY ! 


The 1956 ARB Study of 231 Metropolitan markets in- 
cluded 6 in LINCOLN-LAND—S in Nebraska, | in Kansas. 


in these 6 markets, KOLN-TV is viewed- 
mest in 6 daytime categories ... in 5 
evt of 6 nighttime categories. 


KOLN-TV gets on average daytime, ™ 
of 54.0% as against 15.2% for the next station. 

time averages are 59.8% for KOLN-TV, 25.0% for the 
next station. Enough said? 


Providence .. . 


nighttime viewers! 


a 
i 
i] 


Northern Kansas. 
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The Pelyer Slations 


wzo.Ty — aaa RAPIOS-KALAMAIOO 
WKZO RADIO — mnt sata SA GATTLE CREEK 
WJEF RADIO —- GRAND RAI 

WJEF Fea — GRAND RAPIDS KALAMAZOO 
KOUN-TY — LINCOLN, NEBRASKA 


le 


Avsocieted with 
W480 RADIO — PEORIA. ILLINOIS 


Avery-Knodel, Inc. 
Exclusive National Representatives 


ARE YOU 
HALF-COVERED 


a 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV | 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET | 


LINCOLN- 
LAND 


Ei vinnnn oat - 


ee 


KOLN-TV delivers Lincoln-Land — 200,000 families, 
125,000 of them unduplicated by any Omaha TV signal! 


95.59% OF LINCOLN-LAND IS OUTSIDE THE GRADE 
“B” AREA OF OMAHA! This important 42-county market 
is farther removed from Omaha than Hartford is from 
or Syracuse is from Rochester. 


Latest Telepulse figures show that KOLN-TV gets 138.1% 
more afternoon viewers than the next station, 194.4% more 


| 
Avery-Knodel has all the facts on KOLN.TV, the Official | 
Basic CBS-ABC Outlet for South Central Nebraska and | 


past year. As Old New York 
chairman for the 56 community campaign, he raised more money 
than had ever been collected for the Boy Scouts on the West Side— 
doubling last year’s total... 

John H. Poole, president of KBIG, Catalina, and KBIF, Fresno, 
Cal., has become a father for the sixth time. The latest arrival was 
Angela Christina, who checked in Sept. 16... 

Tony Haller, art director of Carson-Roberts Inc., Los Angeles, is 
conducting a weekly class in advertising design at the Chouin- 
ard Art Institute . 

John Mather Lupton, head of the New York advertising agency 
bearing his name, has been named to a committee of Connecticut 
and western Massachusetts community leaders in an expansion of 
the National Conference of Christians and Jews education program. 
Mr. Lupton is a resident of Weston, Conn... 


ANOTHER BIRTHDAY—Ruth L. Clarke, one of the first employes of 

Lewis & Gilman Inc., Philadelphia advertising and pr agency, 

cuts an ice cream cake made by Breyer Ice Cream Co., a client, 

to celebrate the agency’s 14th anniversary. John A. E. McClave, 

exec vp and treasurer, holds the cake, while John C. Belfield, 
president, looks on. 


Jules Lennard, head of marketing and merchandising at Emil 
Mogul Co., New York, has been elected chairman of the national 
executive council of Pi Lambda Phi, collegiate fraternity. . . 

Baseball standings, agency style: Warwick & Legler made a clean 
sweep of the New York City agency softball competition by win- 
ning the “A” League seasonal championship, the “A” League playoffs 
and the interleague round robin. BBDO finished second in the “A” 
League, while McCann-Erickson took second place in the “A” 
League playoffs. In the “B” League, Grey Advertising won both the 
seasonal and playoff honors. Ruthrauff & Ryan was runner-up. Mc- 
Adams topped the “C” League, winning the regular season play and 
the playoffs. Albert Frank-Guenther Law placed second. . . 

Edward L. Ryerson, retired chairman of Inland Steel, Chicago, 
was the first recipient of the Community Service Citation of 
the Chicago chapter, Public Relations Society of America. The 
citation was made at a luncheon Oct. 15. Mr. Ryerson is presi- 
dent of the Chicago Educational Television Assn. (Channel 11), 
which was formed and financed under his leadership. . . 
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New Yorker 
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around! 
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Among top U.S. bankers, for example. 221 directors 


of the 29 largest banks in America are subscribers to The New Yorker. 


THE 


NEW YORKER 


New York, Chicago, London, San Francisco, Los Angeles 
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Authoritative Free Book Discloses 
Secrets of Direct Selling Success 


Modern Direct Selling is big! Eight 
to nine billions’ yearly volume big, 
ond versatile, too. Few products or 
services aren't suited to it, and a 
big-ticket price makes no differ- 
ence—today's Direct Selling Spe- 
cialist can sell anything you can 
sell him. What's the secret of sell- 
ing him? Send today for a free 
copy of "The Truth About Modern 
Direct Selling'’ and find out in 
mere minutes of reading time. It's 
most authoritative text on modern 
Direct Selling, filled with facts all 


sales executives and agency ac- 
count men should know. Write for it 
today on business letterhead; learn 
why this powerful distribution force 
adds volume fast, perils no part 
of present over-the-counter retail 
sales, can be tested virtually cost- 
free. Just pin, paste or staple this 
ad to your letterhead and mail to: 
SPECIALTY SALESMAN, The Maga- 
zine of modern Direct Selling; 
Room 812-15, 307 N. Michigan 
Ave., Chicago 1, Ill. 


Maspetn, N. Y., Oct. 16—Fed- 
ders-Quigan Corp. will mass mar- 
ket a central air conditioning 
system right along with its room 
air conditioners next spring. 

Heretofore the central unit has 
been a custom job, expensively 
handled by private installers. Now 
Fedders plans to chop the price 
down by (1) mass distribution, 
(2) mass installation and (3) 
mass advertising of a new central 
system, the Adaptomatic. 

The Adaptomatic is a compact 
all-in-one job with a pressurized 
condenser system which permits 
“installation in the most efficient 
jlocation and cuts installation costs 
(like expensive ductwork) down 
to a minimum,” according to the 
company. 


The unit cools up to 1,200 cu. 


Advertising Age, October 22, 1956 


Fedders-Quigan to Mass Market ‘Low-Cost’ 
Central Air Conditioning Unit at $499.50 


ft. (four to five rooms), costs 
$499.50, plus installation, and it 
reportedly saves up to $200 on 
installation costs, which, of course, 
vary from house to house. 


s Substantial installation savings 
stem from Fedders’ new program 
for training independent installers, 
frequently local plumbers and 
electricians or the same men who 
install window units. These men 
find the work easy to do and look 
upon it as a plus business, Salva- 
tore Giordano, president, told AA. 

This program of mass installa- 
tion eliminates the high-priced 
specialist, who, because of the 
sparsity of customers, must make 
his year’s profit on just a few 
| Jobs,” Mr. Giordano maintained. 
| Up until now the high cost of in- 


Foundation 


Business paper advertising is not in itself the bridge over which merchandise is 


moved to market. It is, however, the foundation without which a strong bridge 


cannot be built. And because men of decision in any industry read the pages 


of their favorite business publications so regularly and so fully, the advertiser 


has unparalleled opportunity to tell all of his story to an interested and respon- 


sive audience—to build a foundation that goes down to bedrock. 


COMPANY 


Chilton 


Chestnut and 56th Streets « Philadelphia 39, Pennsylvania 


CHILTON PUBLICATIONS: Department Store Economist + The Iron Age + Hardware Age + Spectator + Hardware World 
Jewelers’ Circular—Keystone + Automotive Industries « Gas + Distribution Age « Optical Journal and Review of Optometry 


bond 


Motor Age + Boot and Shoe Recorder « Commercial Car Journal + Butane-Propane News « Electronic Industries « Book Division 


stallation has killed many sales, 
he said, pointing out that the pub- 
lic has the idea that a central sys- 
tem costs from $1,500 to $2,000. 


® The price is cut still further by 
mass marketing, which works this 
way, according to Fedders-Quigan: 
The Adaptomatic will be sold side 
by side with room units in Fed- 
ders’ regular retail outlets. The 
company is distributing store dis- 
plays and has prepared booklets 
which will help floor salesmen 
estimate just how expensive an 
installation job will be for any 
particular house. With the aid of 
this booklet, a salesman can esti- 
mate an installation price while 
the customer is in the store and 
the sale is still hot. 

The dealer then promptly sends 
a Fedders-trained installer to in- 
spect the customer’s house, so that 
the customer can have a set price 
within a few days after his first 
inquiry. With this method, even 
discount houses can sell a central 
unit much as they do a window 
unit, Mr. Giordano explained. 


® Mass marketing started this 
summer with pilot tests in 20 dif- 
ferent areas in the South, Midwest 
and East. National distribution will 
be achieved by spring. National 
advertising in the mass circulation 
magazines, augmented by inten- 
sive newspaper campaigns, will 
start after the first of the year. 

Advertising for the central unit 
will follow the normal pattern of 
appliance advertising, Mr. Gior- 
dano said. The budget will be only 
a-small fraction of the total room- 
unit budget, however. 

Fedders believes this may be the 
missing link in year-round selling 
of air conditioners. “Certainly,” 
Mr. Giordano said, “many people 
will continue to wait until July to 
decide they want an air condition- 
er tomorrow. But there are a good 
many stable thinkers who will 
plan air-conditioning installation 
during the winter.” 


s The central unit will in no way 
cut back on promotion of room 
units. In fact, the company will 
push room units even to owners of 
the central system, since people 
may not want to use the central 
unit all the time, he said. 
Newspaper ads used in the pilot 
tests are headlined: “Air condition 
your entire home for hundreds of 
dollars less.” The copy then reads, 
“Now the world’s largest room air 
conditioner manufacturer takes 
through-the-house summer com- 
fort out of the luxury class.” 
D’Arcy \ Advertising Co. is the 
Fedders-Quigan agency. 


Chicago Art Heads Exhibit 
at Stevens-Gross Studios 

Chicago art directors are cur- 
rently showing their paintings and 
sculpture at the Michigan Ave. gal- 
leries of Stevens-Gross Studios. 
Awards were presented to the fol- 
lowing: William Woolway, art di- 
rector, Weiss & Geller, Ist in oil; 
John Breuniz, art director and vp 
of Foote, Cone & Belding, Ist in 
water color; Adrian Lozano, Mor- 
ton Pereira & Associates, 2nd in oil; 
Luther Johnson, art director, 
Young & Rubicam, 2nd in water 
color; Taylor Poore, Wentzel, 
Wainwright, Poister & Poore, 3rd 
in oil, and Susan Jackson Kar- 
strom, deKovics & Smith Design 
Co., 3rd in water color. 

Honorable mentions were ac- 
corded to Fred Boulton, vp and 
creative director, J. Walter Thomp- 
son Co.; Charles Ulrick, Ruthrauff 
& Ryan; William H. Savin, Roche, 
Williams & Cleary; George Bair, 
JWT, and Ray Dolan, Roche, Wil- 
liams. 


Di Rollo to Scolaro, Meeker 
Anthony J. Di Rollo, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined the New York 
sales staff of Scolaro, Meeker & 


Scott, newspaper representative. 
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It is as simple as... 


The publisher own the publication? 


The advertiser own the publication? 


The reader own the publication? 


7 
SIMMONS-BOARDMAN...publishers of American Builder (ABC)... 
Marine Engineering/Log (ABC)... Railway Age (ABC)... as well as other special- 
ized railroad business papers, books and directories . . . “communications center” 
for the men of three of America’s major industries ... moving forward in new fields, a 
too... headquarters at 30 Church St., New York 7, N. Y.... offices in Washington, 


Cleveland, Toledo, Chicago, Dallas, Los Angeles, San Francisco, Portland, Seattle 
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| quality is bringing enjoyment to 
nearly twice as many people. 


Networks Must Be Financially Healthy to 
Serve Public Properly, Van Volkenburg Says _,,"1?<re 's no. doubt." he said, 


WASHINGTON, Oct. 16—The pres- make tv more useful to advertisers | |large audiences CBS Television 
ident of CBS Television argued | 4nd the public. ‘helped the advertiser convey in- 
here today that only a network | Before the development of “Cli- formation about his product more | 
which is financially healthy can|™ax,” he said, the time period was ‘efficiently, thereby contributing | 
fulfill its responsibilities to ad- occupied by two half-hour pro- significantly to his sales.” 
vertisers and the public. |grams which were cleared by 80 

In a speech before the Ad-/| Stations reaching 11,000,000 per-|# From the standpoint of public | 
vertising Club of Washington, J. L. | S0ms. Since “Climax” is cleared service, Mr. Van Volkenburg said, | 
Van Volkenburg complained that | by 167 stations reaching 20,000,000 programs in the field of news, sci- 
broadcasters are too often accused | Persons, a program of increased ence, education and public affairs 


—which seldom recover their costs | 
—are possible only so long as | 
broadcasters are maintaining 
themselves by recovering their 
overhead and programming costs 
‘from advertising investment. 


@ Mr. Van Volkenburg said it is no 
longer true that only larger adver- 
tisers can afford to use tv. Through 
cross-referencing of commercial | 
messages an alternate-week spon- | 

sor gets weekly impact and collec- | 
tive participation on many pro-'| 


Advertising Age, October 22, 1956 


grams, particularly during the 
daytime, he said. 


Dickerson Joins Gotthelf 

Keith Dickerson, formerly ad- 
vertising director of L. L. Berger 
Inc., Buffalo store, has been 
named an account executive of 
Gotthelf & Weil, Buffalo agency. 


MacLachlan, Ungar Moves 


MacLachlan, Ungar, Fruhling & 
Zysk has moved to 102 N. Frank- 
lin St.,. Hempstead, N. Y. 


of putting the interests of the 
pocketbook ahead of the interests 
of the public. 

“The fundamental error of such 
thinking,” he said, “is its basic 
premise—namely that the econom- 
ics of broadcasting exist on a sep- 
arate plane from its social obliga- 
tions.” 


s He was selected to discuss “The 
Business of Broadcasting” as the 
club paid tribute to Sol Taishoff, 
editor and publisher of Broadcast- 
ing-Telecasting, marking the pub- 
lication’s 25th anniversary. Copies 
of a special 274-page review is- 
sue of the magazine were distrib- 
uted, and the club was informed 
that Broadcasting-Telecasting has 
moved to join the Audit Bureau 
of Circulations. 

In his discussion of broadcast- 
ing’s responsibilities, Mr. Van Vol- 
kenburg said a broadcaster can 
offer maximum value to an ad- 
vertiser by providing the variety 
of circulation that he needs at the 
lowest possible cost per thousand. 
He can produce this circulation, 
he said, only by offering the pub- 
lic a program schedule that strikes 
the proper balance between the 
public’s need for entertainment 
and information. 


® He cited CBS’ experience with 
“Climax” as an example of the 
kind of network decisions which 


eet ae tecomen 
Nation’s 16th ranking 
retailer selects 


ASHEVILLE 


TO OPEN 3 SUPERS 
SIMULTANEOUSLY 


a 


Pe 


If it’s made of glass, you're in touch with 
Toledo, the “‘glass capital of the world.” 


COLONIAL ¥ STORES 


The CS Rooster comes to Ashe- 
ville in a Big Way. 3 Giant Su- 


pers open this foll. Alert Colo- 
nial Executives gave the grow- 
ing Asheville area top priority 
in their expansion plans. 


THE ASHEVILLE CITIZEN-TIMES 
effectively and thoroughly covers 
the 19 county Western North 
Carolina Area . . Population 
510,000. INCOMES $494,018,- 
000. RETAIL SALES $357,180,- 
000. FOOD SALES $75,648,000. 
DRUG SALES $12,152,000. 


circulation now at an all time 


high... 60,000 


MORNING <7” ENING 


CITIZENS TIMES 


‘SUNDAY CITIZEN -TIMES 
meer en pyemenelipecnenne 


a ed 


Representatives: 
The BRANHAM COMPANY 


The beautiful Toledo Central Union Terminal is fitting testimonial to the 
nation’s third largest rail center. Toledo is served by 13 major failroads. 
) 


Toledo’s Museum of Art, rated among the top ten in 
the country, proves that industry and culture do mix. 
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6 Advertising Age, October 22, 1956 


. Scott-Atwater Plans | dio, tv and outdoor will be includ- 
Outboard Motors Boost ed in the co-op program. In addi-| 
Three-page color ads in Life,| tion, Scott-Atwater has scheduled 
The Saturday Evening Post and/| five special sales promotions which 
: outdoor and boating publications |©@n be used by dealers during the 
c will be used to announce the 1957 | Coming year. 
_ outboard motors of Scott-Atwater | 
f Mfg. Co., Minneapolis. The cam- Ramsdell Adds Russell 
paign, the biggest one in the com- | Lee Ramsdell & Co., Philadel- 
pany’s history, represents a 41% phia, has been appointed to han- 
ad budget increase. | dle advertising for W. N. Russell & 
The company also plans in-|Co., Westmont, N. J., producer of 
creased expenditures for coopera- | architectural trim and ornamenta- 
tive dealer ads in newspapers. Ra-| tion. 


Vv ject—“The Selling Power of Pack- 
New Book Co pois aging,” published by McGraw- 


P. j | Hill Book Co. 
ackaging Problems | Mr. Fladager says that he wrote 


} 
from Marketing Side the book to fill a need because 
there has previously been no book 
New York, Oct. 16—Vernon L. which reviews the problem of 
Fladager, account executive at packaging from a marketing and 
D’Arcy Advertising Co., who has management point of view. 
been close to the problems and | 
growth of packaging during the # Subjects covered by Mr. Flad- 
major part of his 20 years’ experi- ager include the growth of self- 
ence in the agency business, is the | service retailing, the changing con- 
author of a new book on the sub-/ sumer, the growing importance of 


Renowned for its exploits in peace and war, a modern workhorse 
for farm and industry, is the Toledo manufactured Willys Jeep. 


+e 


; 
+ 

ae ye i, 
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Foreign ships are commonplace at the Port of Toledo, and 
Toledo ranks tenth in tonnage among all the nation’s ports. 


THE KEY TO THE SEA 


Lying along both sides of the Maumee River near 
where it widens into Lake Erie, Toledo, Ohio, has 
been blessed with superb water transportation, but 
it ranks third in the nation as a railroad center, too. 
Its yearly shipment of over 20 million tons of coal 
each year leads the world, and Toledo is a manu- 
facturing center of glass, plastics, textiles, machine 
tools, scales, and a myriad of other products. 

No young upstart, the city of Toledo was 
founded in 1832, but despite its maturity, retail sales 


have increased 108 percent during the past 10 years. 

For 35 years, WSPD has been the voice of 
Northwestern Ohio, programming locally in char- 
acter with its area. NBC programs have helped 
establish its radio audience leadership. 

Nine years ago, WSPD-TV—Toledo’s only 
television station—went on the air to serve a 23 
county Billion Dollar Market, the only medium 
covering this entire area. WSPD-TV is a CBS 
Basic and also carries NBC and ABC programs. 


WSPO-TV WJW-TV WUJBK-TV WAGA-TV WBRC-TV KPTV WG8BS-TV 
Toledo, Ohio Cleveland, Ohio Detroit, Mich. Atlonta,Go. Birmingham, Alo. Portlond, Ore. Miami, Fla. 


wsPo wiw wJBK WAGA WBRC WWVA woGss 
Toledo, Ohio Clevelond, Ohio Detroit, Mich. Atlanta, Go. Birmingham, Alo. Wheeling, W.Vo. Miami, Fla. 


( TOM HARKER—vice-president and national sales director | 118 Eost 570 Street, New York 22 ¢ Murray Hil 8-8630 


BOB WOOD—notional sales manager 


SALES OFFICES |) sew JONNSON—midwest sales monager ¢ 230 North Michigan Avenue, Chicago 1 © Franklin 2-6498 
GAYLE GRUBB—vice-president and Pacific coast sales manager © 111 Sutter Street, San Francisco ® Sutter 1-8689 
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integrating packaging with promo- 
tion and advertising, advantages 
of higher net profit packaging, the 
|rising stature of the package de- 
| signer, and pre-testing packages. 
| The book is intended to give 
both the management man and the 
| specialist in sales, advertising and 
merchandising information on how 
|key marketing problems can be 
‘helped by planned packaging. 
|Other points covered stress what 
| to look for in good package design, 
how packaging strategy operates, 
and ways of integrating packaging, 
merchandising and advertising. 


Kessler Moves into N. Y. 

The Kessler division of Sea- 
gram-Distillers Co. is introducing 
its Kessler blended whisky in the 
New York metropolitan market. 
Nine newspapers are being used. 
Warwick & Legler is the agency. 


Z Ad Associates Adds Bank 


The Second National Bank of 
Philadelphia has appointed Adver- 
tising Associates to handle its ad- 
vertising and publicity. 


VPAWWWWANAWIAAP 
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vA Ten Second 
2 Export Quiz... ” 


How is your export human re- 
lations quotient? If your answer 
is “yes” to the following ques- ? 
? tions, you probably are a grade 9 
A, four-star export manager 
? with a full to overflowing hu- ? 
? man relations quotient. 


1. Have you visited your 
? important distributors re- 
2 cently? 

? (Check One) Yes [] No [] ? 


? 2. Are you on a first-name ? 
basis with your important 
dealers and distributors? 


.: (Check One) Yes [] No) * 
3; Do you make an effort to 

? visit their homes and sec’? 
? how they live? ? 
? (Check One} Yes [7] No [7] 9 
? 4. Do you encourage them ? 
? to visit you? ? 
2 (Check One} Yes [7] No [| 2 
? 5. Do you know their cus- ? 


tomers by at least their last 
? names? 


(Check One} Yes [|] No [|]? 


ee 


? BUYERS GUIDE ISSUE OF ? 


2? AMERICAN EXPORTER? ? 
(2 (Check One) Yes [] No[}? 


? It’s the only complete export 

? directory—our January, 1957 

? issue. [We have been making ? 
friends with your overseas cus- 

? tomers on a monthly basis for ? 

? the past 79 years in 150 coun- ? 
t x a | 

? ries. } a 2 


9 There will be a 64-page Buyers ? : 

|. Guide—the only complete ex- 
2 port directory—in the January, ? 
9 1957 issue. Features? Some 2 
600 different product classifica- ? 

? tions for our 1,400 regular ad- 
2 vertisers, with 8,400 separate ? 
? listings. ? 
7 © All advertisers are listed 9 
? ¢ Editions in English and ? 

Spanish, (our 79th year ) 


2. Closing date for advertis- 
2? ing November 20, 1956 9 


AMERICAN EXPORTER 


386 Fourth Avenue, New York 16, N. Y. 
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Here's a 300,000,000 market 
for American goods you can sell 


There’s no need for complicated export-import routines when you sell 
to the members of the U. S. Armed Forces, their dependents, and civilian 
employees of the U. S. Military in Europe. They buy through their Com- 
missary and Exchange Systems. It's as easy as selling in Hometown, 
U.S.A. We will show you how to enter this “export” market without 
export red tape. 


The American WEEKEND serves this huge market. It is the dominant 
influence in their buying decisions. This family weekend newspaper, full 
of news from home, American sports, American comics, women’s features, is read 
by the entire family. Your advertisement in its columns is a sure way to get your 
share of this tremendous consumer market. 


Write or phone our nearest office and Ict one of our specialists in this field 
show you how it can be done. Sample copies, rates, and a comprehensive market 
data book, *‘Timely Facts"’, sent on request. 


ARMY TIMES PUBLISHING CO. 2020 
1, Chicago, Detroit, Honolulu, 
FOREIGN OFFICES. Fr 


The American. 


US OFFICES: Atio 


* = ee 
Francisco 


| Tidy Chemical to Wright 

| Frank Wright National Corp., 
San Francisco and Los Angeles, has 
been appointed to direct advertis- 
ing in all national markets for Tidy 
Chemical Co., Sunnyvale. Heavy tv 
schedules for the firm’s Ty-D-Bol, 


an automatic toilet cleaner, have 


geles, Portland and Yakima areas. | 
These will be followed by San)! 
Francisco, Seattle, Spokane and 
San Diego schedules supplemented 
by radio spots, newspaper and 
trade magazine ads. The product, 
now being initially marketed on 
the West Coast, will soon be intro- 
duced nationally on a market by 
market basis. 


Stalcup Appoints Wilder 

Stalcup Inc., Kansas City, Mo., 
outdoor advertising company, has 
appointed Richard B. Wilder to the 
new post of national sales repre- 
sentative. Mr. Wilder, formerly 
with Young & Rubicam and Na- 
tional Outdoor Advertising Bureau, 
will maintain offices for Stalcup at 
135 E. 39th St., New York. 


this one b 


'g 


7. 
an 


Wro. 


The Salt Lake Intermountain Market worrn snoutinc 


ABOUT because the market is BIG and so are the POCKETBOOKS! Here you'll find 


1% million persons with $1,861,568,000 in buying power locked-in by 


the Rockies and Sierras . . . covered and sold by The Salt Lake Tribune 


and the Deseret News and Telegram newspapers. | 


Youn propects are best in the Growing West! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS sno 
Salt Lake Felegram (EVENING) 


COLOR IN MEWSPAPER ADS ADDS EXTRA SALES 


already been placed in the Los An-| | 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


Advertising Age, October 22, 1956 


THERES MORE SHOW'S MEW ENGLAND STYLE Clam CHOWDER 


° SED ble bell” 
TTS : 


NEW ENGLAND sTYLE—F: H. Snow 
Canning Co., Pine Point, Me., is 
introducing via newspapers the 
trade character Cap’n Snow in its 
newest and largest advertising 
campaign for its chowders. Daniel 
F. Sullivan Co., Boston, handles 
the account. 


‘Glamour’ Contest 
Offers Two Admen as 
Weekend Escorts 


New York, Oct. 16—Two of 
“New York’s seven most attractive 
bachelors” are advertising men— 
according to the November Gla- 
mour, which is offering a small 
assortment of “handsome, intelli- 
gent, successful, polite, witty 
young men” as prizes in a “Great 
Date” contest. 

Besides the two admen, the se- 
lect seven include a sales engineer 
for a “large aluminum company,” 
a tv columnist, a script writer, an 
investment banker and the presi- 
dent of an atomic-battery research 
company. Three of them will be 
“won” as escorts for a “perfect 
date in New York.” 

The bachelors are identified in 
the contest by first name only and 
by personality and occupation 
clues. (The giveaway clues to the 
admen’s occupation are a Madison 
Ave. street sign and a copy of the 
world’s leading advertising jour- 
nal.) 


s First step in the competition is 
to match up the right man with 
the right clues. Then the entrants 
—aged 18 and up and living in 
the continental U.S.—write 100 
words telling which bachelor she’d 
like a date with and why. The 
three best replies, judged for “cla- 
rity, originality and sincerity,” win 
a “wonderful evening with the 
bachelor of your choice, a dazzling 
evening outfit” and a weekend in 
New York. 

The contest will be promoted 
through small-space ads in 168 col- 
lege newspapers scheduled around 
Oct. 18, the on-sale date of the 
magazine. Jumbo postcards (13% 
x10%”) will be sent to 2,000 soro- 
rity chapters and to 360 leading 
companies across the country, in- 
cluding ad agencies. Also, 1,900 
cards will be sent to Glamour’s 
field force. 


® As for publicity, the magazine 
is having a field day. Complete 
packets, including glossies of the 
seven bachelors, are going out to 
125 tv stations, 330 radio stations, 
250 college radio stations, 225 
newspapers, 650 college newspa- 
pers, 260 house magazines and 275 
retail stores. 

Glamour is an old hand at con- 
tests, having entertained its read- 
ers for several years with such 
competitions as “Ten Girls with 
Taste” and “Secretary of the 
Year.” 

Irving Serwer Advertising is the 
agency. 
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“The purpose of today’s brainstorm meeting is to find 
another name for brainstorming so we won't 


be copying BBDO. Come on, fellows, let’s brainstorm!” 


We hear that other agencies are adopting the brainstorm tech- 
nique of idea finding, preached since 1939 by Alex Osborn, its 


originator. Some are even brainstorming to find their own names , 


for the process. 


This comes under the heading of Progress, and we are all for 
it. But here’s a friendly suggestion for those who approach this 
technique with either too high hopes or tongue in cheek: 


Don’t expect too much from brainstorming 
until you have learned how to use it. 


Brainstorming is a supplement to, and not a substitute for, in- 
dividual creative thinking. It is capable of producing a mountain 
of chaff in which a starving mouse couldn’t find a single grain of 


wheat. On the other hand, it can produce quite a bag of wheat 
in the form of fresh ideas, when the technique is understood and 
properly applied. 

BBDO has spent 14 years developing brainstorming to the 
point where, in knowing hands,* it can be fairly well relied upon 
to produce satisfactory results. We shall be glad to share this 
knowledget with anybody whose interest is genuine. 


FOOTNOTES: 

*The principles of procedures are outlined in “Applied Imagination” by Alex 
F. Osborn (published by Scribners). Reprints of this chapter are available gratis 
on request to A.F.O. at BBDO, 383 Madison Ave., New York 17, N. Y. 
tBBDO staff members have helped a number of clients, non-clients, educational 
institutions and others to inaugurate creative training and brainstorming. Among 
them—Du Pont, General Electric, B. F. Goodrich, U. S. Steel, Harvard, M.I.T., 
U. S. Air Force, U. S. Army, U. S. Navy. 
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America’s FOREMOST TOY TRADE publication! 


Carries MORE adver 
 tising from MORE 
advertisers than any 
1. other toy publication 


in the world! 


| Barlow Names Swinyard, 

Rippin; Adds Account 

| Barlow Advertising Agency, 
Syracuse, N. Y., has appointed 
Alfred W. Swinyard, chairman of 
the marketing department of Syra- 
cuse University, marketing and 
| research consultant. Dr. Swinyard, 
| who will continue as chairman of 


‘the university’s marketing depart-| 


‘ment, has resigned as director of 
|the Syracuse Research Institute to 


Rippin Jr., previously vp and art 


Advertising Age, October 22, 1956 


;aecept the post with Barlow. The | 
-agency also has namec Harry D.| 


director of Taylor M. Ward Inc., | 


Ithaca, to its art department. 


Barlow has been named to han- | 


‘dle advertising for G. C. Hanford | 
| Mfg. Co., Syracuse, maker of Han- | 


ford’s Selecta, a mastitis remedy, | 
and Balsam of Myrrh, an external | 


antiseptic. A campaign in farm) 
publications will begin this month. | 


DUTDOOR LIFE 


ey to the market of men—as lig as all outdoors. 


One of the reasons why OUTDOOR LIFE is 
enjoying the biggest advertising year in its 
58-year history is the fact that sportsmen 
buy more boats and outboard motors than 


any other group of Americans. teil 


That’s right. Fishermen and hunters buy 
72.8% of all outboard motors and 61.7% of 
all boats sold. Small wonder, then, that 
OUTDOOR LIFE is such a responsive mar- 
ket for this important industry. 


And what a terrific market the million 
OUTDOOR LIFE families offer for auto- 
mobiles... gas and oil... beverages... 
clothing... insurance... toiletries... power 
tools ... as well as sports equipment . 


OUTDOOR LIFE is your most direct 
medium for selling all products bought by 
men for their own and family use. It’s the 
largest selling sportsmen’s magazine ever 
published. Put it to work for you in 1957. 


ROCKY’S ROCKET—Agency president 

| Milton Rockmore has invented a 

| gadget for use as a premium, It’s 

a rocket flashlight which functions 

|only when the can (6 oz.) of the 

| oon product is used as the flash- 
light body. 


| Y&R ‘Pay Stations’ 
‘Smooth the Flow of 
Political Funds 


| New York, Oct. 16—Employes 
|of Young & Rubicam—both Demo- 
|crats and Republicans—have been 


| praisec for their “informal” finan- 
cial support of their parties by 
S. S. Larmon, agency president. 

“The people who contribute to 
these campaigns are exercising 
good citizenship,” he told Y&R 
staffers this week via a memo. 

The same memo “simplified” the 
making of contributions as fol- 
lows: 


® Hanley Norins, on the ninth 
floor, gets cash or checks intended 
for the Democratic National Com- 
mittee or the New York Committee 
for Stevenson-Kefauver. Tom Cox, 
on the fifth floor, receives cash or 
checks for the Republican Na- 
tional Committee or the Citizens 
for Eisenhower-Nixon. 

Then the memo added: “There 
will, of course, be no check-up or 
record of what is given by whom. 
Just let your conscience be your 
guide.” 


Ayer Appoints Bortree, 
Dunn, Black, Wilds 

N. W. Ayer & Son has appointed 
William H. Bortree and Tristram 
Dunn account representatives in 
its New York office. Mr. Boriree 
formerly held advertising and 
sales posts with Vick Chemical 
Co.; Mr. Dunn previously was an 
account executive with Young & 
Rubicam and general advertising 
manager of Northam Warren Corp. 

Ayer also has appointed M. Gra- 
ham Black, formerly an account 
executive in the San Francisco of- 
fice of Batten, Barton, Durstine & 
Osborn, to its San Francisco staff. 
Charles M. Wilds, a former head 
of time buying in the New York 
office, has returned to Ayer in 
Philadelphia to direct the radio-tv 
sports staff. Mr. Wilds first joined 
Ayer in 1947 from Ruthrauff & 
Ryan. 


Putnam Joins ‘Newsweek’ 

Charles R. Putnam, formerly 
with the New York Herald Trib- 
une, has joined Newsweek, New 
York, as assistant to the manager 
of the educational division. 


Pee es oe ee SVREAS SMES ot de Wy RE ag ye ee f eae een ne i San ae a - ee Pare Mast ey 2 eS ee ie peo = oes : 
ee RN Eee a ea 2 Sr ik a ae hoe a oe ee a, a GRR Se ee > | aiaen 
 owat ai hae Pree! ra Sa ees oa ; eae ey ge ; of DS a ee ie eee _———, i , oe 
I ae : = . : Sea iy 
aia a : ; ee, 
‘25, 7 
ct a 
ee fs 
ot. 
am ’ Se a - 
pkey a3 "oesee ie. a fuareagee ; | | ae 
Bee Oe. .: iy aig | ee 
See bed ee eee 
iS ae = ¢ D 2 oT | i Oe 
oe 4 . a I ~ — 1 a ae “ig aie ae 
EASY a.  ORERS Ne N — 
eae . Pioneer. © .< as aa i) —s ll 
Ralls bt eee ,of the field! | : ae | a4 
ee a sat ae v, BIE 7) W. 2300 50... 7. 10 i «( me 
he HEADQUARTERS FOR TOY MARKET INFORMATION! Po a rT be at 
sla oe Se 
Meee SALRIE IREE BEIIE EI a eee iS a Li cr ce 
pe | a 
ae | a 
a $ 
pcm . ; 
a , 7 Ly i hs w | 
+ aa , 
ey . if a Meare Y Pt 
a 5 y a“ 
ee 4 | 
Se ? by ae ] 
A . yy “4, I 
ae , a : es re h 
ae ae : : vi 
fa = ‘6 | 
Wier nat: j . . 
aoe ' / “e4, J 
ers. j ; 
tn Sea s . a, ** tomenet 
ee j 4 | 
eee. ‘ 
ih i Fr we ey . i | 
Bes , 3 5 
ay ur es {i 
i ate BZ tt a | 
Sa ° : iit 4 
ae : ~ ; : satiate 
oe ee 
le ae . } : ee ae gf: 
in P SHS J H Bh P aaeatt 
Rae # TE ef Pi 
Pot. 7 pes ' ‘ | 
ZA 34 4 
ee = 4 , P 
yuaee eee « : } 
ai Oe" » . S. 
gee we % . & ‘ 
ve, > ane . 
I re ' Y 6 
x - ; t : a 
See " = 
See be 3 
0) ¥ a a / 
i i 
— om 4 
et a . - . ‘ >. 
x 4 rv 
ea 
aS ae 
oe . ; 
a _ 
—) =e 
an * 
Reg a vw i 
cs ps t 
Rk PR, | 
pave 
ped F : re) 
Riis ‘4 ‘ ‘ P Xe se 
“ A Pe : . \ ° ! : 
a en fates " 
eh P : : 
ec e. : 
eae) “es ' . * NS ' H 
oe . = is 
he 7 ~ & 
ey * | 
i. bw Sy »* ¥ ' 
a a ( I ' : Ps 
oe a ao ’ od iL” . f - 
4 hed sae Qe g oe ~ wee ie. 
i ie”: aoe r 
co , ~~ A ° 
a RR, ~N Be ie 
ae Y 5 | 
= ‘ ms’ ,  — | | 
Bee a , Pac: * | eee 
Sat: 4 Sf a Sig a ome | | 
og i e id e, °* aaa cA ee — ie / 
ae a , ‘ j —_ 0 Se 
i. a a . ™“ ae) Pate i | 
rae i ae *s 4 ete = iv (ee eee $ ; P 
teat Pf Ff i fy “gl? =) Ete eae ! | 
ry a A ws a# * é x. : Th os Ab ' , 
ioe a pd i te . o°-* mi : rs 
Res © ll - a ee { 
oe, - es - a ea 
' a . 2 . “e = 7 a ; ft ¥ 2 | ‘ H : 
& tee od ‘fe 7 Se : 
ee a .” ve Do A | r 
Ti aed _™ 2 | ‘ a OP fog e% 
Be | + Ph “< CA ee A) ee x’, ! 
Re Sad . > > : 
ai bg Py : Yi Gay ot t ’ , 
en Fe ie Ps ag 2 
Ne ge rf 2. a XS: ——~S | 
eee Tee 
ag " teh Rese » 3 “ ~ = | 
ee. : SOeCt Bene — j 
<7 . ** ~~ . rs ; . > 
har: | : 
as 
be. 3 tiie i 
eg TEN OD aR SSA li ae ee ae) oP ee ee Rete: Be ee ie Re ita. <i d aie bs es ae Ryo S  Ba e  —- ae 
i iy ; aes Pee (erases ARR Te Sea ae a Pgs) ae 


s 


« 
i 


0 batten buying tool for buildow .. 
a betton selling tool bor you. | 


Another PB first! 
To further improve the famed ‘‘Specs”’ File and its 


service to builders and advertisers, PRACTICAL BUILDER 
will publish this original, most popular and most 


used reference file as a separate edition in 1957 — 


PRACTICAL BUILDER 


DATA AND 
Now~—as a distinct unit, published earlier in the year— 


and with its advertising pages devoted exclusively to $ cd EC e C AT i a & $ F q i s 


catalog type copy, the “‘Specs’’ File will deliver 
to builders what they’ve long demanded: a ¢e/l-all 


apart from the twelve regular monthly issues of PB. 


5 South Wabash Avenue « Chicago 3, illinois 


building product and equipment reference, ©Industrial Publications, Inc. 
" “ ~ y . Also publishers of Building Supply News and 
backed with complete design and specification details. other leading building industry magazines. 


The only thing of its kind in the building industry! 
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Hong Kong Jeweler’s 
Challenging Ads Sell 
Cultured Emeralds 


Honc Kone, Oct. 16—Introduc- 
ing Chatham cultured emeralds 
into this gem-conscious city was 
no simple process for George Fal- 
coner & Co., Hong Kong’s leading 
jeweler. 

The jeweler faced three prob- 
lems: 

1. To differentiate between “cul- 
tured” and “synthetic.” 

2. To dispel any fear skeptics 
might have of being “taken in” by 
non-precious stones. 

3. To assure purchasers that rig- 
id control of production would 
guard against the value of emer- 
alds lessening. 

Grant-Hong Kong, the jeweler’s 
agency, undertook to do the job 
with a budget of $1,200. 


® The first thing the agency did 
was to obtain reprints of articles 
on Carroll F. Chatham, American 
scientist who developed the cul- 
tured emeralds, from Collier’s, For- 
tune and Reader’s Digest. It then 
drew up a “layman’s question- 
naire” of questions prospective 
customers could be expected to ask 
Falconer’s sales staff and wrote, 
printed and distributed pamphlets 
on Chatham cultured emeralds. 

This was followed by a display 
of both cultured and natural em- 
eralds in Falconer’s show window. 
Newspaper advertising then was 
launched with teaser headlines, 
followed by educational-type copy, 
ali of which directed readers to 
the window display with the 
theme: “Can you distinguish the 
natural from the cultured emer- 
alds?” 


= After three weeks of education- 
al advertising, Grant switched to 
selling copy, challenged “the ex- 
perts” in Hong Kong to distinguish 
one from the other. A prize of 
$1,000 in Hong Kong money (17¢ 
to the American dollar) was of- 
fered to any expert making the 
right choice. 

“Chinese and English newspa- 
pers, intrigued by the promotion, 
helped the ad drive along with 


stories, art and cartoons,” the agen- | 


cy reports. “When ten experts had 
registered for what the newspapers 
termed “The Day of Challenge,” 
Grant approached Radio Hong 
Kong in the hope that the station 


mm this salesman- 


yours for 
less than 


Crocker full color 
Mirro-Krome Post Cards, 
reproduced from exclusive 
Mirro-Screen plates, give the 
extra impact of full color 
to your merchandising 

and direct mai! campaigns. 


\ 


Be sure and 
send for our new 
reduced price list. Dept. AAIO 


H. S. CROCKER CO., INC. 
So giana fimnectat ae Sa 
<s Baltimore, 1600 S. Clinton 


J 


would cover the contest. Hopes 
were not high, however, as Radio 
Hong Kong is directly controlled 
by the BBC and strictly non-com- 


|mercial. The station...agreed to 


broadcast the contest on its ‘This 
Week’ program.” 


® The big day arrived, and so did|: - 
lowed, not only in Hong Kong, the | 


the experts, armed with refracto- 
scopes, polarscopes, balances and 
other devices for use of ultra-vio- 
let light, sodium light and other 
rays. 

After two and a half hours of 
testing, four experts (the field had 
been narrowed down to five in all) 


guessed right and divided the prize 
money. 
“The promotion apparently con- 


vinced the Hong Kong public that | 


the natural and the cultured gems 
were so much alike that even the 
experts could be deceived,” Grant 
reports. “Sales—as a result of the 
. ad campaign—quickly fol- 


market served by Falconer’s, but 
also in Singapore and India.” 


National Retail Hardware Assn. 


for the 1957 irha hardware week 
in which 23,000 Independent Re- 
tail Hardwaremen of America 
hardware stores will participate. 
| In addition to its customary adver- 
tising section in The Saturday 
Evening Post, the association will 
run a similar section in Farm 
Journal for the first time. 
Unit-ad pages will lead off both 
_ sections, followed by manufacturer 


‘display advertising. A thematic 
‘logotype in the margin identifies | 
the advertised items as “irha| 


riod showed a 9.2% national aver- 
age retail sales gain over the same 
period in 1955. Bozell & Jacobs, 
Indianapolis, is the agency. 


Wiggins Joins H. W. Kastor 

John S. Wiggins, formerly with 
Arthur Meyerhoff & Co., has 
joined H. W. Kastor & Sons Ad- 
vertising Co., Chicago, as an ac- 
count executive. 


Brown Joins Photography 


Merwin E. Brown, formerly with 


Sets 1957 irha Hardware Week | Hardware Week values.” This year Reliable Studios, has joined Pho- 
National Retail Hardware Assn.|the Post section totaled 34 pages.| tography Inc., Chicago, as director 


has scheduled April 25 to May 4 


Results for the ten-day selling pe- | 


of sales. 
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Religious Groups 
Not Affected by 


Green River Ban 


GRESHAM, OreE., Oct. 16—The 
Green River ordinance adopted in 
this suburb of Portland to ban 
house-to-house selling cannot ban 
solicitation by religious groups 
and the incidental selling of reli- 
gious literature. 

County Circuit Judge Alfred T. 
Sulmonetti issued this ruling last 
week in a test case that the city had 


Wyman, assistant pastor of the 
Seventh Day Adventist Church of 
Gresham. 

The Gresham ordinance declares 
that the practice of going in and 
upon private property by solici- 
tors, peddlers, hawkers, itinerant 
merchants and transient vendors 
of merchandise “not previously re- 
quested or invited to do so by the 
owner or occupants” for purpose 
of soliciting orders is a nuisance. 


# Judge Sulmonetti ruled that the 
ordinance violates the Ist and 14th 


Amendments to the U. S. Consti- | 


Oregon constitution, both dealing ; gious beliefs, is an exercise of reli- of Northern California retail] out- 
with freedom of religion. |gion within the meaning of the lets which will distribute the Blue 
The court said that incidental to 1st Amendment.” ;Chip stamps to approximately 5,- 
the minister’s visits to homes he | 000. 
sold, gave and distributed reli- United Grocers Selects | More than 600,000 premium cat- 
gious literature, the “purpose of Blue Chip Stamp Plan | alogs will be mailed soon to homes 
which was to further stimulate re-| The board of directors of United in the areas in which the Blue 
ligious interest.” Proceeds went to Grocers Ltd., wholesale grocery |Chip stamps will be distributed. 
the Oregon Conference of Seventh | company with more than 2,800) Newspapers will carry two-page 
Day Adventists. members, has selected the Blue announcements and the member 
These visits, the opinion held, | Chip trading stamp plan as the Stores will begin passing out 
were distinctly religious, not com- company’s official plan. The Stamps to customers. Wide use of 
mercial. The opinion set forth: |stamps will be made available to| radio, tv, outdoor and bus adver- 
“The giving, selling and distribut- member stores within the North- | tising is also planned. 
ing of religious literature, when ern California areas in which the’ 
done as part of the method of Blue Chip program will operate.| Report Goes Semi-Monthly 


brought against the Rev. C. Lloyd! tution and the first article of the | spreading the distributor's reli- The announcement brings the total, The “Gallagher Report,” New 


| York, which has been published 


cm 


{each month, will be put out twice 
ja month beginning in December. 
| Subscription price remains $10 
| annually. 


Dietz Heads K&E Committee 
Stephen Dietz, who joined the 
agency as vp and account super- 
visor a year ago, has been named 
chairman of the marketing plans 
committee of Kenyon & Eckhardt, 


take the confusion out of farts 


circulation figures 


Circulation figures by themselves can get 
mighty confusing! 


But there’s a very useful tool developed by 
Uncle Sam, and used extensively by Penton, 
that takes a lot of the confusion and frustra- 
tion out of Media Selection. 


The Standard Industrial Classification System, 
better known as S.I.C., is the basis on which 
Penton publications report circulation and 
market statistics. This helps you do a more 
effective job of selecting media ... and 
do it faster. 


It enables you to check circulation figures by 
uniform industry breakdowns. 


It pleases sales managers because many of 
them now classify their own sales in this way. 
They like the quick comparisons which they 
can make on Penton publications—a column 
of circulation figures showing total coverage of 
each S.I.C. product category. Along side of it 
is a count of the number of establishments. 
From the Penton Market Data Files you can 
determine readily the number of the worth- 
while establishments you’re reaching. 


The ability to buy coverage in this modern 
way is just one of the extra values you get 
from Penton. 


the P EN TON 


Publishing Company 


PENTON BUILDING e CLEVELAND 13, OHIO 


TOP RATINGS 
e 55% Share-of-Audience in Metropol- 
itan Portland. 
@ 84% More Audience than Station B. 
e 151% More Audience than Station C. 
© 86% Preference at 45-Mile Radius. 
Sources: June 1956 Portland ARB— 

1956 Salem ARB 


EXCLUSIVE COVERAGE of the 

Full Portiand, Cregon Market 

@ 317,000 Television Families of 30 Ore- 
gon and Washington Counties with 

@ $2,694,644,000 in Total Effective Buy- 
ing Income who spert 

@ $1,978,434,000 in Retail Sales during 
1955 are 

e YOURS ONLY WITH KOIN-TV. 

Source: May 10, 1956, Sales Managemen? 

“Survey of Buying Power” 
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THE BIG BATTLE 


Our skyrocketing population and tremendous sub- 
urban migration are creating a sewage problem 
—and it’s not a pretty one. Untreated sewage 
poisons vital water supplies, causes epidemics and 
stifles the growth of cities. We’re battling to con- 
trol this problem with a 10 million dollar a week 
construction program to expand sewage treat- 
ment facilities. Involved in the battle are all levels 
of government plus outside engineering and con- 
struction firms and private industry. 


Planning, designing and building of sewage 
treatment facilities is complex and costly. And yet 
it only amounts to about 1% of total construction 
spending! That’s because construction, today, is 
a 60 billion dollar a year industry . . . the biggest 
business in America. It’s a sprawling, fast- 
moving industry constantly starting and complet- 
ing job after job practically every minute of the 
day. It’s an industry made up of men who must 
stay abreast of new techniques, new ideas, new 
materials, new trends. It’s the only industry that 


THE HUGE AERATION TANKS shown under construction 
in this illustration are part of New York City’s 

Bowery Bay sewage works where a 20 million dollar 
expansion job is under way. It is only one of New York's 

14 sewage treatment plants. The expansion was 

planned by engineers of the New York City Department 
of Public Works. EN-R has over 13,000 subscriptions 
going to employees of all levels of government who plan 
and supervise public works construction. 
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AGAINST WATER 


has to have a publication as vast and as fast as 
Engineering News-Record with its staff of more 
than 200 editors, reporters, correspondents and 
statisticians. 


As the great mass medium of construction . . . 
as the one way to reach practically every impor- 
tant construction man at one time. . . as the mag- 
azine in which more advertising dollars are 
invested than in any other industrial publication 
in the world... Engineering News-Record is the 
one basic advertising medium most essential to 
anybody with a product to sell to construction. 


In building and construction . . . 
If youre important, you either read 


ENGINEERING [Kg 
NEWS-RECORD [its 


or you advertise in it, or both 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET + NEW YORK 36, N.Y. 
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Advertising Age, October 22, 1956 

SAG Files Suit to Collect The action was directed against) residual payments on the film se-; Names Diamond-Barnett ’ 

Re-run Payments on TV Films |Telemount Pictures Inc., Mutual | ries in question. | Delson Candy Co., New York, Radio ‘Reminders’ 

The Screen Actors Guild has/ Television Productions Inc., Tele-| John L. Dales, national executive has appointed Diamond-Barnett, 

filed suit in Los Angeles 920,000 | mount-Mutual, two other compe- | seevatary for SAG, said the suit is) New York, to handle its account. Complete Ad P unch, 

court to collect more than $20,000 | nies and two “John Does.” Listing| another step in the Guild drive! Advertising will be mostly spot 1 

it is claimed is due actors in re-run | 12 actors by name, the Guild says | against all producers who are de-/radio in regional markets. Other Says NBC's Culligan 

payments on 32 episodes of the/| they are owed $6,645 and that there linquent in tv residual payments| regional media will be added later.| PHILADELPHIA, Oct. 6—Radio 

“Cowboy G-Men” tv film series.| are numerous other actors owed tv | under its collective bargaining con-| J. Walter Thompson Co. is the| was boosted here last week as the 

tract (AA, Oct. 1). | previous agency. medium best suited to bringing into 

} focus and driving home the adver- 

| Farrow Moves to Houston _Lomask, Brennan Join SSC&B_ |tising messages with which the 


. . 
Imprinting—our specialty! | Forrest R. Farrow Jr., formerly; Martha Lomask, formerly with |SO™SU™«r is bombarded throughout 
© Magasines @ Booklets 


| assistant manager of the food pro- J. Walter Thompson Co., and Bill the day. 

motion department of The Satur-| Brennan, previously with Lennen| TS concept Sor the use of radio 
day Evening Post, has joined Bry- & Newell, have joined the copy |°S 9" imagery transfer” vehicle 
an Houston Inc., New York, as an department of Sullivan, Stauffer,| “25 Voiced by Matthew J. Culli- 
account executive. Colwell & Bayles, New York. gan, vp in charge of NBC Radio, 


Sersen’s tall elite tie @uatetian oo Shana uate Cal 
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"“Vhar's gold in them hills!" 


D. you feel you have exhausted your search for 
marketing possibilities? Have you tired of digging— 
“plumbed the depths,” as they used to say? Think a 
moment! Isn’t there a field you haven’t worked yet? Pay 
dirt may be nearer than you think. 


Way not strike a claim in the waiting world of optics? 
Ever so many non-optical items are adapted to optical 
uses. Glance at the product check-list for guidance. And 
the most effective medium for reaching this field is 
The Optical Journal and Review of Optometry. You 
will find it a dependable guide in exploring the market- 
ing possibilities that the profession of optometry and 
the optical industry have to offer. 
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“THE OPTICAL JOURNAL 
: _ AND REVIEW inst nme es 


CHESTNUT AND 56TH STREETS 
PHILADELPHIA 39, PA. 


The Optical industry. 
has Wide Sales Areas— — 
Unexplored. Marketing... 
Possibilities. . : 2a 
. Oneof these May Need 

“Your Product! * 
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in a speech before the tv, radio 
and advertising club here. 

Mr. Culligan, who recently left 
tv to take over direction of the 
country’s oldest radio network, 
said radio is well suited to throw 
a spotlight on the advertising to 
which the potential consumer has 
been exposed and to help deter- 
mine which of many messages will 
be remembered by the buyer when 
he goes to make a purchase. 

“The human brain is capable of 
storing anything it is exposed to. 
The problem is to find the right 
combination of buttons that will 
stimulate the brain in such a way 
as to activate the memory,” he 
said. 

“At NBC we believe that to acti- 
vate the literally thousands of ad- 
vertising exposures stored away in 
the consumer’s mind, radio can 
serve as the proper combination of 
buttons. Radio can serve as the 
trigger to pull out these stored 
exposures and convert them into 
active sales-producing advertising 
impressions.” 


@ Mr. Culligan continued: “Ad- 
vertisers can use network radio to 
extend the impression-making life 
of a visual ad, whether newspaper, 
magazine or tv. Radio can revital- 
ize the visual ad again and again, 
each radio commercial recreating 
a mental picture of the visual ad— 
in whole or part—in the consum- 
er’s mind. . . 

“The frailty of the human mem- 
ory is one of the most challeng- 
ing obstacles facing advertisers 
today. And this problem is com- 
pounded by the fact that more 
advertising is done today than ever 
before. Thousands of brand-name 
nationally advertised products are 
fighting to capture the attention of 
the consumer. 

“Therefore, the most creative 
magazine ad or tv commercial has 
a very short life at best in the 
consumer’s mind. Between the time 
Mr. or Mrs. Consumer sees an ad 
in a magazine or on tv and the 
time this same ad or a similar one 
is seen again, a serious remem- 
brance—or rather forgetfulness— 
valley develops. It is our belief 
that through the power of im- 
agery-transfer, radio can sustain 
the impression-making value of 
these visual ads and eliminate 
these deep valleys.” 

The NBC executive emphasized 
that this reminder service for other 
advertising can follow the con- 
sumer all the way to the store as 
the car heads through traffic with 
the radio going all the way. 


‘TV Guide’ Boosts Rikles 
Herbert Rikles, formerly in the 
national programming office of TV 
Guide in New York, has been 
named manager of the northern 
California edition of the magazine. 
He succeeds.Free H. Stapleford, 
who moves to the Guide’s Phila- 
delphia office. 


Williams Names Kimball 
Williams Mfg. Co., Portsmouth, 
O., manufacturer of women’s shoes, 
has appointed Abbott Kimball Co., 
New York, to handle all advertis- 
ing. 

. 
Camm, Costigan Moves 
Camm, Costigan, Milwaukee 


agency, has moved to larger quar- 
ters in the Varsity Bldg. 
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LOS ANGELES, 1885- The first big westward 


migration to Los Angeles was in full swing, 
triggered by a rate war between the Southern 
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LOS ANGELES, MAY 6, 1912- The high-wheeled 
car selected for the Ocean-to-Ocean Highway 
Expedition, sponsored by the Los Angeles Times 


LOS ANGELES, NOVEMBER 5, 1913- 40,000 
people gathered at the spillway of the new Los 
Angeles aqueduct to cheer a welcome new arrival 


Pacific and Santa Fe railroads, which drove the 
fare to Los Angeles down to as little as a dollar 
a head. Up to five trainloads of newcomers 
arrived daily, seeking new land and new oppor- 
tunities in Southern California. By 1890, the 
population of Los Angeles had risen to nearly 
50,000, as compared to 11,000 in 1880. 


LOS ANGELES, 1956- The county population 
of Los Angeles today totals 5,300,300—an in- 
crease of 1,148,613 over the 1950 Census figure, 
2,514,657 over the 1940 total. Newcomers are 
arriving to take up permanent residence at the 
rate of 613 per day. 


to dramatize the need for adequate cross-country 
highways, crept out of Los Angeles and made its 
slow and painful way eastward. On July -12, the 
car rolled into Washington D.C., having fought 
its way along primitive roads and through some 
_ where there were no roads at all. At the 

ite House, President Taft met the exhausted 
and mud-caked three-man crew with the words, 
“Gentlemen, I salute you!” 


LOS ANGELES, 1956- Today in Los Angeles 
more than 2,300,000 cars (more cars than are 
registered in 41 of the 48 States) speed along the 
world’s most modern freeway system. Los An- 
geles County is second in the nation in Automo- 
tive manufacturing. 


—water from the Owens River valley, 300 miles 
away. The new aqueduct, strongly sponsored and 
supported by the Los Angeles Times, made the 
future of Los Angeles secure, bringing vitally 


needed water to semi-tropical Los Angeles basin, — 


clearing the way for tremendous new growth in 
population, industry and agriculture. 


LOS ANGELES, 1956- Agriculture is big 
business in Los Angeles today, despite the popu- 
lation and industrial growth which has seen the 
conversion of thousands of farm acres to home 
and building sites. During 1955, Los Angeles 
County led the nation in gross cash farm income 
totaling $235,508,000. 
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LOS ANGELES, 1909- In an abandoned church 
in Santa Ana, 25 miles from Los Angeles, a 
young man had been tinkering with a flimsy 


OS ew wer 8 


More than any other major American 
city, Los Angeles is a city of change — 
of growth, of tremendously bur- 
geoning industry and population. 


4 The quiet pueblo of 1881, with a 

population of eleven thousand, has 

' become the vast metropolis, third 

| largest city in the nation, within the 
75-year lifetime of its leading 
newspaper, the Los Angeles Times. 


| The Times, founded in a tiny printing 
J shop in 1881, has done its faithful best 


FIRST IN THE NATION IN NEWS AND FEATURES 
FIRST IN THE NATION IN ADVERTISING VOLUME 


SOURCE: MEDIA RECORDS 


Gur [hth Year: 


LOS ANGELES 


Nationallf represented by Cresmer & Woodward, New York, 
Chicago, Detroit, Atlanta, San Francisco 
A member of the Metro Sunday Magazine-Comic Network 


arrangement of bamboo, wire and fabric, assisted 
by his mother, who held the lantern which pro- 
vided his only working illumination. A few days 
later, on August 1, he broke an opening through 
the wall of the church, wheeled his flimsy con- 
traption outside, cranked up the motor, taxied 
down the turf for a shaky take-off. The plane 
flew. The young man’s name: Glenn Martin. 


LOS ANGELES, 1956- Today more than 
200,000 men and women work in the aircraft 
and parts industry in the Los Angeles area. Their 
earnings total more than $20,000,000 a week. 
The Los Angeles metropolitan area leads the na- 


tion in aircraft manufacturing. 


4. r ¥ 


to foster and promote the develop- 
ment and civic health of its 
community over the years. Today, 
Los Angeles stands at the threshold of 
new opportunities, new growth, : 
new “ firsts”’ in science, industry and 
human relations. And The Times 
stands ready to continue the kind of 
community service which has 

earned the confidence and respect of 
the largest and most influential 
newspaper audience in western America. 
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SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Meiville, inc. 
Distinguished Photoengraving 
4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


Ray Durrell Leaves Distiller 
Ray Durrell has resigned as pub- 
lic relations director of Brown- 
Forman Distillers Corp., Louisville. 
Prior to joining B-F five years 
|ago, Mr. Durrell was with the 
Licensed Beverage Industries in 
New York. He expects to announce 
his future plans about Nov. 1. His 
successor has not been named. 
| 
| Wall Opens Consultant Office 
R. P. Dick Wall has opened an 
office as a public relations and ad- 
vertising consultant in the Gibral- 
| ter Life Bldg., Dallas. For the past 
21 years Mr. Wall was advertising 
|manager of Southwestern Drug 
| Corp. 


Jouett Joins Hitchcock 

Loren D. Jouett has joined 
| Hitcheock Publishing Co., Wheat- 
/on, ILL, as promotion manager. He 
formerly was assistant advertising 
manager of Bankers Life & Cas- 
ualty Co. 
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Friends, if you will vote for our publications we 
promise you the greatest mass audience of interested 
buyers for your product or service. 


Let's take a look at the record: 


FLRST: It has been and always will be our number ~ 


one obligation to our hotel, westaurant and dealer 
reedets to ferret out sound ideas and products that 
will help theay to improve sétvice, cut costs and 
increase profits. And this webave done daring 35 
sears of prblishing. 

SSCOND: Our readers have immeasurable confi- 
dence it ws. In the process of reporting or creating 
stituaiating ideas for our readets,'we have advised 
many manuracturers that their products are cither 
unsd‘ted Gr require adjustment or improvernent to 
be usable by our people. Ana this we have done 
daring 35 years of publishing. 


Word ESANAGEMENT — The text book of the industry 
Fe x. every authentic reader survey © 


- HOW TO GET YOUR PRODUCT “VOTED IN” 


.EHERD: Our readers and “advertisers look upon = 
the Abrens Publishing Company as peeled 
for reliable information and service. With us, serv. 
ice is a well-known fact ~ ‘not a promise! It is the" 
very Cornerstone of our publishing philosophy. Aad 

Bas been.se for the: past 35 jens. 


Briends, if you will vote for our publications, we 


your disposal a booming dulti-million dollar Butld- 


ing and modernization market as well as a multi 


billion dollar cating out market. 


ae 


“Will deliver to you not.oaly a mass interested audi ee 


ete month after month but we shall also plateait ol 


_ Remember; when you cast your vote for-thie’® pla , 


* plaiform: you've cast a vote for bigger, eee 
able saiesan 57. 


RESTAURANT MANAGEMENT —- The ma gazing, peered 
by top yolume operators 


RESTAURANT EQUIPMINT DEALER-—The main channel! of 
distribution to the multi-dilliog dollar hotel and rescau- 


rant i 


AHRENS PUBLISHING CO., INC. |; 


7 Vanderbile: Avenue, New York, New Yo 


_ 


aise a ee Pepe 
DWorld-Review of Hotels & Travel "5 
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|percentage of sales, 


Advertising Age, October 22, 1956 


Food Chains’ Sales 
Gained in ‘55, New 
Harvard Study Finds 


Boston, Oct. 16—Forty-nine 
food chains participating in a 
new annual study of food chain 
operations reported sales in 1955 
increased substantially over 1954. 
On an aggregate dollar basis, sales 
increased 10%. If the median fig- 
ure is used, sales increased 15%. 

The study is the first such sur- 
vey taken by the division of re- 
search of the Harvard University 
graduate school of business ad- 
ministration since April, 1936, 
when it issued Bulletin No. 99, 
“Expenses and Profits of Food 
Chains in 1934.” 


® Observes Wilbur B. England, 
author of the current study report 
and professor of business admin- 
istration: “The intervening 20 
years have witnessed great chang- 
es in retail food distribution: the 
development and growth of the su- 
permarket and the suburban shop- 
ping center; frozen foods; the 
improved American diet—less of 
the ‘fill the belly’ foods, such as 
potatoes, and more fresh fruits 
and vegetables; more processed 
and partially prepared food—cake, 
roll and cookie mixes; prepack- 
aged vegetables and meats; new 
fixtures; more aggressive promo- 
tion; more customers—both be- 
cause of population growth and 
the shift of population away from 
the farm.” 


s The present report, “Operating 
Results of Food Chains in 1955,” 
goes on to give the following 
breakdown of sales by product 
groupings reported by the cooper- 
ating companies: 

Groceries (including frozen 


The study also shows that the 
largest percentage gain in sales 
was in the under $10,000,000 sales 
group—18.4%. Average sale per 
store was greater in the $10 to 
$50,000,000 than in the high vol- 
ume group, “reflecting the rela- 
tively greater number of large 
supermarkets in the middle group.” 

On advertising, the study report 
says: “Advertising expense, as a 
fluctuated 
widely. The low of 0.8% of sales 
occurred in the large volume 
group and probably reflected the 
economies of advertising many 
stores in one newspaper adver- 
tisement and the greater use of 
cooperative advertising. It was 
also probable that the increased 
use of trading stamp plans by the 
small and middle volume groups 
pushed their advertising and pro- 
motion expense up.” 


Financial PR Assn. Elects 

William E. Singletary, vp, Wa- 
chovia Bank & Trust Co., Winston- 
Salem, has been elected president 
of the Financial Public Relations 
Assn. Other officers elected are 
Orrin H. Swayze, exec vp, First 
National Bank, Jackson, Miss., and 
E. T. Hetzler, vp, Bankers Trust 
Co., New York, 2nd vps, and Reed 
Sass, vp, Fort Worth National 
Bank, 3rd vp. 


Bravo Macaroni Names BBDO 

Bravo Macaroni Products, Roch- 
ester, N.Y., has named Batten, 
Barton, Durstine & Osborn, Buf- 
falo, to handle its advertising, ef- 
fective immediately. Storm Ad- 
vertising formerly had the account. 


Hauck Joins Humphrey, Alley 

James S. Hauck, formerly with 
Bryan Houston Inc., New York, 
and N. W. Ayer & Son, Philadel- 
phia, has joined H. B. Humphrey, 
Alley & Richards as merchandis- 
ing and marketing director of the 
Boston office. 
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Supermarket News shows 119% gain in advertising linage in 3 years 


Advertising linage in Supermarket News has increased from 572,000 lines in 1953 
to 1,250,000 lines* in 1956. 


What is the reason for this 119% increase in advertising in three years? 


It’s simple. Selling supermarkets is a weekly business . . . and Supermarket News is 
the only publication that delivers a complete and objective report of industry 
developments every week. This unmatched news and idea service (over 14,000 
stories published in the first 39 weeks of 1956) has built for Supermarket News the 
largest paid circulation ever attained by any publication in the supermarket and 
retail grocery field. 


More and more advertisers who sell their products to and through supermarkets 
and retail grocery stores are reaching the decision-making executives of the dynamic 
supermarket industry through the pages of the paper they read weekly for news 

and ideas. 


In just the first nine months of 1956, Supermarket News added over 150 new 
advertisers. 


In planning your 1957 trade advertising, put Supermarket News in the number one 
position . . . the place it holds in the industry. 


* Total 1956 linage projected on basis of first nine months. 


SUPERMARKET NEWS 


A Feirchild Publicati 
7 E. 12th Street, New York 3, New York 
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Over 30,000 tonnage buy- 
ers read this standard- 
size newspaper daily! 


AMERICAN METAL MARKET 
18 CLIFF ST., N.Y. 38, N. Y. 
Write for new market 
and media file folder 


Plan Issues Earlier 
‘to Sell More Space, 
tf. Club Advised 


_ Cuicaco, Oct. 16—If business 
|papers would plan their issues as 
‘much a 12 months ahead, as the 
general magazines do, their space 
|salesmen would be better poised 
to compete with general maga- 
|zines for advertising, the t.f. Club 
of Chicago was told here yester- 
| day. 

_ Howard Rose, vp and media di- 
|rector of Buchen Co., said that the 
capacity of general magazines to 
compete for space 10 and 12 
months in advance of an issue 
obliges business publishers to fol- 
low suit and to do longer-range 
issue planning. This, he said, 
would help counter one advantage 
general magazines have in com- 
peting with business publications 
for advertising allocations. 


s The ability of general mag- 
| azines to concentrate sales efforts 


\~ 


...& 1956 IOWA BRAND INVENTORY report 


Pressurized-can shaving creams 


gain favor fast with lowa 


Still a relatively new product, pressurized- 
can shaving cream is already in use by 
a third of lowa men. The average percent 
of use in a national 21 market consoli- 
dated consumer analysis study is only 
19.9. This willingness to try and ready 
acceptance of a new type of product or 
a new brand is characteristic of lowans. 
It shows up frequently in the 1956 Iowa 
Brand Inventory. And, lowa farm folk 
are no different than their neighbors in 
Iowa's booming cities—both are eager 
to ‘give it a try’. Among men in lowa 
cities and towns 33.3% use pressurized 
shaving cream; 32.4% of lowa farmers 
use it. 

Further evidence that in Iowa today 
farm and urban families tend to live 


alike, buy alike, respond alike to adver- 
tising stimuli. Together they constitute 
a single large, monied market—24 
million people who earn 4% billion a 
year from farm and factory. 
The newspaper read by 2 out of 3 
families in this market . . . the newspaper 
that reaches 70.6% of all the men in 
Iowa with word about products like 
pressurized shaving cream—is the Des 
Moines Sunday Register. It covers the 
entire state of lowa better than most 
metropolitan newspapers cover their city 
of publication. 
Your free copy —1956 lowa Brand 
—is available on request. It 
shows percent of use by product and 
brand of 171 different products from 


men 


deodorant to detergent, toothpaste to 
television sets, from 1950 to 1956— 
broken down by city-town and rural. 
Write on your company letterhead to 
Research Department, Des Moines 
Register and Tribune, Des Moines 4, 
lowa. 


Des MOINES 
REGISTER ano TRIBUNE 


Gardner Cowles, President 
Circulation: Daily 364,744—Sunday 525,147 
Represented by: Scolaro, Meeker and Scott 

New York, Chicago, 
Detroit, Philadelphia 
Doyle and Hawley 

Los Angeles, San Francisco 


Advertising Age, October 22, 1956 


because of the limitation of po- 
tential advertisers, he pointed out, 
is another advantage they now 
enjoy, one which, he acknowl- 
edged, it’s very hard to counter. 
But space salesmen could do a 
lot more than they are doing in 
this direction, Mr. Rose empha- 
sized. He suggested that business 
paper space salesmen take time 
out occasionally to take an ad 
manager, account executive or 
space buyer out into the business 
field involved, introduce them to 
important people who read the 
business paper in question, and 
help familiarize them more di- 
rectly with the paper as a line of 
communication with the field. 


s William Barker, assistant me- 
dia director of Needham, Louis & 
Brorby, also a speaker on the 
panel on “how business papers can 
obtain a greater percentage of the 
advertising appropriation now go- 
ing to general media,” said the 
problem ought to be rephrased. 

The real problem, he said, is 
how to keep a company’s business 
paper advertising allocation in 
step with its expanding over-all 
budget. Part of this, he said, could 
be achieved by convincing space 
buyers that stronger reader re- 
sponse is available from business 
magazines than from_ general 
magazines. 


|= Mr. Barker noted that Need- 
| ham, Louis recently compared the 
| reader response from two leading 
| business publications in two differ- 
|ent markets of a certain field with 
|those from Business Week, For- 
|tune, Newsweek, Time and U. S. 
| News & World Report combined. 
|The results favored the two busi- 
| ness papers, he said. 

| A broader scale survey of this 
| kind, perhaps co-sponsored by the 
't.f. Club, could, he said, produce 
| some similar valuable results that 
| would be useful in selling business 
| paper space. 

Another asset of business paper 
| advertising that should be stressed 
/more, he asserted, is the impact 
_ factor financially possible in busi- 
| ness publications that isn’t finan- 
‘cially possible in general maga- 
zines because of high page costs. 


s A third panel speaker, A. B. 
| Dicus, exec vp of MacFarland, 
Aveyard & Co., had these four 
pieces of advice for young men 
|new to business publication space 
sales work: 

1. Know your product and know 
your market thoroughly. 
| 2. Get in to visit\the top brass 
|of an advertiser’s staff—and use 
every opportunity to sell them on 
the advantages of business publi- 
cations generally as well as the 
specific advantages of one busi- 
ness publication over others. 

3. Call occasionally on leading 
advertisers’ customers. Advertis- 
ers are glad to listen to you when 
they know you've been in touch 
| with their field operations. 

4. Capitalize on your subscrip- 
tion list. By pointing out key 
names of key customers who are 
'on the publication’s mailing list, 
aay said, much leverage is gained 
'in selling space in that business 
| publication. 


Foremost Fountains Sets Drive 

Foremost Fountains, New York, 
manufacturer of soda fountain and 
food service equipment, has sched- 
uled a “heavy” advertising cam- 
paign in general business, variety 
store, department store and food 
publications. The company reports 
that food sales in drug, department 
and variety stores account for 
more than $1.1 billion in business 
a year. Atlantic Advertising Co., 
New York, is the agency. 


ACF Industries Boosts Rice 
Joseph W. Rice, formerly pr 
representative of ACF Industries, 
New York, has been appointed 
manager of the pr department. 
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~ Reach her 
she's “married ss 
to other = foes 


brand 


a 


brand loyalty starts i 
= 2 


The time to sell women customers is before they’re wedded to your 
competition. Reach them now at their most impressionable age, under 20, 
and you won’t have to unsell them later when buying habits are fixed. 


Young Women Under 20 spend over $4 billion of their own money every 
year and their families spend billions more in their behalf. 


Today, these Young Women are first-time prospects, first-time customers for silverware, 
leather, china, glassware, fine jewelry, to name but a few of their boundless needs. 


One magazine completely dominates this first-time market- SEVENTEEN! In just 
three issues SEVENTEEN reaches 75% of ALL the Young Women Under 20 in America. 
It’s the magazine that starts life-time buying habits today (41.8% of ALL teen-age 
girls* in the U.S. have actually purchased from SEVENTEEN advertisements). 


Advertise now in SEVENTEEN —because it’s easier to START a habit than to STOP 
one! That’s why manufacturers have boosted SEVENTEEN’s silverware linage 


30% over any other magazine...and luggage linage 161% over any other magazine. 


*8,000,000 in U.S. today 
12,000,000 by 1965 


it's easier to START a habit 
than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y.22 + PLaza 9-8100 


©1956 TRIANGLE PUBLICATIONS, INC. 
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toy manufacturers’ 
Si billion toy fed 


te Sg : . > BR Ji ginia Lemanski, 
f me 3 ¥ a secretary - recep- 
tionist of Camp- 
bell-Ewald .Co., 
Detroit, was 
chosen Miss 
Torchy in De- 
troit’s United 
Foundation 

2 ; ; 2 : ; : : : Torch Drive cam- 
e Le | @ paign. 
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iA BA chs a resins, bs = et Clifford Coch Advertising, New United s Johnson 
CLR SRMM wire FOR FURTHER INFORMATION a a has been peng na in Asia to Boost 
e advertising for the McPhilben 
Lighting Co., Brooklyn. U.S. Air Service 


Cuicaco, Oct. 16—Increased 
trans-Pacific air travel in the past 
few years has apparently created 
such a West Coast transfer market 
| for domestic carriers that United 
Air Lines has sent its top promo- 
tion executive to the Far East to 
help sell United at the other end 
of the line. 

Robert E. Johnson, sales, adver- 
| tising and pr vp for United, is 
|currently making the rounds of 
|major Far Eastern cities. He al- 
‘ready has visited Hawaii, and 
has addressed the Transporta- 
,.ion Club in Tokyo. Also on his 
itinerary are Hong Kong, Manila 
and Bangkok. United maintains 
offices in Tokyo and in Melbourne, 
but Mr. Johnson is not expected 
| to take in Melbourne this trip. Ac- 
|companying him on the tour is 
Sterling Peacock, vp of N. W. Ayer 
|& Son, United’s agency. 
Objective of United’s overseas 


|mainly through promotion to tra- 
vel agents and agencies. 


= i ‘ Ee, |promotion is to get travelers to 
7 ’ oi So awe |arrange any domestic U.S. por- 

— ”~ ' a |tion of their trans-Pacific travel 
a . ‘ |through United. They do this 


eS . - saat |@ Indicative of the recent growth 

A A oe of the market United is aiming for, 

the company says, is the increase 

in its own flight schedules between 

: Honolulu and San Francisco (clas- 
ee ior We sified as a domestic trip). In 1947 
United ran seven San Francisco- 


Honolulu round trips a week. In 


7 1950 it was up to 10 round trips 
oa % on WrHo Re io a week. Currently United makes 
€se oll « the round trip 20 times a week. 
The major air lines delivering 
passengers to the West Coast are 
Pan American, Japan Air Lines, 


| Northwest, Canadian Pacific and 
Qantas. Northwest, TWA and Ca- 
Take 12 noon tol p.m. as an examp Cece | nadian Pacific offer limited service 
| domestically, but many east-bound 
| travelers transfer to United, Amer- 

: > |ican or Western Airlines. 
Waren you consider that a shoe shine plus Your PGW Colonel! will be glad to tell you | American and TWA are United’s 


. | . . . 
: arter almost anywher the whole story on WHO Radio. major competitors in the transfer 
Gp sow cost you 6 oF * deat Y business, according to a company 


twenty-five cents invested in radio is a tremen- (Computations based on projecting Nielsen spokesman. Statistics on how they 


dous value—especially on WHO Radio! figures and 1955 lowa Radio Audience Survey rank in sales were not available, 
but the spokesman said United’s 


data against our 26-time rate.) present standing is “quite favor- 


: ble.” 
LET’‘S LOOK AT THE RECORD... “Si: Seibbeats Sar Met telea-tie 


added, is designed to strengthen 
that standing. 


On WHO Radio, a 1-minute spot between . 
12 noon and 1 p.m. will deliver a mini- We 

Countess Appoints Sterling 
mum of 100,058 actual listening homes, puntess Appoints Sterling 
in lowa alone! manufacturer of couturier dresses 


and suits, has appointed Sterling 
— a ony vy samen stan te for lowa PLUS! Advertise, New week, “- nents 
000 mes for $.62—A its advertising. argare acy 
WHO! Des Moines . . . 50,000 Watts Advertising Co. is the previous 


agency. 


That's the measured minimum. Over and Col. B. J. Palmer, President 
above this proven audience, 50,000-watt WHO P. A. Loyet, Resident Manager Richard Nixon Joins Y&R 


delivers thousands of additional listeners via Richard W. Nixon, formerly 


x a f with Fletcher D. Richards Inc. and 
Iowa's half million extra bome sets and hal Fuller & Smith & Ross, has joined 


million car radios—plus a vast bonus audience Peters, Griffin, Woodward, Inc., the contact department of Young 
in “Iowa Plus”! Exclusive National Representatives |& Rubicam, New York. 
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HOUSTON now FIRST | 


...as tisted in 
Standard Rate 
& Data Service 


(22 cities) 


Cincinnati, Ohio ...... 883,576 
Milwaukee, Wis. ...... 866,960 
Minneapolis, Minn. .... 804,883 
San Francisco, Calif. . . 790,548 
“= aaa 755,948 
Kansas City, Mo. ...... 750,328 
Houston, Tex. ........ 730,465 
Seattle, Wash. ....... 000 
New Orleans, La. ..... 720,074 
Denver, Colo. ........ 

Nassau Co.,.Long Island 672,765 
I EI og os co ke oo 7 1,646 
POG eee es we 632,637 
Oakland, Calif. ....... 620,963 
ey Sy 4 


Louisville, Ky. ........ 
Jersey City, N.J....... 
Birmingham, Ala. ..... 
Indianapolis, Ind. .... 
San Diego, Calif. ...... 
Providence, R.I. ...... 
Columbus, Ohio ...... 


it’s File 13 for those old Houston 1950 
population figures. Current population estimate for 
Houston A.B.C. city zone is now 924,318!* Almost 
200,000 more people than in 1950. With this 
26.5% population increase in the Houston city 
zone, one shining truth becomes apparent — 
You Can’t Cover Houston WirHout THE Post. 


YOU NEED 


in city zone population standings 
of daily newspaper cities... 


' (22 cities) 


Houston, Tex. _. 

Cincinnati, Ohio. -.—.—s—a..si.. 
Milwaukee, Wis... .. 
Minneapolis, Minn... . 
San Francisco, Calif............ 
Dee ee 8 ee ae 
Kansas City, Mo. ........... 
Sante VOM a 6 eS. 


Pillai A eh oe 


LN Be. 6 ec te ee 
Janse Ca TR Be ike SS 
, Bee AM... Se 


500,000 to 1,000,000 


$924,318 
883,576 
866,960 
804,883 
790,548 
755,948 
750,328 


The Houston Post has done the best job of 
keeping apace with Houston’s rapid population 
growth. It has the largest circulation gain, 1950-56. 

Get the new facts on Houston, where the trend to 
The Post grows and grows. See your Post salesman 
or your Moloney, Regan & Schmitt representative. 


*Based on information obtained from city officials, city zone increase 


to 924,318 as of February I, 1956. 


ABL. Publisher's statement for six months ending September 30, 1956. 
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THE HOUSTON POST 


TO COVER THE 
HOUSTON MARKET 


REPRESENTED NATIONALLY BY MOLONEY, REGAN &4 SCHMITT 
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Advertising and ‘Mystery Shopping’ Get 
Salesmen on the Ball, Gas Company Finds 


CLEVELAND, Oct. 
we found the salesmen were giv- 
ing complete sales talks in 25% of 
the cases,” said the assistant sales 
manager of East Ohio Gas Co. “In 
1954 we had a similar promotion, 
but found the salesmen making 
all-out presentations only 8% of 
the time.” 

The sales executive, Richard L. 
Leusch by name, was giving the 
results of another foray in one of 
industry’s most critical marketing 
struggles—keeping the merchan- 
dise moving at the point of sale. 
In. Mr. Leusch’s case, the device 
reported on was “mystery shop- 
ping,” a combination sales testing 
and sales promotion campaign 
which Willmark Research Corp., 
New York, conducts for its manu- 
facturer clients. 

East Ohio’s 1956 Willmark pro- 
motion (its third) works this way: 
The gas company is promoting 
match-less gas stoves made by 11 
different manufacturers and sold 
in 2,100 appliance outlets in its 
area. 


® As part of the promotion, Will- 
mark representatives are now 
shopping incognito to check on the 
campaign’s payoff points—the 
presentations and sales talks by 
retail salesmen. The salesmen have 
been alerted to expect a possible 
visit by a “mystery shopper,” who 
will reward each one checked 
with a $10 bill, provided that: 

1. The salesman presents a gas 
range first. 

2. He voluntarily offers a match- 
less type first or second. 

3. He explains match-less light- 
ing. 

4. He persists in trying to sell a 
match-less type instead of another 
gas type or an electric model. 

5. He asks for the “shopper’s” 
order. 

When a salesman fulfills these 
steps, the “mystery shopper” (usu- 
ally a woman) will identify herself 
and award the prize. Pamphlets 
explaining the contest were sent 
to all dealers in. the trading area. 


= It’s too early to give the out- 
come of this year’s effort, but as 
can be seen in the percentages 
above, Willmark shoppers don’t 
generally have to reach for their 
handbags nearly as often as the 
clients would like them to. 
However, Mr. Leusch notes that 


INDUSTRIAL 
REAL ESTATE ? 


16—“In 1955, 


To sell industry on 
locating in your area, 
you've got to sell the 
industrial traffic 
manager. Only one pub- 
lication is read by 
almost all (96.6%) of 
industrial T.M.'s. 


Get the facts}! 


TRAE EIO 
WwoRrTD 
515 Madison Aves, N.Y. | 


each successive round of test shop- 
ping deepens the impression on the 
salesmen. It also, apparently, does 
something for the client and its 
agency. At any rate, Mr. Leusch at- 
tributes the better showing of last 
year to “a better job of advertis- 


ing and promotion.” 
This year, East Ohio will spend | 
$125,000 (through Ketchum, Mac- | 


leod & Grove, Pittsburgh) in a, labels as “talent scouts,” “mystery 
seven-week campaign in which prospect,’ “phantom shopper,” 
most manufacturers will take part.|etc.). However, he also can cite 
It will include a gimmick to help| such quick-success stories as that 
the salesmen get their talks start-|of the auto manufacturer who 
ed—a chef’s knife giveaway which | raised the incidence of “thorough 
it is urging the dealers to store in/ sales talks” from 8% to 47% after 
the gas range ovens. one Willmark promotion. 

A subsidiary of Willmark Serv- 
® Rober: M. Bernstein, exec vp of ice System, which has been pro- 
Willmark Research, agrees that it viding sales testing for retail 


the best use out of “mystery shop- search may conduct eight or nine 
ping” (also operated under such |“mystery” promotions a 
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working for only one client in a 
given field. Some of its clients, 
past and present, are: Procter & 
Gamble, Blumenthal buttons, 
Dodge division of Chrysler Corp., 
Dayton Tire and Zenith Radio Co.’s 
hearing aid division. 

Willmark Research also does 
price and brand preference stu- 
dies. Right now, in fact, it is mak- 


7 |ing nationwide samplings of both 
|takes time and repetition to get concerns since 1917, Willmark Re- | salesmanship and brand preference 


in three fields—automobiles, cos- 


year,|metics and appliances. 


Talk about editorial response! Three weeks after 


¥ 


publication, 8519 reprints of this article were ordered from 


MAKE THE TIME YOU NEED. Everyone has 
the same 24 hours in each day . 


lies in their use. The practices of 


both business success and personal satisfaction 
suggest six rules to make time your servant. This 
article, on page 90 of October Nation’s B 


provides practical help. 


WHAT COMPUTERS CAN DO FOR YOU. 
New electronic machines could give you an edge 
on your competitors . . . whether yours is a 50- 
employee firm or an industrial giant. This com- 
prehensive report (page 40, October Nation's 
Business) tells how you can find and use the mo- 
chines you need. It also cites case histories. 


. . the difference 
men who achieve 


ALL BUSINESS WILL FEEL COURT DE- 
CISIONS. Due from the Supreme Court this ses- 
sion are major decisions on vital issues which 
will affect businessmen the country over. Begin- 
ning on page 32, October Nation’s Business, is a 
summary of what to look for and a brilliant 
analysis of the court's current personalities. 
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Tobacco Has One or 


More Cancer Agents, 
Researcher Reports 


Addressing the University of 


In attempting to find out exact- 
tobacco | haled smoke from as many as 50 


43 


Cancer of the oral cavity—the| the rate of lung cancer continues | duce skin cancer, the institute has 
Buffalo Dental Alumni Assn. at its' mouth, tongue and lips—also is to increase, the 20,000 cases re-| been unable to produce cancer of 
54th annual meeting, Mr. Bock noticeably higher among patients pérted annually in the U. S. will | the lung in its “smoking” mice, he 
|said that studies at Roswell Park| who use tobacco, he pointed out.| double in the next 15 years. 
|indicate not only a connection be-| Snuff chewers in Minnesota and | 
|tween smoking and lung cancer,| persons in the Orient who chew!ly what substance in 


explained. 
“Some of these mice have in- 


BurFraLo, Oct. 17—Medical evi- | but also between smoking and/betel nut wrapped in tobacco) causes cancer, scientists are forced |cigarets a week for a year—half 


dence has “clearly demonstrated” | cancer of the bladder. 
the presence of one or more can- 
|institute with cancer of the blad-| 


cer-causing substances in tobacco, 
Fred G. Bock, senior cancer re- 
search scientist at Roswell Park 
Memorial Institute of Buffalo, de- 


Of 321 patients who came to the dence of cancer, he added. 
The correlation between smok- | to find the proper species of ani- | 


clared here last week. 


|leaves have a much higher inci-! to rely on animal experimentation, 
/he declared. The problem here is) oping lung cancer.” 


| Bock stated. He predicted that if| painted on the skin of mice pro- 


Nation’s Business 


Tension is one of the gravest personal 
problems businessmen face today. Na- 
tion’s Business, aware that suggestions 
about how to relieve the strain would be 
welcome, in September published an in- 
terview with Dr. Robert H. Felix, Direc- 
tor of the National Institute of Mental 
Health. Among his 14 specific, practical 
dos-and-don’ts are: Relate your job to a 
goal beyond your own self-interest; look 
for a challenge; don’t overreach yourself; 
don’t stew over yesterday's decisions; take 
at least one good vacation a year. 
Response to the article was instantane- 
ous. Top business executives all over the 
country ordered reprints (at 10¢ each) 
for their staffs. Such response to Nation’s 
Business articles is typical. Understand- 
ably so, too, for they consistently illumi- 
nate the three basic day-to-day concerns 
of business owners—business leadership, 
vernment problems, national issues. So 
ar this year, 12,733 businessmen have 


purchased a total of 415,353 reprints! 

Of the 775,000 Nation’s Business sub- 
scribers, 550,000 are the men who actual- 
ly own American business—the owners, 
partners, presidents of manufacturing 
concerns, banks, retail and wholesale es- 
tablishments, every type of business na- 
tionwide. 

Their response to advertising in Na- 
tion’s Business parallels that to editorial 
material. Advertiser after advertiser, in 
virtually every field, reports Nation's 
Business at or near the top of his list in 
effectiveness. And advertising linage, for 
the first 10 months this year, is up 22.6% 
over last. All of which is clear indication 
that you need a big-circulation magazine 
to cover the business field—and that ac- 
tion in business results when you advertise 
to the men who own American business 
. . . in Nation’s Business. 

Reprints of “How to Live with 

Job Pressure” available on request 


775,000 PAID CIRCULATION 
Including 75,000 executives of busi- 
ness members of the National Chamber 
of Commerce and 700,000 other leaders 
of the American business community 
who paid for their personal sub- 
scriptions. 
ADVERTISING HEADQUARTERS: 
711 THIRDAVENUE, NEW YORK 17, N.Y. 
Washington * Chicago 


Philadelphia * Detroit * Cleveland 
los Angeles * San Francisco 


‘of their life span—without devel- 


In other experiments tobacco is 


der from 1945 to 1955, 84% were ing and lung cancer has been mal—the type that will respond embedded in hamster pouches in 
tobacco users. In a “control group” | proved statistically in many cen-| most like human beings. 
of patients who had no cancer, ters in the U. S. and abroad, Mr. | 
/only 71% used tobacco, he said. 


lan attempt to produce cancer of 


Although tobacco extracts the oral cavity; raw tobacco ex- 


tract and smoke concentrate is im- 
planted in the bladders of animals 
or “fed” to them. 


Hotpoint Closes Three Offices 
Hotpoint Co. will close regional 
offices now maihtained in New 
York, Chicago and Atlanta. The 
San Francisco office will be re- 
tained. Personnel affected will be 
transferred td the general offices 
in Chicago. The realignment, ac- 
cording to a company spokesman, 
is being made to get improved 
marketing efficiency and shorter 
lines of communication from fac- 
tory to the level of’ distribution. 


World’s Champion Idea Producer! 
Everyone knows how KLEEN-STIK 
produces sales-stimulatin’ ideas for 
streaimers, die-cuts, bumper strips, 
3-D signs, and many other effective 
P.O.P. displays. But —did you know 
that this versatile, selfsticking ad- 
hesive also creates many new and 
nifty product ideas? Look! 


Clear Sailing for "Clear Cover" 


Finding an efficient method for at- 
tachi and protecting labels on 
file folders, storage shelves and 
bins, books, jars, office and factory 
equipment, etc., has long been a 
problem. Layers of cellophane tape 
measy glue-like substances painted 
over, and other solutions all proved 
inadequate —so DAVE HARRIS of 
PR. URE SENSITIVE PROD- 
UCTS CORP., Alhambra, Calif., 
took a hand. From a wide range of 
available materials, he chose 
KLEEN-STIK FLEX-STIK 800 
for his label base—because this 
tough, rubber-impregnated stock is 
extra-flexible, proof against moisture, 
oil, and most acids—and backed 
with famous KLEEN-STIK adhe- 
sive that sticks tight on flat, curved, 
lar surfaces.- Attached to 


or 
this, engineered a ‘“fold-over”’ 
cover of ‘ont’s strong, transpar- 


ent “Mylar” film, coated with 


REMOVE = ne 
ADHERE 
oC SSK nae 
REMOVE BACKING FROM 
WINDOW 
FOLD WINDOW 
@ IN PLace 
OVER LABEL 


KLEEN-STIK on the reverse side. 
The result is “Clear Cover’’—the 
patented, one-piece protected label 
of 1001 uses in home, office, store 
and factory. Made up in perforated 
sheets for quick ‘typing or writing, 
this unique label goes on easy as 
1-2-3 with a quick peel-and-press 
... title permanently protected against 
dirt, abrasion, or weather by its 
clear cover. A “clear case” of a clever 
product! 
Whether your inspiration is for a 
product to sell, or a So gered to sell 
products, KLEEN-STIK can help 
you make it a reality. See your 
regular printer, lithographer, or 
silk-screener ... or write for our 
free *‘Iidea-of-the-Month”’ service 
today! 


KLEEN-STIK PRODUCTS, INC. 
7300 West Wilson Avenue * Chicago 31, iil. 
Pioneers in pressure seasitives {c: Advertising sad Labeling 
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EYE GLASS HEARING—This Beltone 
ad will appear in the November 
issue of Reader’s Digest. 


Beltone Will Push 
Hearing Aids on 
TV and in Magazines 


Cuicaco, Oct. 17—Beltone Hear- 
ing Aid Co.’s $240,000 fall .cam- 
paign, the largest in its history, 
wil! include two tv and four radio 
network shows, plus ads in Life 
and Reader’s Digest. 

Television shows to be used are 
“Today” (NBC-TV) and “Pacific 
Panorama” (CBS-TV Pacific net- 
work). Radio shows are “The 
Mary Margaret McBride Show” 
(NBC), “Galen Drake” (CBS), 
Gabriel Heatter (MBS) and Cliff 
Engle (Don Lee Network). 


® Ads will run in Life and Read- 
er’s Digest during October and 
December as part of the fall drive. 
Later, ads wili appear in Coronet 
and The Saturday Evening Post. 

In addition, newspaper rotogra- 
vure sé@ctions, trade advertising 
and “select media with a special- 
ized hard-of-hearing audience” 
will be used. 

Other types of promotion, such 
as matchbooks, direct mail and 
educational films, are also part of 
the campaign, according to Bel- 
tone. 

Olian & Bronner is the agency. 


Mortenson Joins Mogge 

Robert F. Mortenson, formerly 
art director of Saunders, Shrout & 
Associates, has been appointed art 
director of Arthur R. Mogge Inc., 
Chicago. 


=. 
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BULL'S EYE! 


you'll score when you aim at the 
important Coast Guard procurement 
and consumer markets through 


MAGAZINE 


U. S. Coast Guard Magazine is the only publica- 
tion EXCLUSIVELY serving the interests of ALL 
Coast Guardsmen. It insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover - 
age of the military market. Write now for sample 
copies, rates and information. 
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L. A. Walker Is New President ,er of the Ledger, Mexico, Mo., is | buy includes two story properties, |Servel; Mr. Angelus has been ad- 


of Inland Daily Press Assn. 
| Lester A. Walker, publisher of 
Neb., was elected president of the 
Inland Daily Press Assn. at the 
group’s 72nd annual meeting in 
Chicago Oct. 14-16. He succeeds 
Stewart Riley, publisher of the 
Times-Mail, Bedford, Ind., and 
the Herald-Telephone, Blooming- 


; | ton, Ind., who was elected board 


|chairman of the group. 


the Guide & Tribune, Freemont, | 


the new Inland vp. Elected to the “Private Property” and “One More 
board of directors for three-year Tomorrow,” and six motion pic- 
terms were R. H. Blacklidge, gen- | tures: “Bells of St. Mary’s,” “Good 
/eral manager, Tribune, Kokomo, Sam,” “Gulliver’s Travels,” “Mr. 
Ind., and William T. Burgess,’ Bugs Goes to Town” and Somerset 
publisher of the Tribune, La- Maugham’s “Encore” and “Trio.” 


Crosse, Wis. | 
Smith, Angelus Join Burnett 
NTA Buys Rainbow | Donald B. Smith and Robert An- 


| National Telefilm Associates has gelus have joined Leo Burnett Co., | 


bought Rainbow Productions, a Chicago, as account executives. Mr. 


subsidiary of Paramount Pictures Smith was formerly director of ad- | department. 


_vertising and merchandising man- 
|}ager of the O-Cel-O sponge divi- 
sion of General Mills, Buffalo. 


RCA Boosts A. R. Hopkins 

| A. R. Hopkins, manager of the 
|broadcast and television equip- 
|ment department of RCA Commer- 
cial Electronic Products, has been 
named to the new post of manager, 
‘commercial electronic marketing 
He will make his 


Robert M. White II, co-publish- | Corp., for a reported $775,000. The vertising and sales promotion of | headquarters in Camden. 


accurate, impartial measurement 
of the editorial quality of 
The Oil and Gas Journal 

s 


A.P.I. Abstract Service 


Cites The Oil and Gas Journal 
More Than Any Other Magazine 


All this year in the advertising trade press we have been discussing business 


paper Readership, and how a 


earns and sustains it. 


Here’s tangible proof that an integrated publication like The Oil and 
Gas Journal can — and does — furnish the most and best editorial material 


for all divisions of the oil industry. 


A.P.1. Technical Abstracts is published weekly by 


the American Petro- 


leum Institute. It ifidexes and abstracts all of the significant, worthwhile con- 
tributions to the technical literature of the petroleum industry, similar to The 


Industrial Arts Index for general i 
of the A.P.I 


The fact 


. Oil companies and other members 


; poy $3,000.00 a year for the Abstracts service. 
t material published by The Oil and Gas Journal is abstracted 


more — by far — than the editorial matter of any other petroleum publication 


is positive, impartial proof of The Journal’s leadership and editorial 
This is authentic proof, too, that advertising concentrated in the 
magazine is the most effective, the most reliable, 


means of advertising to the oil industry. 


We Will Pay for Your Survey 
Of Petroleum Publication Readership 


An advertiser — more than anyone else — knows who are the Right 
Readers for an advertising message about his products and services. 
For the 15th consecutive year, we have a standing offer to pay the 
cost of a readership survey, in which the advertiser: 

® Selects his own list of names 

© Writes his own survey letter 

© Tabulates his own returns 

© And sends the bill to us for payment — win or lose for us! 
If you want to determine for yourself where you can find the best 
readership for your advertising . .. and where you can best concentrate 
your advertising dollars in the important year ahead .. . ask a Journal 
representative to tell you about “concentration” and our survey offer. 
There’s no obligation, of course. 


= 
ading 
and the most economical 


THE OIL ann GAS JOURNAL 


TULSA, OKLAHOMA 
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Puerto Rican Rum 


Consumption Up 7. 


in First Half of ‘56 


New York, Oct. 16—Consump-|of Puerto Rican rums was 403,555 | ing in major rum markets. Ogilvy, 


tion of Puerto Rican rums rose) 
7.7% during the first half of 1956, 
compared with the same period of 
55. Puerto Rican rum now ac- 
counts for 70.5% of the total U. S. 


rum market. 


These figures were 


released 


| here yesterday by G. Allen Reeder, | 


director of Rums of Puerto Rico. 


Puerto Rico by Clark Gavin Asso- | 
— liquor industry statistician, | 
show apparent U. S. consumption 


cases in the first six months of. 
1956, compared with 374,784 cases | 
in the first half of ’55. 

Mr. Reeder pointed out that to- 
tal U. S. rum consumption showed 
|increases for every 
‘group of states and he attributed | 


the gain to advertising and promo- 
tion campaigns carried out over 


7% | The figures, compiled for Rums of the past several years. 


Currently, Rums of Puerto Rico 
is using 68 newspapers and out- 
door and transportation advertis- 


Benson & Mather is the agency. 


Standard Oil Buys ‘Captain 
David Grief’ TV Series 
Standard Oil Co. of California 


important has purchased a 52-week tv series & Osborn, San Francisco, is the 


based on the adventures of Jack 


,London’s sea character, Captain, Heublein Expands to Coast 
David Grief. The filmed, 30-min- | 
ute shows will appear in Stand- 
ard’s seven-state television area 


\ 


Heublein Inc., Hartford, plans' to 
| build a new plant near San ge 3 
|cisco. The building, with an esti- 


beginning the week of Jan. 1. It! mated cost of $1,500,000, will be 


will replace “Chevron Hall 
Stars.” 

The Captain Grief shows will 
serve as a tv advertising medium 
for Standard stations and inde- 
pendent Chevron dealers and their 


products. Batten, Barton, Durstine 


j 


| agency. 


Number of Editorial Citations by A.P.I. Abstract Service for the First Five 
Leading Petroleum Publications (1954, 1955, and First Half of 1956) 


Publication A 


EXPLORATION, DRILLING and PRODUCTION 


220 


PIPELINE (Transportation and Storage) 


246 


Follow The Journal 


and You Follow the 


Oak Tndesstry ccc diddshbencdvdcncisus 


REFINING and PETROCHEMICAL (Process and Products) 


573 


CORROSION and GENERAL 


of 


|used for food processing and liquor 
| distribution. 

| 
Nelson Joins Cleary-Strauss 
George Nelson, formerly a pr 
}consultant specializing in product 
promotion and _ television, has 
joined Cleary-Strauss & Irwin, 
Los Angeles pr company, as vp in 
charge of eastern operations. 


Feigenbaum Adds Account 

Feigenbaum & Wermen, Phila- 
delphia, has been appointed to 
handle advertising and public re- 
lations for the Midwest Profes- 
sional Laundry Foundation, Gales- 
burg, Il. 


Campbell Joins ‘Coronet’ 
Joseph Campbell, formerly with 

Crowell-Collier, has joined the 

Chicago sales staff of Coronet. 


— 


t 


(IRISTIAS 
BALLOONS = 


¢OR PROMOTIONS 
< S - <— 


RUDOLPH 


THE RED-NOSED 
REINDEER 


© RLM 


SANTA 
CLAUS 


FROSTY 


SNOW-MAN 
© HILL & RANGE 
SONGS, INC. 


; Santa Claus, 
Rudolph the Red-Nosed 
Reindeer and Frosty the Snowman 
balloons have great popular appeal 
with millions of youngsters. These 
quality Oak balloons 
in several shapes and 
sizes are truly out- 
standing for winter 
try Ahentmy romotions. Order as 

soon as possible for 
2° Christmas use... 
pant Write for details 
and prices. 
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15% in 1952 to the present 23%. | pointed” to “beautiful.” About half | child Graphic Equipment, Jamaica, Loring W. Mann, former! 
} , ; ° > y sales 
|. Although the number of two-set| the tv owners said they would like | N. Y. He will be in charge of sales _manager and account executive of 
s ’ ’ /homes has slowly increased from | to own a color set, at the right promotion and sales training and ,. Barta Press, Boston. has 
Find Plateau (1% of tv families in 1951 to 8.7% price and with a 21” screen. They | techniques. joined F. P. Walther Jr. & ” Assos 
in 1956, the second-set market has | saiq they would be willing to pay |ciates, Boston, as assistant to the 


not materialized, it is reported, | $363 more than last year’s figure| American Home’ Names Two», ecident. 
Joseph J. Arcisz, after 11 years | 


in Videotown with interest in portable television of $336 

sets “very mild” and less than 25% ; with House Beautiful, has been | 
of tv owners expressing desires to | ‘named New England manager of | Broadhead Joins Linn & Co. 
oth Cunningham & Walsh own a portable. Fairchild Boosts Baldwin |American Home. L. T. Bartlett,| Harold Broadhead, formerly 
° CAF More and more people—about; Jack O. Baldwin, formerly a/|with the magazine since its first|with Harry Beier Studios, has 
Study Finds TV Viewing 25% (double last year’s figure)—| sales representative for the com-| issue, has been named manager of | joined the art staff of Garfield 
Time Lower than in ‘55 have seen a color telecast and/| pany, has been appointed assistant | insurance advertising. Linn & Co., Chicago. 


TV Other Media |ple listening has increased from | their reactions varied from “disap- | to the marketing manager of Fair- | Mann Joins Walther Associates 
/ 


New York, Oct. 16—In Video- 
town, the most ardent television 
viewers are the veteran set own- 
ers. 

Cunningham & Walsh’s ninth 
annual report on tv set-usage and 
sales in New Brunswick, N. J., re- 
veals that homes which have had 
their tv sets longest are tuned in 
for more hours and individually 
spend more time watching. 

Generally, television viewing, 
while not at the 1955 peak, has 
settled down to the 1954 level, 
with the average person spending 
a little more than 11 hours in 
front of his set during weekday 
evenings. Described as a “high 
plateau,” this level of viewing is 
expected to continue unless major 
programming changes take place, 
according to Gerald Tasker, vp 
and director of research at the 
agency. 

There has been an increase in 
what the report calls “gregarious 
social activities,” as well as an in- 
creasing tendency to be more se- 
lective. 


@ When they are watching their 
video screens, adults are likely to 
spend more than three hours 
nightly doing so; teen-agers, two 
hours and 25 minutes, and children 
under ten. two hours and ten min- 
utes. 

Visiting and entertaining in 
Videotown has risen from 10% in 
1955 to 12% in 1956 and “going 
out” has also increased this year. 

Magazine reading, which had de- 
creased severely during the first 
year of tv ownership and then 
gradually rallied, dropped below 
the 1955 level this year. Weekday 
movie going also suffered a set- 
back, reversing an upward move- 
ment in the last two years and 
dropping to the level of early tele- 
vision years. 

“It may be that, as in the case 
of tv, both movie-going and mag- 
azine reading are on a plateau, 
and for a time will show slight ups 
and downs from year to year,” the 
report concludes. 


® Radio, severely affected by the 
introduction of television in Vid- 
eotown, has seen a siow, steady 
return. The percentage of all peo- 


Bought by the men 


The PHOTOMATIC Co. 


53-59 f, lilineis st. 11, i 
Phone Wilieheil 4-300 
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1 7 can only conclude this lawsuit re- | U. S. district court, Chicago. 
Le gal Troubles of S unkist Growers Grow with | sults from failure of the RaclinCo.| Realemon charged the defend- | motion by Sunkist to dismiss the ae 


ili i. 7 to induce the two defendant co-|ants and their member growers 
F. iling of New $1 2,1 00,000 Anti-Trust Suit operatives to discriminate in favor had conspired to destroy Realem- 
/on’s business, using control of 85% 
| to 90% of U. S. lemon products as 


(Continued from Page 2) In replying to the charges, F. R.| of the Raclin Co.” 
customers to buy other citrus prod-| Wilcox, assistant general manager | 
ucts to get lemons, it charges. of Sunkist, asserted there is no # The new suit is similar to a $6,- a weapon. 


A further charge says that Sun- | foundation for them. 


4 


500,000 civil damage suit filed) Just two months ago Sunkist 
kist is boycotting H. L. Raclin &| “Sunkist Growers and Exchange | under anti-trust laws which was|and Exchange Lemon filed a 
Sons and other processors compet-| Lemon Products Co. have treated| brought against Sunkist and Ex-j|counter suit against Realemon, 
ing with Sunkist and its subsidi-| the Raclin Co. fairly. They have|change Lemon Products Co. by!|which seeks treble damages of 
ary, and is attempting to drive) consistently refused to discrim- | Realemon-Puritan Co., also a Chi- | $14,202,000. The suit charges Rea- 
Raclin from the lemon-processing inate in favor of the Raclin Co.|cago lemon-processing company.|lemon with anti-trust and pure 
field. |against other customers, and we The suit currently is pending in food law violations. At that time, 


American Machinist 


HELPS YOU SELL... 


Metalworking plants such as Tappan Stove Company 
where 90.65% of purchase dollars go for machinery, 
materials, parts and supplies needed for production 


THIS PURCHASING PATTERN is evidence of the volume buying decisions 
made by Metalworking company production engineers and executives 
all over the country. 


These same men continuously strive to execute intelligent purchases 
by judicious selection from dozens of competing sources. 

A problem in itself ... a problem of capturing top value for 

each dollar spent. 


To help you establish the most favorable climate for selling 

your brand — put your advertising in American Machinist. 

It is actively read by over 38,000 Metalworking production engineers 
and executives — many thousands more than subscribe to any 

other Metalworking magazine. 


In this way you'll maintain your brand identification . . . 
build brand preference . . . sell the merits of your products to the 
people who count. 


who buy for Metalworking... 


McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 
McGRAW-HILL BUILDING, NEW YORK 36, N.Y. 

PUBLISHED EVERY OTHER MONDAY 

MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS 

AND THE ASSOCIATED BUSINESS PUBLICATIONS 


atte, 


47 
Judge Joseph Sam Perry denied a 


Realemon suit. 


® Sunkist suffered a setback in 

the legal wars early this year 

when a U. S. district court in 

Glendale, Cal., awarded damages 

of $1,500,000 to Winckler & Smith = 

Citrus Products, Anaheim, Cal. 

(AA, Feb. 20). BY 
Winckler &’ Smith, which had ie 

been in bankruptcy, claimed that “g 

Sunkist and other defendants had 

sold oranges for juice to two com- 

peting companies in 1951 at ap- f 

proximately half the price that it <3 

was paying, and that bankruptcy a 

resulted from the action. 


Beer to Co-Sponsor Pirates 

The Atlantic Refining Co. has a 
sold co-sponsorship of tv and radio 
coverage of the Pittsburgh Pirates’ 
1957 baseball games to the Pitts- 
burgh Brewing Co. 


Ahrensdorf Moves Offices 
Robert E. Ahrensdorf & Associ- 

ates has moved to new offices at 

5720 Wilshire Bivd., Los Angeles. 


In their homes, in their cars, for the 

best in news, music and sports, con- 

sistent high tune-in night and day 

proves that WJBK is 

PART OF DETROITERS' 

DAILY LIVING 

To reach deep into the pocketbook 

of this big-spending morket, take 

advantage of this fact! Make WJBK 
PART OF EVERY 

DETROIT RADIO BUDGET 


AM-FM 


1SODRG ae 


—, 


STORER BROADCASTING COMPANY 


Vics Pres. In Charge of Seles | 
198 E.S7¢h How York 22,488 8-853 | 
Represented by 

THE KATZ AGENCY, INC. 


See Pages 22 and 23 

for the latest in the 
STORER BROADCASTING COMPANY 
“Americana” Series 
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not due for completion until March, 


Fensholt Adds Oak Mfg. Levin Named WWON Manager| This Week in Washington... ae 


Fensholt Advertising Agency, Zel Levin, formerly an account 
House Group Probes Auto Horsepower 


. © a 
Fillets Import Duty: The Tariff 
Commission’s new report recom- 
mending increased duties on im- 


Chicago, has been appointed to executive of L. C. FitzGerald Inc., 
handle advertising for Oak Mfg. Providence, has been named gen- 
Co., supplier of components to the eral manager of WWON, Woon- 


radio and tv industries. 


socket, R. I. 


White Sands Proving Grounds near 
El Paso, is the research center of 
Army and Navy recket experiments. 
Millions are spent here annually. 


This is a swell place te de Business! 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


By Stanley E. Cohen 
| Washington Editor 

WasHincton, Oct. 18—Heavy 
|stress on horsepower and “get 
away” in modern American cars 
lis leading to a new legislative 
problem which seems certain to 
envelop the automobile industry 
|mnext year, and probably for several 
| years to come. 

With a minimum of fanfare, a 
| House commerce subcommittee has 
|been touring the testing grounds. 
In all probability this subcommit- 
tee is going to provide the new 
Congress with a draft of legislation 
seeking to fix some kind of mini- 
|mum safety standards for new au- 
tomobiles. 

Much as they fear this congres- 
sional intervention, some auto in- 
| dustry people feel it is inevitable. 
| This year the commerce committee 
| put through a bill requiring refrig- 


erator manufacturers to put safety 
releases on their products. It is a 
simple step from the refrigerator 
“death trap,” which claims rela- 
tively few lives, to the automobile 
which brings tragedy to thousands 
of families each year. 


® While the problem will be ap- 
proached in the next Congress, the 
industry probably has several more 
| years to try to do something on its 
/own. The commerce committee still 
has no solid idea of the kind of 
| safety standard that will be need- 
ed. Moreover, it undoubtedly will 
withhold final judgment until it 
receives results of studies just get- 
| ting under way at the Bureau of 
| Public Roads to determine the ef- 
| fect of speed and horsepower in 
causing accidents. This study, 
which was authorized as part of 
the highway program this year, is 
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“Dammit, | know the merchandise is here! Where's the advertising?” 


Is the advertising allotted to the markets with the greatest sales and potential? 
Take another look at Salt Lake-Ogden-Provo, one of the first forty markets* 


TRI-CITY 549,000 pop.** 137,800 TV homes (88% UNDUPLICATED) 
28-COUNTY MARKET 846,200 pop.** 209,000 TV homes 


KUTV 


KTVT 


KSL-TV 


CHANNEL CHANNEL CHANNEL 
tne Ketz Agency, inc. CBS-TV Spot Sales 
sdeael Gameanemees Matera! Representatives Notional 
A.B.C. N.8.C. c.B.S. 


* * Sales Management—40th largest * Standard Rate & Data Service—35th largest + + Sales Management 1956 


ported groundfish fillets doesn’t 
make life easier for President Ei- 
senhower. The commission finds 
fillets are being imported in in- 
creasing quantities, to the detri- 
ment of the domestic fish indus- 
tries. It wants the duty to go from 
1%¢ per pound to 2.8¢. 

The President’s instincts would 
undoubtedly prompt him to help 
the domestic fishing people, partic- 
ularly the hard-pressed New Eng- 
land fisheries. On the other hand, 
he has to keep an eye on our 
relationships with the countries 
which ship the fillets to the U.S. 
market. As he ponders his deci- 
sion, for example, Secretary of 
State John Foster Dulles is search- 
ing for a way to improve our re- 
lationships with Iceland. Exporting 
of fish products is a basic Icelandic 
industry. Our chances of reaching 
a workable settlement on the man- 
ning of air bases which we current- 
ly operate in Iceland hardly would 
be improved tf anything happened 
at this time which injured Iceland’s 
fishing industry. 

* os 

Protests Credit Limits: The U.S. 
Chamber of Commerce has regis- 
tered strong opposition to proposals 
for stand-by authority which 
would enable the Federal Reserve 
Board to place peacetime limits on 
the volume and terms of consumer 
credit. 

Under instructions from the 
President’s Council of Economic 
Advisors, the Federal Reserve 
Board has been soliciting opinions 
from hundreds of business organi- 
zations concerned with consumer 
credit problems in an effort to de- 
termine whether legislation should 
be recommended to the next ses- 
sion of Congress. 

The Chamber complains that 
credit controls are unfair to low 
income groups. It warns that no 
matter how wise or objective the 
Federal Reserve Board tried to be, 
controls of this type would evoke 
all sorts of public outcry, political 
pressure and pleas for special 
treatment. 

* ° r 

Lunch and Tax Deductions: In 
a ruling dealing with tax claims 
by Red Cross volunteer workers, 
the Internal Revenue Service re- 
calls that the business man’s noon- 
time meal mustn’t be treated as a 
business expense. 

While the Internal Revenue 
Service will let Red Cross workers 
treat the cost of their special uni- 
forms as a contribution, it won't 
let the volunteers take a tax deduc- 
tion for the meals they eat while 
serving. 

By its very nature, the Internal 
Revenue Service says, the meal is 
about as personal as any expense 
can be. It is purchased and con- 
sumed primarily to satisfy the in- 
dividual’s personal needs rather 
than to benefit the organization. 

The ruling notes the tax court 
has already stated: “Though a 
business man’s suit, a saleslady’s 
dress and an accountant’s glasses 
are necessary for their business, 
such necessity does not overcome 
the personal nature of these items 
or make them deductible as busi- 
ness expenses.” 


Chapman Joins McKinney 
Harry C. Chapman, formerly as- 
sociated with the industrial prod- 
ucts department of Westinghouse 
Electric Corp., has joined the 


|client service division of Harris D. 


McKinney Inc., Philadelphia. 
Sweet Adds Chandler-Evans 


Chandler-Evans’ division of 
Pratt & Whitney Co., West Hart- 
ford manufacturer of accessories 
for aircraft engines, has named 
G. F. Sweet & Co., Hartford, to 
handle its advertising. 
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Chicago homemakers get bright buying ideas in coor these days 
from “Bob and Kay with Eddie Doucette.’ This mid-day WNBQ 
favorite (12:30 to 1:30 pm daily) currently sells in coLor for such 
leading advertisers as American Home Foods, Commonwealth 
Edison, Coty, Inc., International Cellucotton, Rockwood Candy, 
Sears, Roebuck and Co., and the Texas Rice Assn. 


The stars of thts show—Bob Murphy, Kay Westfall and Chef Eddie 


WNB 


. 
a ea : ‘ ) ie . 


Doucette—have sold successfully for more than 200 advertisers on 
WNBQ since 1950. And “Bob and Kay with Eddie Doucette”’ is 
only one of many programs included in the more than 30 hours of 
local WNBQ coor now presented weekly for over 40 local and 
national spot advertisers. 


This is your cue to sell in cotor, too. By all means, the place to do 
that is WN BQ, where cotoris proven through and through. 


SPOT SALES 
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Newspaper Publishers Should Take Hard 
Look at Local, National Ad Rates, Says Dibert 


Cuicaco, Oct. 16—Newspaper 
publishers should re-examine 
their local and national advertis- 
ing rate structures to determine 
whether they are getting the op- 
timum revenue from both sources, 
according to George Dibert, vp of 
J. Walter Thompson Co., Chicago. 

“There seems. to be no valid 
reason for the publisher to run 
any retail advertising at an actual 
loss,” Mr. Dibert said in a talk 
before the ninth annual meeting 
of the Institute of Newspaper 
Controllers & Finance Officers. 
“Yet this would appear to be the 
case, at least in some instances 
where retail rates have not kept 
pace with rising publication costs.” 


® Publishers should try to meas- 
ure the tremendous investment 
made in their newspapers by na- 
tional advertisers, but which is 
being counted and paid for as re- 
tail advertising, he said. 
“This, of course, is perhaps an 
illegitimate offspring of coopetat- 
ive advertising; that is, advert 
ing in which the advertiser partic 
ipates in the advertising of his 
dealer,” Mr. Dibert said. “It is a 
common practice in practically all 
product classifications—applianc- 
es, foods, drugs, jewelry, hardware 
items—you name it.” 
Mr. Dibert pointed out that in 
some, but not all, cases the nation- 
al advertiser pays more than the 
local rate. 
“In the food field, for example, 
there is a widespread use of the 
national rate as compensation to 
the retailer for participation in his 
advertising which he pays for at 
the local] rate. 


e “This results in a_ situation 
where some retailers are actually 
making a profit out of newspaper 
advertising without having the 
headache of publishing, editing, 
buying paper and ink and meeting 
a payroll,” Mr. Dibert said. 

A JWT study of 18 retail grocery 
accounts during a certain week 
disclosed that for every $1 spent 
by these 18 stores, 93¢ was recov- 
ered from the manufacturers of 
nationally advertised products who 
participated in the advertising. 

However, for this 93¢ only 42% 
of the actual linage purchased was 
devoted to these products. About 
43% of the linage was used for 
private label or store brand prod- 
ucts, while 15% was devoted to 
nationally advertised products for 
which the store received no return 
in the form of co-op advertising, 
Mr. Dibert said. 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex- 
pensively since 1886. 
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“One chain was actually receiv- 
ing $1.79 in return for every dollar 
it spent,” he said. “The 79% profit 
in this case was equivalent to 
adding five additional store units 
to its present total.” 

The first step in the direction of 
equalizing local and national rates 
might be the establishment of dis- 
counts for real quantity usage— 


|“enough to keep the advertiser is not nearly what it should be, 


compared with the over-all ex- 
pansion of our total economy and 
|total advertising investments. 
The growth of national adver- 
tising linage has not kept pace 
with growth in other forms of 
newspaper advertising, he added. 
Mr. Dibert asked the controllers 
if there were any valid arguments 
today for charging a national ad- 
vertiser more than a retailer. He 
questioned if three of the original 
reasons for the higher national 


interested and active on a year- 
round basis,” Mr. Dibert said. 
Publishers also might be wise, 
in the next few years, he added, 
to take a look at the local rate card 
first before turning to the national | 


advertiser for sources of addition- 
al revenue to pay higher publish - | 
ing costs. 


® Mr. Dibert pointed out that the 
growth of national newspaper ad- 
vertising linage and expenditures 


Advertising Age, Cctober 22, 1956 


rate would be justified under to- 
day’s conditions. 


s James Butz, assistant director 
of advertising and public rela- 
tions-sales promotion, Wilson & 
Co., urged newspapers to increase 
their merchandising efforts on be- 
half of advertisers. 
“Merchandising a large space or- 
der is a very important function 
of newspapers,” Mr. Butz said. 
“Making checks to see that our 
product is on hand and displayed 


You reach More architects and 


engineers MOFre economically 


in Architectural Record... 
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prominently on store shelves is 
another valuable merchandising 
tool of the newspaper. 

“Another. is helping our sales- 
men obtain tie-in ads on our prod- 


ucts. The most important single | 


service newspapers can render is 
to help advertisers obtain product 
displays in stores. 

“At Wilson, we don’t necessarily 
purchase any medium because of 
its merchandising activities. How- 
ever, we consider it a plus factor. 
In some cases, the merchandising 


activity of a newspaper can be the 
'deciding factor as to which paper 
we will buy in a town.” 

Mr. Butz was critical of the lack 
of interest shown by many news- 
papers in merchandising activi- 
ties. Last year, he said, Wilson 
invited 125 newspapers to compete 
in a merchandising contest run by 
Wilson. Only seven of the 125 pa- 
pers competed, he said. 

To improve relations with Wil- 


son & Co., sales representatives | 
of newspapers should not call) 


without appointments, and should 
not keep asking for advertising in 
areas where Wilson doesn’t have 
distribution, Mr. Butz said. 


Arnone to McFadden & Eddy 

Tony Arnone, formerly public 
relations consultant, has joined 
McFadden & Eddy Associates, Cul- 
ver City, Cal., public relations, as 
account representative for Marine- 
land of the Pacific, Palos Verdes. 
He will maintain an office at Ma- 
rineland. 


Rexall Launches 
New Liquid Pain 
Killer Called Thru 


Los ANGELEs, Oct. 16—Rexall 
Drug Co. has announced its entry 
in the $70,000,000-a-year external 
analgesic market via its new liquid 
analgesic Thru, which will be of- 
fered for sale Oct. 28. 

Thru will be launched with an 
ad campaign in magazines, Sunday 


... the largest engineer circulation: 


... the largest combined architect 


and engineer circulation: 


in Architectu 


... the largest architect circulation: 16,799 


9,687 


Terminal Building, Lambert— St. Louis 
Municipal Airport, St. Louis, Mo., 
frst presented to architects and engineers 


ral Record. 


Architects; Hellmuth, Yamasaki & Leinweber. 
Photographer: Hedrich- Blessing . 


In the architectural field, one magazine, Architectural Record, offers building product advertisers 


At 

the lowest 
cost per 
page 

per 1,000 


26,486 ........... 922.65 


Architectural Record’s largest—and most concentrated 
—circulation among the nation’s active architects and 
engineers results from: 

1. Exclusive editorial concentration on the working needs and 
interests of architects and engineers (a basic reason why 
architects and engineers have voted Architectural Record 
their preferred architectural magazine in 87 out of 94 reader- 
ship studies SPONSORED BY BUILDING PRODUCT MANU- 
FACTURERS AND ADVERTISING AGENCIES). 


2. Accurate circulation development among architects and 
engineers known to be active through daily Dodge Reports 
of building activity. 

Translating circulation into market coverage, statewide 
checks of Dodge Reports show that Architectural Record’s 
architect and engineer subscribers are responsible for 
planning over 85% of the total dollar value of all 


architect-planned building, non-residential and residen- 
tial, large and small. 

Circulation leadership, top verifiable market coverage and 
steady reader preference explain why in 1956—for the 
tenth consecutive year—more building product adver- 
tisers are placing more advertising pages in Architectural 
Record than in any other architectural magazine.* 

*In the 1st eight months of 1956, Architectural Record carried 407% 
more advertising pages than the second magazine in the field, 64% 
more than the thied magazine. 


Architectural 
Record === 


architect and 
engineer” 
119 West 40th Street, New York 18, N.Y. 


newspaper sections and medical 
| publications. The schedule includes 
| page ads in Parade and This Week 
Magazine and comparable space in 
58 independent Sunday newspaper 
and comics sections; spreads in 
Modern Medicine, Medical Eco- 
nomics and Current Medical Di- 
gest and the featuring of Thru in 
Rexall’s regular November multi- 
product ad in Farm Journal, 
Household, Life, Look, The Satur- 
day Evening Post and Progressive 
Farmer. 


® Distribution of Thru will be lim- 
ited to the 10,000 independent drug 
stores with a Rexall franchise. 

In describing the new product a 
company spokesman said, “Our 
new liquid pain-killer goes directly 
through the skin. getting to the 
very core of pain, and will bring 
quick, positive relief where it 
hurts. This is relief you can get in 
no other way except by an injec- 
tion. Thru is not a counter-irri 
tant.” 

Batten, Barton, Durstine & Os- 
born, Los Angeles, is the agency. 


TIME 745 
TABLE? 


When you're in 
a hurry to reach 
your sales goal, 
take the Lemarge 
direct mail way. 
Our completely 
mechanized mailing service 
gets you there on time. 


pias 
7 ag 
/ 
THE COMPLETE \ 
/MAILING SERVICE \ 


Market Research \ 
Mailing Lists 
Multigraphing | 
Imprinting 
Cutting & Folding 
Copy & Art 


Mechanical & Hand 
Inserting 


| 

| 

| 

Addressing | 

Terminal! Sorting | 

Scheduling & Stock | 
Con 

| 
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Working on 
a tight schedule? 
It’s time to call / 


— — eee eee eee eee 
Sie, 


417 SOUTH JEFFERSON STREET 
CHICAGO 7, ILLINOIS 
_ HArrison 7-1030 
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Retailers Expect 
*56 Yule Sales to 


Top ‘55 Record High 


ATLANTA, Oct. 17—Retail sales 
during the holiday season this year 
are expected to top 1955’s high by 
2 to 8%. 

That was the consensus here to- 
day of retailers from 35 states and 
the District of Columbia attend- 
ing a retail clinic jointly sponsored 
by the National Retail Dry Goods 
Assn. and the Atlanta Retail Mer- 
chants Assn. 

The anticipated brisk Christmas 
season is expected to push 1956 
sales to new peaks. Of the 200 
merchants participating at the 
clinic, 90% expect their sales vol- 
ume this year will exceed 1955 by 
about 5%. About 5% expect sales 
to climb 10% or better. Only 5% 
expect ’56 sales to show no appre- 
ciable gain. Of this group about 
half apprehend slight decreases in 
volume. 


® Profits this year are expected 
to keep pace with sales. A majority 
believe °56 profits will top ’55. 
Only a few believe ’56 profits will 
be less than a year ago. 

Increased volume and better ex- 
pense control are named as the 
chief reasons why ’'56 profits 
should be higher than in '55. 

Virtually all merchants at the 
clinic expect to match or increase 
their Christmas advertising budg- 
ets this year. Most of the increases 
will be spent for newspaper space. 
It is expected that the volume of 
direct mail will remain about the 
same as last year. Half the stores 
represented plan to issue Christ- 
mas catalogs. 


® Credit is expected to play a 
more important role in Christmas 
promotion than previously. About 
50% of the merchants plan to 
give credit more emphasis in their 
advertising this year. 

All but 25% of the merchants 
plan expansion programs in 1957. 
About 10% expect to build new 
branches. Most of the remainder 
will increase selling space in their 
stores. 

The NRDGA announced that a 
broad group insurance plan for the 
use of its 8,000 member stores will 
be put into operation shortly after 
Jan. 1. The plan is to be under- 
written by Mutual Life Insurance 
Co., of New York. 

The association also announced 
the election of Richard H. Rich, 
president of Rich's Inc., Atlanta, 
as a director and as chairman of 
NRDGA’s executive committee. 


RKO Elects W. B. Campbell 

Wendell B. Campbell has been 
elected vp for national sales of 
RKO Teleradio Pictures, New 
York. Formerly national sales 
manager for General Teleradio 
(which owns RKO Teleradio), 
Mr. Campbell will now supervise 
national sales for General Telera- 
dio’s owned and operated stations 
and for the Mutual Broadcasting 
System. 


NBC Ofters Free Salk Vaccine 

Three successive injections of 
Salk polio vaccine are being pro- 
vided free of charge to all Nation- 
al Broadcasting Co. employes un- 
der the age of 40. This is the sec- 
ond Salk vaccine program carried 
out by the NBC medical office. The 
first was prior to the Democratic 
political convention in Chicago 
last August. 


Schedules Salami Push 

A saturation radio campaign has 
been placed in Portland, Ore., by 
Bernard B. Schnitzer Inc. Adver- 
tising, San Francisco, on behalf of 
the Gold Gate Salami Co., pro- 
ducer of Galileo and Poletti 
brands Italian salami. Fine Foods 
Co. is the Portland distributor. 


yi? 


Horvitz Joins A. ]. Wood 

Daniel G. Horvitz, formerly an 
associate professor in the depart- 
ment of experimental statistics at 
North Carolina State College, has | 
joined A. J. Wood & Co., Philadel- 
phia, as statistical director. 


Simon Joins Bryan Houston 

Edward Simon, formerly with 
Kenyon & Eckhardt, has joined 
Bryan Houston Inc., New York, | 
where he will be in charge of con- 
sumer research. 


DIZZY-MAKING—The double-eyes here cause double-takes. The Union 
Pacific Railroad bulletin was erected by Foster & Kleiser. 


di 
q 


Advertising Age, October 22, 1956 
Shambroom Joins ‘Redbook’ 


Richard Shambroom, formerly 
assistant advertising promotion 
manager of Living for Young 
Homemakers, has joined Redbook, 
New York, as senior copywriter on 
the advertising promotion staff. 


Schmidt Named B&O PR Head 

William H. Schmidt Jr., former- 
ly executive editor of Railway 
Age, has been appointed pr direc- 
tor of the Baltimore & Ohio Rail- 
road. 


Founded 1906 / 


The marketing plan’s set ... you’re putting together the media list . . . every dollar’s 
got to work overtime. The businesspaper schedule takes tight analysis ...no big 


numbers game here—but sharp selectivity. 


Where do you start? If you're like many smart media buyers, it’s with the “blue 
sheet””—the ABC statement. This is your primary research . . . the place to look 
for the basic facts . . . the voucher for the blue chips! If it’s on the blue sheet, 
you know you can live by it... buy by it! That’s why ABC audited papers 


belong at the top—on any businesspaper list! 


All of the 160 members of Gp are proud members of 
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Potato Chip Bag 
Designs ‘Dismally 
Same,’ Landor Says 


Las Vecas, Oct. 17—“There is a 
dismal sameness about the eye ap- 
peal of nine out of ten potato chip 
packages on the market today,” 
Walter Landor, San Francisco in- 
dustrial designer, told members of 
the National Potato Chip Institute 
at their convention here. 


Instead of aiming competitive 
efforts at each other, potato chip 
manufacturers should fight other 
commodities through eye appeal, 
Mr. Landor said. 

He pointed out that potato chips 
are sold on the basis of freshness, 
crispness, flavor and the intangi- 
bles of “quality.” 

Mr. Landor said, “If I were to 
give advice to potato chippers on 
how to evaluate the merits of their 
own packages, I would suggest as 
a first step that you ignore what 


your friends and neighbors and | packages, because you are compet-| peting with yours for attention. 


employes think of them. You and | ing against other types of products | 
‘in the store as well. 


they are sold on them already. The 
question is how to sell to those 
who are not now buying your 
product. 


® “Step two would be to get an 
objective consumer test made or 
an intelligent evaluation by a top 
designer who understands food 
merchandising. It is not good 
enough to test the appeal of your 
package against competitive chip 


“As step three, forget your nat- 
ural fears about a change. There 
are ways to increase the appeal of 
your packages without destroying 
their identity, without losing any 
of your old customers.” 

Three appeals were termed as 
vital to a package by Mr. Landor: 

1. Impulse—the power to stop 
the eye of the shopper against the 
confusing array of packages com- 


2. Emotional—the power ito 
reach the consumer deep down in 
her subconscious, where “her heart 
strings release her purse strings.” 
3. Personality—the power to 
convert the casual shopper into a 
loyal friend. The power to make 
her feel there is a personality be- 
hind the product and one she can 
warm up to and feel friendly to- 
wards and unmistakably recognize 
out of the corner of her eye. 


Leo Burnett Names 3 VPs 

Leo Burnett Co., Chicago, has 
named three new vps. James Yates, 
who joined the agency last April 
after two years as exec vp of 
Reach, Yates & Matioon, New 
York, was appointed vp in charge 
of art. E. Lee Stanley, manager of 
the art department for the past 
year and a half and with the 
agency for 16 years, was named vp 
and manager of the art depart- 
ment. Howard W. Andersen, who 
has been with Burnett for nine 
years, was appointed vp and 
senior art director. 


‘Parents’ ’ Boosts LaRouse 

William LaRouse, a member of 
the fashion advertising staff of 
Parents’ for over ten years, has 
been named fashion advertising 
manager. 
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Two Join N. W. Ayer & Son & Son's New York office. Miss ; H 
ae Oe 0 Snr oe. | oe ace haaeehe eae Tea Council's New Ad Plans Are Aimed at — 
Brenner have joined the radio-tv writer; Mrs. Brenner worked with| Qwercoming Inertia of Would-Be Tea Drinker | 
copy and radio-tv traffic Fneeel tal director of publications at the Siew Wane, Oct. 26~Seeple, warm, Glentiy and velebed | 
ee RORPN EVENS, SFOs We AUF) ee eee really want to drink more tea, but | “like tea itself’—the council plans 
force of habit and “plain old in-| to convince people (1) that others 
ertia” are keeping them from it.) are changing to tea every day; (2) | F 
| That's the philosophy behind the | that it’s the natural and acceptable . 
S\new Tea Council campaign now thing to do; (3) that you don’t 
igetting under way on nighttime /need a special occasion or reason 
ih) | spot tv in 12 markets (AA, Oct. 1).| to drink tea; (4) that tea is some- | 
“The key word is change,” ac-| thing you drink for fun and pleas- | 
cording to Dewitt L. Jones, ac-|ure “any old time,” and (5) that) 
lcount executive on the Tea Coun- it’s better for you. 
cil account at Leo Burnett Co. | “Slice-of-life” advertising will | 
“We propose in our new hot tea | show real people in realistic situa- | 
advertising to make it easy for|tions, talking about their change 
these people to overcome habit|/to tea and the pleasure it has | on ft se = ~ rear 
and inertia, and to maKe the given them. Tne entire budget will | oe Op & charge of esis reads 
change to tea,” he said. Through|be expended on 20-second and|i"9 @7d sales promotion of Ben 
such tactics, the group hopes for|10-second tv spots during the|S@ckheim Inc., New York, has 
a continuing 2% sales increase per|evening hours when the family | been appointed director of adver- 


year over the next five years. audience is largest, “since chang-|tising and sales promotion of 
es ing to tea is a family decision.” | Jacoby-Bender, watch band man- 
@ Through advertising _‘that’s| Mr. Jones asserted. ufacturer. 


| “The 20-second spots will carry 
the brunt of the attack with the 
full selling story,” he explained. 
“The 10-second commercials are 
designed to register a single im- 
portant idea about tea, and will be 
used to reinforce the main effort.” 
This will be the fifth year that 
television has been used exclu- 
sively in the hot tea campaign. 


® The theme “Change to Tea” 
will be voiced again and again, 
along with the line, “better for 
you.” Also the council’s slogan- 
jingle-symbol, “Take tea and see,” 
introduced in 1951, will be used 
intensively again this year. 

This advertising is not aimed at 


COop t\ \ the 19% of the U. S. population 
E who already drink tea at least once 
a day. Nor is it aimed at those 
‘ confirmed drinkers of “that other 
" hot beverage,” Mr. Jones ex- 
plained. 

That last type of sale is a back- 
breaker to make, Mr. Jones ad- 
mitted. In fact, research shows 
that real coffee drinkers must be- 
come “really upset over their bev- 
erage habit before they will so 
much as consider a change. They 
are indifferent, if not actually hos- 
tile, to the idea of a change,” he 
said. 

The campaign, instead, _ is 
aimed at two other groups which 
make up over 50% of the country’s 
population: the “some time” tea 
drinkers and “the people who tend 
to worry about the number of cups 
of the hot beverage they hoist 
every day.” These people continue 
to drink “that hot beverage” but 
with misgivings and vague feel- 
ings of guilt, Mr. Jones told the 
group. “They may attribute indi- 
gestion, jitters, sleeplessness or 
even poor health to their hot bev- 


FULL R. O. P. 
erage habit—and they’re ripe for 
conversion to tea.” 


AVAILABLE IN s hc ea 
fs the campaign will stress “pleasure 

’ . ° ay, without penalty’—that tea tastes 

The West's Favorite Evening Newspaper ; good, stimulates yet relaxes, it's 
tee; companionable and vigorous (“a 

virile drink, hearty and substan- 
tial”) but it does not disturb di- 


The Los Angeles Evening gutien, latattore with eatp 
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; cause nervousness. 
a | Care will be taken, though, not to 


ae ‘overstress the “no penalty” as- 
xi pects lest “we risk making tea a 
- fie sort of patent medicine—some- 
a thing you take only when you're 
Pon off your game,” Mr. Jones warned. 
— * 
For Details and Reservations contact 


The campaign will run from Oc- 
tober through February in 12 mar- 
MOLONEY, REGAN & SCHMITT, INC. 


kets, Baltimore, Boston, Chicago, 
Cleveland, Detroit, Los Angeles, 
New York, Philadelphia, Pitts- 
burgh, Providence, San Francisco 
and Washington. 

“Nighttime tv was selected be- 
cause the nighttime tv audience 
is five times bigger than the day- 
time audience,” Mr. Jones as- 
serted. “Furthermore, nighttime 
spots deliver the family—the unit 
that makes the decision to change 
to tea.” 
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Reprinted in its entirety from Business Week 
ECR NEN RE 
Issue of September 22, 1956 


. 


For years, respectable Philadelphians shunned 
the Daily News and its preoccupation with 
crime and gambling. But last week’s start of 
home delivery marks a change as... 


Philadelphia’s scandal sheet goes legit 


TAID PHILADELPHIA awoke one morning 
last week to find it had a third citywide 
daily newspaper again for the first time in 
nearly a decade. The city also had what 
appeared to be the makings of an all-out— 
and possibly bloody—circulation war onsits 
hands. 


The upstart that caused all this commo- 
tion is the tabloid Philadelphia Daily News, 
no newcomer to the town. Founded in 
1925, the Daily News has had only spotty 
circulation till this week’s wider distribu- 
tion. It had given no signs of going big- 
time until millionaire building contractor 
Matthew H. McCloskey (below) began 
buying it up two years ago (BW—Jul. 24 
‘S54, p. 32). 


Last week the revitalized Daily News 
started its first home deliveries with a spe- 
cial early morning edition. It looked like 


the first serious threat to the big (daily cir- ° 


culation, 635,000) Philadelphia Inquirer 
since J. David Stern’s Record folded in 
1947. The Inquirer is owned by heirs of the 
late Moses L. Annenberg, who established 
a reputation as a tough adversary in a cir- 
culation scrap. 


The bid for home readership (the Daily 
News previously was sold only at news- 
stands) really got under way in August, 
1955, when McCloskey bought up a major- 
ity of the stock—he started with about 
12%, now owns upward of 90% of the 
shares. Three months later the paper had 
changed just about everything but its name. 


* The “Dirty” News—There was room for 
improvement. The only thing conservative 
about the paper’s editorial content was its 
political slant—for years it strongly sup- 
ported a local Republican faction. Its huge 
black headlines were devoted chiefly to 
crime and scandal. Dope on horse-racing 
occupied most of the remaining space. 
Many Philadelphians referred to it as the 
“Dirty” News. never let themselves be 
caught reading it in public. 


Circulation ranged from 130,000 in 1951 
to 148,000 in 1953. The News hit its top 
1954, 


circulation mark of {83.000 in 


PUBLISHER Matt McCloskey is a big contractor, 
with Penn Center projects. 


thanks to its “Lucky Bucks” contest, which 
offered big cash prizes for dollar bills bear- 
ing serial numbers that were listed daily in 
tae paper. Still the readership was so highly 
concentrated that it was distributed by cir- 
culation men in 40 automobiles. Sales were 
highest at stands near downtown bars and 
in the down-at-the-heels residential sections 
of South Philadelphia. 


* Poor Relation—The News always re- 
garded itself as only a poverty-stricken 
relative of the Inquirer and the Evening 
Bulletin (daily circulation, 697,000). Its 
staff was much smaller (editorial, 46 people 
in 1954) and lower-paid. Advertising never 
got much above 5-million lines annually. 
Equipment was aged. Editors complained 
of having to work in overcoats during the 
winter. When McCloskey took over he gave 
the News offices their first coat of paint in 
17 years. 


Yet the paper managed to show a small 
profit pretty consistently over the years. 
This was probably because the plant also 


‘handled a sizable volume of commercial 


job printing. 

How the mechanical force found time 
for job printing is something of a mystery. 
The News regularly printed five editions 
between 8:15 a.m. and 3:30 p.m., and ex- 
tra editions were frequent. Some Philadel- 
phians still swear the paper put out an 
“extra” whenever a local college team 
played a football game. 


* New Broom—McCloskey became chair- 
man of the paper’s board of directors when 
he bought his tirst block of stock, and pub- 
lisher, too, when he purchased control. 
That ended the paper’s strong Republican 
bias. Under Publisher McCloskey, who also 
is treasurer of the Democratic National 
Finance Committee, it is squarely on the 
other side of the fence now. 


More important, he has expanded the 
staff and started buying new equipment. 
The editorial force now numbers 114, and 
Editor Bernard A. Bergman is still looking 
for more people. The advertising staff has 
grown from 45 to 65. More than 100 new 
trucks have replaced the cars previously 
used by the circulation department. A few 
weeks ago, McCloskey put up $1.4 million 
for new presses that will permit the News 
to print in four colors. 


* Top Team—McCloskey makes no bones 
about his lack of newspaper knowhow. 
But, after a few false starts, he appears to 
have settled on a management team for his 
paper that will relieve him of most of the 
details. 


President of the Daily News is Harry T. 
Saylor, who was editor of the Record from 
1929 until the paper folded after a long 
strike by editorial employees. General Man- 
ager and Vice-Pres. David M. Podvey also 
is a former Record staffer, but he was 
business manager of the Inquirer when 
McCloskey lured him to the News. Editor 
Bergman, another Record alumnus, is a 
director and the third member of the top 
management group. 


* Boss Without Office—McCloskey main- 

tains no office at the News building. He 

holds the purse-strings, of course, but inter- 

feres with none of the day-to-day opera- 
Cs 


tions. With the political campaign getting 
into high gear, he is out of town so fre- 
quently that Saylor, Podvey, and Bergman 
rarely even see him these days. 


That’s where the liaison job of William 
Klemm Stewart fits in. A lawyer and ac- 
countant by training, Stewart was plucked 
by McCloskey from his construction busi- 
ness staff to serve as secretary-treasurer of 
the News. He takes money problems to 
McCloskey, comes up with his own answers 
if the boss is unavailable. 


* Translator—‘We explain to Bill what we 
want to do and why it makes sense to do 
it,” says Podvey. “He takes our explanation 
out of newspaper jargon so he and Mc- 
Closkey can run it through the accounting 
machines. Fortunately, they have come up 
with the same answer, in terms of dollars, 
that we have in most cases so far.” 


For example, Saylor and his two col- 
leagues explained to Stewart the need for 
the new presses in terms of the faster and 
larger press runs and the demand of ad- 
vertisers for color. Stewart and McCloskey 
weighed the cost of the presses against 
anticipated new revenues they might pro- 
vide and the cost of maintaining the old 
equipment. 


* Tough Decision—Last November the 
Daily News management team felt it was 
ready to make drastic changes in the paper. 
The editors had already toned down the 
lurid crime coverage and curtailed the 
horse-racing news. Next step was to break 
the last links between the News and its old 
readers. Here’s how it was done. 


The toughest step was to kick out of the 
paper “objectionable” advertising—mostly 
trom racing information services and 
patent medicine makers. This cost the 
News more than $100,000 of already 
skimpy ad revenues. 


* Readers’ Revolt—Just as tough to take 
was the reaction of old readers to a further 
cutback on crime news and the termination 
of the “Lucky Bucks” contest. Circulation 
slumped from 179,000 to 135,000. But by 
last month it had climbed back to 176,000. 
And in the first week of the home delivery 
service, News staffers estimated they had 
signed up nearly 27,000 subscribers. 


“It’s too early yet! to tell how the early 
home edition sales will affect our later 
editions,” says Podvey. “But so far it looks 
good. We have had to increase the press 
run for some of the later editions. it 
looks as if we'll wind up with a very sub- 
stantial net gain.” 


No one at the News is grieving over the 
heavy loss of old readers. Ten months of 
respectability have paid off with a new 
type of readership—suburban commuters 
and housewives. 


“That's why we have to have more than 
twice as many vehicles to distribute fewer 
papers,” explains Podvey. “Now we have 
readers all over the city and in all the sub- 
urbs.” 


+ Jackpot—But the big payoff has come in 
the form of increased advertising. Total 
advertising linage jumped last year, and is 
soaring even higher this year. It ran to 
6,407,000 lines in 1955—1.177,000 lines 


more than the year before. For the first 
eight months of this year, News advertisers 
have used 200,000 lines more than in the 
same period of 1955. With the heaviest ad- 
vertising months of the year still ahead, the 
News is a cinch to better last year’s record. 


News salesmen have a potent sales pitch 
for local merchants. They can point to a 
growing paper that’s attracting a lot of at- 
tention locally. Yet its circulation is still so 
small that it sells space at rates averaging 
one-third to one-half those of its big rivals. 


The News has worked with advertisers 
who would not have dreamed of using it a 
couple of years ago—several department 
stores, specially shops, Sears, Roebuck, 
and local food chains. 


+ On the Horizon—Management of the 
me is confident, but it sees a long road 
ahead. 


“We have taken just the first few steps 
toward building a newspaper that will com- 
mand real public acceptance,” says Harry 
Saylor. “We are gratified. with the results. 
But you can’t put any time limit on how 
long it takes to build up a good metropoli- 
tan daily.” 

Though they won't taik about circulation 
"pee it’s a pretty good bet that Saylor and - 

is associates are aiming at the 250,000 
total held by the old Record when it shut 
down. Philadelphia newsmen have long in- 
sisted that no other local paper ever won 
over a majority of the Record readers. The 
Record’s influence is strong at the Daily 
News—in its emphasis on sharp, breezy re- 
porting as well as in its Democratic sym- 
pathies and in the background of its man- 
agement. 


Local newsmen wouldn't be surprised to 
see the News eventually drop one or more 
of the three editions that are printed be- 
tween 11:30 a.m. and 3:30 p.m. That would 
permit it to concentrate on the morning 
readership potential. 


Saylor says he is not even —— a 
Sunday edition..One good reason probably 
is that the Bulletin and Inquirer have all the 
top comics and feature sections sewed up. 


* Chances of War—Podvey, who should 
know after working 17 years for the In- 
quirer, flatly predicts there will be no old- 
style circulation war with the Daily News’ 
big morning rival. 

“In the first place, times have changed,” 
he argues. “No one can go around beating 
up circulation men and wrecking trucks as 
they did in the 1920's. And I’m sure that 
Walter Annenberg [present publisher of the 
Inquirer] wouldn’t stand for that’ sort of 
thing. He’s not that kind of fighter.” 


Another thing that gives newsmen con- 
fidence is the backing of McCloskey. The 
publisher-contractor’s prestige and wealth 
make his newspaper an unpromising pros- 
pect for pushing around. 

Some other newspaper veterans have 
doubt on this score, however. Circulation 
men traditionally are tough customers, and 
no one has ever suggested that the inquirer 
staff is any exception to this tradition. It 
would be highly possible for News and 
Inquirer circulation men to get into some 
lusty brawls before either Annenberg or 
McCloskey could stop them. 


Jf, 


Ty cig) ih Wee > *( bee oie tia eS a ey 9 ee | ig a ce ae = a as = BO 0} tA Sot ar Y Pp 
aac: ae. Se ar Mee Me ee ee eee ee ag ae -: eo, kas oe ee Peas 
eee a  . eee ee Se eo ee lll i eo a ae 
Bie ae io on ‘(gaits a sf - oe 2 2 Cc ae ae Berra. one int 
. Sa es enema re. | a ae ‘eee (Aa ee ke -.. e 2a Ra > > Ages | Sat Riuve: 3 See agate ae Bao 
A : - rae) y. > at fr: 
{ 
| : 
S 
i] , tee 
} x 
| ee 
# - 
a ° eS 
. 
1 
he 
é 
| . ae ee : 
a : 
rf 
a " 
a 
e 
Baa ee 2 if 
te Te ae sl Pe re 
era hee » ie ‘ 2 
i Si eae si ; = 
‘oe A oe)” ae va Sy, 
brig cer 2 t 
oun ae a 
Lh > ee be 
Ee OP a 
is > ae.” a - 
Be ee od oe Saar i 
kee ae 3 . 
Fo), See op : a : 
ewes ae Ss - Fe 
Com = wR ween 2 
mer. oe re “ 
a An 2 ae wy PS 
2 SSE ; es : 
+ aa A 
- he 5 iF fal ' . 
te nota ‘es e: KF 7 
al > 2 Pa ir 2 ; 
Be nee B4 o ¥ yy - 
. a os . As y ™ 
<< ae, Oe 
ge eve = 
ee ee 4 a 
eee 4 Fa ee a Rees 
€ Pa ot ee ae Oe j 
r * — 4 P ‘ 
— ee : 
b - 


The Only Magazine 
Devoted 100% toa 
Vital New Market — 

With an Astonishing 
Growth Rate 


Write for full facts: 
ELECTRIC HEAT 
& Airconditioning 
2 W. 45th St., N.Y. 36, N.Y. 


American Motors Names Two 

E. B. Brogan and A. D. Gage 
have been appointed advertising 
managers of Rambler and Nash, 
respectively, of American Motors 
Corp., Detroit. Mr. Brogan, for- 
merly local advertising supervisor 
of Nash, joined the company in 
1951 as assistant to the car dis- 
tributor. Mr. Gage, formerly na- 
tional advertising supervisor of 
Nash, joined the company in 1946 


as advertising and sales promo- 
tion manager of the Nash export 
department. G. L. Staudt remains 
as Hudson advertising manager. 


Dixon Joins McCutcheon 


Homer Dixon, formerly on the 
Chicago staff of Good Housekeep- | 


ing, has joined Dale McCutcheon 
& Co., Chicago publishers repre- 
sentative, as a partner and exec 
vp. 


that 


“something: 
is still 
happening 
In 

Pittsburgh 


For several years now you've 
been hearing that “Something 
has happened in Pittsburgh.” 
And it's still happening— 
more than ever. Post-Gazette 
linage is up 11 per cent in the 
first nine months of 1956 over 
1955 — the biggest previous 
year in our history. These 
Media Record figures tell the 


Gomithing HAs 


YES! 


DEPARTMENT STORES 


Post-Gazette 
Sun-Telegraph 
Press 


1951to Three Quarters 
1955 1955-1956 
+ 293,236 + 161,627 
—647,093 —420,676 
+122,681 —143,077 


ALL OTHER RETAIL 


195lto Three Quarters 
1955 1955-1956 
Post-Gazette + 663,760 + 246,059 
Sun-Telegraph — 26,725 —237,275 
Press —228,291 + 300,283 
NATIONAL ADVERTISING* 
1951 to Three Quarters 
1955 1955-1956 
Post-Gazette + 331,533 + 363,912 
Sun-Telegraph — 51,180 + 229,295 
Press + 696,538 + 499,356 
TOTAL DISPLAY 
1951to | Three Quarters 
1955 1955-1956 
Post-Gazette + 1,288,529 +214,041 
Sun-Telegraph — 714,988 — 79,468 
Press + 665,053 + 251,634 
CLASSIFIED 
195lto Three Quarters 
1955 1955-1956 
Post-Gazette +215,462 + 771,598 
Sun-Telegraph — 65,396 —428,656 
Press +570,729 + 636,562 
TOTAL ADVERTISING 
1951to Three Quarters 
1955 1955-1956 
Post-Gazette + 1,551,862. + 985,639 
Sun-Telegraph — 744,965 —508,124 
Press + 1,307,151 + 888,196 


*General, automotive and financial combined. 
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Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Advertising Age, October 22, 1956 


| | Wow: wheres so good show Revo pane oil? 
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PEANUT OIL 


Try Ravo Peanut Oil... awexelled for ase iu the preparation af 


me - GD =- ES -- <fite> BE... 


WHAT’S GOOD?—Ray Vegetable Oil 

Co., Moultrie, Ga., is introduc- 

ing its Ravo peanut oil in mid- 

western markets with this 500-line 

ad, Otto & Abbs Advertising, De- 
troit, is the agency. 


JAMES M. NORTH 

New York, Oct. 17—James M. 
North, 70, editor of the Fort Worth 
Star-Telegram since 1923, died 
yesterday of a stroke at New York 
Hospital. He had come to New 
York Oct. 5 with his wife on a 
business trip. Mr. North had been 
with the Star-Telegram since 1906 
shortly after his graduation from 
the University of Texas. He was 
a leader in organizing the Texas 
Associated Press Assn., which to- 
day is the Managing Editors Assn. 
of Associated Press Newspapers. 
|Mr. North was a director of the 
| Associated Press for many years 
and a charter member of the 
American Society of Newspaper 
Editors. 


GEORGE MARES 

New York, Oct. 17—George 
Marks, 60, president and director 
of National Bellas Hess Inc., mail- 
order house, died yesterday while 
presiding at a stockholders meet- 
ing of the company in Kansas City, 
Mo. Mr. Marks was also president 
of National Bellas Hess Stores, an 
affiliated company. He joined the 
organization in 1914. During World 
War I he served overseas with the 
77th division and won a Silver 
| Sear for heroism. In 1930-32 the 
|company was reorganized into its 
| present form by Mr. Marks and 
|several associates, and he was 
| elected president in 1941. 


} 

JULES M. FRAPPIER 

MonTREAL, Get. 16—Jules M. 
|Frappier, 58, retired senior ac- 
|count executive with Cockfield, 
| Brown & Co., died Oct. 8 at his 
| home after a long illness. 

| Mr. Frappier, who was born and 
|educated in Montreal, was prom- 
inent in advertising and business 
circles. In 1920, the year of its 
founding, he joined National Pub- 
licity Ltd., which merged with 
Advertising Service Co. Ltd. in 
1928 to form Cockfield, Brown & 
Co. He retired last February. 


> 

T. EDWARD SANSCHAGRIN 

Cuicaco, Oct. 16—T. Edward 
Sanschagrin, 36, general manager 
of the sales promotion and train- 
ing division of Kling Studios, died 
Oct. 9 following an _ operation 
for a lung tumor. 
Mr. Sanschagrin, born in Phila- 
| delphia, joined Kling in January, 
1952. He was a specialist in dealer 
level merchandising with a wide 
range of practical selling experi- 
hoes 


Lorillard Opens New Plant 

| P. Lorillard Co. has opened its 
new $13,000,000 cigaret plant at 
Greensboro, N. C. The factory 
| will be able to produce at peak 
| capacity more than 25 billion cig- 
arets in a 250-day working year. 
‘Current employment is 600 which 
is expected to be doubled in a 
| year or less. All Lorillard’s man- 
ufacturing facilities are now con- 
| Sennen in the South. 
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Looking for me? 


— 
— — a 
Fee ewe wae ewe eee oeoem 


“Like you advertising people say, I'm one of the half million 
who read only one newspaper, the Detroit#Times 


@ “I'm here at least twice a week. Three men in the family, and all 
eaters. Mighty lucky Edgar has a good job. He’s a chemical engineer. 
We bought our house in Harper Woods when Edgar got his first pro- 
motion. We live pretty high on the hog (those are Edgar’s silly 
words). We’re just like a lot of people. When you can afford good 
things, you buy them. One of the good things we all enjoy, you ought 
to know about. 


“We read only one newspaper, the DETROIT TIMES. 


“You ask why? Answer’s simple. We get all the news. When it’s 
a big story, it’s all there. And the little news (the kind I read most) is 
kept little. That way we get to read a lot more that’s going on. I 
like the big columnists—they’re not in the other papers—like Lou- 
ella Parsons. Edgar reads George Sokolsky, his favorite, but Edgar 
wouldn’t miss a word Frank Morris or Al Kaufman writes about our 


local politics. 


“The boys are sports addicts and they memorize Joe Falls base- 
ball stories. I shouldn’t admit it, but I’m a walking model of Joan 
Dean’s fashion articles. And just look at me with all these groceries. 
Of course I have to read Prudence Penny’s food news. 


“You see, it’s the whole paper we like. They say things the way 
we think. 


“If you want to sell families like mine in Detroit (‘cause we read 
the advertising, too) remember, you can reach us through no other 
newspaper but the DETROIT TIMES.” 


Richest metropolitan market in the U.S. in terms of average income 
per family. National family average, $5,465...Detroit average, $7,320. 
Total number of families in the Detroit trading area, one million. 


By advertising in the DETROIT TIMES you reach about half the 
families in the Detroit Trading Area, the heart of the Michigan market. 


One of America’s Great Home Delivered Newspapers ¢ Represented Nationally by HEARST ADVERTISING SERVICE INC. © Offices in 15 Principal Cities 
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than to any single distributor Bankers Assn. Names Agency 
Each Brand Is On brand, Mr. Berner said. In addition The Mortgage Bankers Assn. of 
| while distributors and chains have America, Chicago, has appointed 
Its Own in Battle | done a good job in building attrac- Guenther, Brown, Berne, Calkin & 


; ° |tive stores and creating consumer Withenbury, Cincinnati, to handle 
With Chains: Berner |confidence in products and brands a nationwide advertising and pro- 
PHILADELPHIA, Oct. 16—The com- they handle, the fact remains, he motion campaign. 

petitive battle being waged be-| declared, that store loyalty is ac- 

tween manufacturers’ advertised tually less than people think. Shakespeare Boosts Two 
brands and distributors’ brands in| “I am confident that five years John R. Sides, formerly adver- 
the grocery business today, will be| hence both manufacturer brands tising manager, has been appointed 
decided on a product-by-product|and chain brands will still be administrative assistant to the vp 
and brand-by-brand basis by the| fighting it out, to the benefit of the in charge of advertising and sales 
American consumer. consumer ...,” Mr. Berner said. of Shakespeare Co., Kalamazoo, 


Advertising Age, October 22, 1956 


Mich., manufacturer of fishing Barton, Durstine & Osborn, De- 
tackle. At the same time, Thomas troit, and Robert Andrus, who was 
F. Bubin, a member of the adver- on the art staffs of Kenyon & Eck- 
tising department for the past hardt in Detroit and Benton & 
eight years, was named advertis- | Bowles in New York. 
ing manager. | 
| Taylor Joins Ingraham Co. 
Two Join FC&B’s Art Staff | Edward L. Taylor, formerly gen- 
Two art directors have been ap- eral sales manager of the Florence 
pointed to the Detroit staff of Stove Co., Chicago, has been 
Foote, Cone & Belding. They are named general sales manager of 
Richard Clarke, formerly part the E. ,Ingraham Co., Bristol, 
owner of an art studio in Detroit Conn., clock and watch manufac- 
and former art director of Batten, turer. 


This was brought out by Fred- 
eric G. Berner, vp of Market Re- 
search Corp. of America, before 
the local chapter of the American 
Marketing Assn. 

This contest between the two 
groups is one in which marketing 


“We must recognize that food 
chains and distributors are adver- 
tising and promoting many of 
their brands in much the same way 
as manufacturers,” he said. “They 
are a force that must be reckoned 
with by every manufacturer who 
advertises his own brand.” 


Mt or td ea How many magazines does it take | 


® In illustrating the strength of | 
national brands in the grocery 
field, Mr. Berner stated that in 30 
out of 40 grocery product classes, 
national brands accounted for) 
more than half of the total volume | 
in all grocery stores. 
In only 3 out of the 40 products 
(regular coffee, canned peas and 
margarine) was the national brand 
sha less than one-third of the 
total Wolume, said Mr. Berner. His 
figures came from reports of the 
National Consumer Panel, which 
gets weekly reports on grocery 
buying of a representative group of 
families. 
_ Mr. Berner then pointed to the} 
strength that chain labels have as-| 
sumed in the grocery picture. In| 
the major chains, such as Safeway, 
A&P and Kroger, sales of adver- 
tised brands on margarine dropped 
from about one-half of the total 
volume in 1947 to one-quarter in 


<at™ “ate 


1955, he noted. 

= On the other hand, he pointed MAGAZINE “A” . . . tops with Airframe Manufacturers — a 
out, the private label pattern on $6,540,000,000 business last year. Magazine “A” rings the bell with 
salad dressing is high in one chain | a 12,717 airframe distribution . . . 11,125 concentrated with the 21 


and low in another. Thus, he said, | leading companies who accounted for 91% of the dollar volume. 


the position of advertised brands) 
and of chain brands varies with) 
individual products. 

Two-thirds of all families shop. . - , — 
in both chains and in independent) ) ee 
groceries, and thus are exposed to. 
nationally advertised brands more 


Explanation: ~- 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


MAGAZINE "8" .. . sky-high with U. S. Air Carriers who accounted 
Ask Your | for a $1,610,000,000 sales volume last year. With a 10,393 circula- 


tion, Magazine “E” is flying high in the commercial sky, consis- 
| tently concentrating its coverage with the important influences at 
the largest companies, 


Avery-Knodel 
Representative 


Charmel 


Mike Shapire, Managing Director 
L. A. (Bud) Biust, V.P. and Gen. Mgr. 


TULSA BROADCASTING CO. 
Box 9697, Tulsa, Okla. 


MAGAZINE “B” ... shines among Engine Manufacturers — a 
$1,933,000,000 piece of the market last year. 95% of these sales were 
accounted for by the top 13 firms in the field. Magazine “B” is the 
clear leader here, with 3,044 of its 3,434 total engine circulation 
concentrated among these vital 13. 


MAGAZINE “PF” . . . biggest seller in Business Flying. 1,750 corpora- 
tions own and operate multi-engine, several single engine planes, 
or a fleet comprised of both. Magazine “F” hits home in this cate- 
gory, with 2,242 of its circulation going not only to the fleet oper- 
ators, but to the:men responsible for buying replacements, supplies 
... and additional ships. 


| 


1 


| 


Gb Bo 

“2NG 

m ad & 

eelit 

a ae : 

ee See 

a ae " 

oe 

Die .2 

ar =) * * > 3 
ae z° ‘ AM ‘ 4 
seg 

aye 

Se 

Port 

Tae % 

ri Yaar ha 

ee pee 

mr. 

pany 

af 4 ee 
Ber 
ee 
ee 
bee 
% oe 
an a 
ie eee 
perigess 
ae 
% zi 
Pinte 
se oe 

C3 saa 

i 
Reo vs 
a 
Lee aa 
eg a 
qe: 
ae 
oP Re *, af 
te aN 
hie? 
a A 
ao i 
. 
pi a 
ae 
i Rae 
oat ry - 

Be ove 

a i ee x ‘ 
ape * ‘eS ae coal = ne > . 

Se . ies A Lag ey , ces > oe | — . { 
eae owe dhe ie = 7 "= j - Ty Mae eee Sg 2. ‘ be iy i { 

Ss, hae ~~ : , « . iad ae sane y ee” Sy a | 
ae ee, > i ae Be le, os ae | 
re a = <a ee a aa 
ay & tre vo oy ~— ler uf ee eye (z ae ae : { 
ee  Slweteals : ~ ae | eS , Soe ee y. ig nt ee 4 bs Mees 
ae gk” 7-2-=sthl : on 5 “a ae e.g “a 
ee yong ee hs ey a - 1 9 ts s. —- - — ia a : = | 

Lae. ee = Was — i ea — a 4 —_ 

Bi ee a ——s bi —~ 7, Se in ie : ee : : 

as ND AE as Nap a meee a ba Pee, | ee —e ae oy oe = | 
foe a — ee ale wal? — Lae, i i +, eke We gaye: ~~ 

Bas. Se ee Se qe | ee rm ae ae eee See oes a. 

Bes ccs a , me rs m Ogee “ay te Ee” 4 ite, Tee haath Ge 4 a 

ape ae ope se ia = Se : a — ; O15 ye i P er we Bite 4 ( - 

bai: Re so em a -- . — GSE” fox oe oe oe — 

bs ae Bete hb. Ne Ge ee Ra 7 gs “ Si eee ‘eh ae "om "Cleary et e 

aa : a e. . ee ‘aA a! Sa a 2 ine in > + cue ate ae ea ee en ee ‘ 
rate = ere - pees a 4 ai & : yp ire - ry = “ser * ee, Se | 
er at 4 av - a. ig taal *“ Ce ee 2 ae sexe F : nee pe am, ; Sa a | 

ee a Py ea “a we eee hos . > aS ft ae ae ae ee “4 
: ie \ . ag 5 ON a Hai at See rw ei ed va pee pais Fone ee et 
je eS + — ae ee a oh aan iia % 
Dara, ee Se = 1 a ; : — Z eee fe PA ee ee ae at re 
eres + ha ‘ ————y an j ies ee seine ane eo ee | 
nae me a a — ie ~— = r $68. 5 A RS ee a eee # ; 
Bure aw - ; i % Fi - +. ns \ sielome ae. eee r% 
Bees. ; nd i a Ste a a a : eee a. ee \ ; 8 
fee oa f cul Pay « F< as t ieee ae ew, Wt soa i : 
Lore ee a: al Pate Be? ae “ ees ee eS Ee er os ee ; i a 
gta: £38 — Ai 4) aaa Se , en ee Be oe | 

yarn!” a é ie -" ae - 4 * ¥ - nae te Te Be % ee Pr ao. Pe. ; iN 

pio eee i t \ ar os =| | aa. : ee py NM — | of 
5 ee ay ae i 3 |W ees - ger ; A 5 re? ae NE CH 3c -— ¢ 
iter ~_ i on ink 38 fe ee : . : — eee se ee , % 4a 
© pet ; a sf ei af: a Bs aimed ; : ‘ . ee gi Baie aa ug a 4 
Boke iy . 38 oe ¢ ie : — wae i he ~-+ ere Ors. } 
ae ee hie ie eae eo a’ Re y . ae -* a ae . j 
fea i ay - ‘ i ee ml i is De a8 tee ae y, a ¥ > -. + ii 3 , 
bee 2h hens es a i Ro fe Mn AS ae — iy ie : 

hl i - { at la see ae % 4 ee eee y ‘ 
wee Sa, ‘ 7 é + i re Rie i ay oa ; 
pe § a ~ yo s = * © ane : 2 7 oe : *“-~- s . 

aes ; =A 4 . tee hie : » Vi be : \ Aol ae ' ‘ : P ¢ 
, ee, 2 ‘ eo eS ep i ¢ dl oe er 4 ee 7 ‘ 

Sy ee ae : ree Oi * ih Sa we , a a ee alee ~~ ~ 3 f 
Pats s =. ee e Pes <3: or tay. oe : 
Beer oe ~~ oa os co pat 3 een Y ; 

"ean be a. Be , ay > es ae i f y ae ee : -s" j 
ps a : aay ee er are a) ee - “4 r¢ ® f 
ee oe eps , 7? a -*, % 

Me as ge a sae ere ng es a ” 

my eek ae : a brig ot i ts pai ‘ 

(ties Ya je nt : r ie nit cal } 
Pena at Fm ore & (SaaS taint 3 po a 

‘eee > Sh 3 te e; a 

pe BL ? oo Wee 2 , iia te 
is i % Fk f 5 ye ee a oe Y 
Pee PORES ae pee fe eee “4 | 
rey j 
a > 
Bee fi 
Ree, | 
c 
oo | ene 
og 
sal ; 
Nig } 
7 yea 
ae ; 
ere, ' 

i : eh a? 
4 Te | P, ow ay < | 
ee : ; / eS a | 1 

Te a! « ee J 
Bic iepe 7 | + i 
ate 2 > = \: fae | = : ‘ i 

pA aie” B.sy) } - P 

ed . B de ” ) ‘ | 
pth Kf an ws cuieeeal ery pot ES Mang 
eee > ¥ Papen a 2 - ; te 2. _ _ on oom amen g 
> pe ; RELY as Ge amet oe z : - = eee : see a s -— sa ee | 

oF > ‘ : , “ : . aiid aad Peer Sy, re ae i 
eect, Sy. RRR oa SG ET / 7’ / aa ar. J z; = . oy j 
"es Shes ‘ = Ce ~ ~ 7 —_ i a 2 hea 7. 7’ a —e “ es boee ' 

\ aree—atataes SO ¢ “igen 
oes 4 . — * aS 7 - pene __ gai teammate Ts Peo soe ~ | 
Rey 22 githtad . ai Cee - 4 ee a: nema laa reat a aa — i : 
wee ; ai pe as : eS i oe ae oe ~ 2 
he ¥ 4 A a lly . ~~ Ros seeds ee eee 
ee ¢ , ae Her ee ie — i) a eae — 
ae | a pA +2 a at. ne - at ames = 
ie) ye oe a a ae - ‘ a . a — ) 
a » » : ‘ g ae e 
= | Maal =e - - ; - ro 
ee i » ig 2 eS ae er eee : 
aes . ee at Weare ais ot ee ame ie at A ag 
age Oe os ‘4 er: f ‘ Bop DP ae —— | 
a | me 4 ZY Pen. ee — 
[= ilies ILE 1 Ea 

cm —. a0 oat ? | a 

an aa a ee * san ae ae ee CO 2 leet " 

Dect, —) 7 a an ee ee: aa a 

oe a is ae aie See af ee ee ee sae Ree an ae ae i Pee az re \ 
- paid : Nee, a see z peal oe a.  -— le See Boas. aoe ae ae ae rs ae 

ae : gees Loe Po ; : oh eae m i pamela et ee ; oa 
ean } | a t ee ae Ft i " 93 — Oa eh ME ee oe <a ld ee pen Sy ae F 

ve | . ae ; (ft ' vol a? ee ae oa eae ar res SVS ato. (ee CS. 2 ges er 

Lee | : = he ee | < sy " itis oe 4 at ge FE sae i ee ee ae Ph 7 eae eae 

Ba SS ae : ok. re : ete ee SS ee SS gy gee ee 

ae | : aa = 5 ee ae : Bomee. 8h Fae, ys etree oe iy name Se 

= a5 a $i | aS i 3 ; oo ee ane, a a ee ae: a aries ’ 

a ——a ® Ea ee EB : ~ <a ee Sew | | pea —S oe sare 

ey A TE ee ea #5E 2. atin a fie oll ON ee : 

Aah oo * . ———_ Scam PF x cs, beamia Pte Pdi ee’ 3 ti ES eee 
- a and ceatiieealiiaiaas a ae dS 
as | be i “ee Be eae eye . ae a 
ie — oe ae ee ee ee 
aes : é a vi Fr es 4 - i am, ree Babe : ae eae a 
ep as F , oe cs ‘ — - = bie Pee  t ee eS 
3 ay - Bre cfs oe pets Da PiameeyeS ae 
ieee > . ee 
eos el 
a 
= ee ) 

emt . 
sik a — _ 
Brag: ae | 8 
co, 
on 
Re 
* : Pe | 
a 
Pes, \ 

; q 
uk oe ' } 
al ip ‘ 

ire: ‘ f 
ee rae. 

Bigek. 
earaechs - § 
ae Pe t eo 
ee ia = 4 
“ a : Pee rs a aa eT a ae 
SRS j. - - a “ ee ed 


! 
| 
| 


Advertising Age, October 22, 1956 


Kenyon to Take MPA 


Cuicaco, Oct. 16—Robert E. 
Kenyon Jr., newly elected presi- 
dent of Magazine Publishers Assn., 
will assume his new duties in mid- 
November, rather than Jan. 1, the 
date first announced for his ac- 
cession. 

This was made clear in his ap- 
pearance as the speaker at the 
luncheon of the Agate Club, mag- 


' In his talk Mr. 


Post in Mid-November 


azine representatives’ association, would endeavor to supplement and Manitowoc Equipment to KVPD 
at the Bismarck 6" yesterday. pag be. the = _ being done Klau-Van Pietersom-D un 1a p, 
publisher of Pelsire’ Pale told | dapapetes slated Milwaukee, has been named to 
, Ay 2 isi h i- 
something of the plans which he Florin Farms Names Kamp | handle advertising for the an 
Peg ans ‘ towoc Equipment Works, Mani- 
hopes to work out for MPA, in-| The William B. Kamp Co., towoe. Wis. manufacturer of we 
cluding clinics and workshops for Lancaster, Pa., has been appointed cae Athergs: a dreaers 
people at all levels of magazine|to handle advertising and sales TIGRt ANG COMMBETEIS sree ; 
publishing, plus research and pro-| promotion of Florin Farms, Mt. | . 
motion of magazine reading, mag- Joy, Leghorn hatchery. State farm Gilbert Adds Yashica Cameras 
azine advertising, public relations, papers, poultry magazines, county Jack Gilbert Associates, New 
ete. |newspapers and direct mail will York, has been appointed to han- 
In his references to magazine be used in an expanded advertis- dle advertising for Yashima Opti- 
advertising, he said that MPA| ing program. cal Co.’s Yashica line of twin-lens 


ito cover the Aviation Market? 


MAGAZINE “CC”... 


MAGAZINE “G” .. . out front at the Terminal Airports. $237,000,000 
was spent in 1955 at the 345 terminal airports in the U. S. used by 
certificated trunk lines. Magazine “G” wraps up this important 
segment of the market, with 549 selective circulation going to local 
managers and other key personnel who influence buying at the 
point-of-purchase. 


clicks with Components Manufacturers of 
whom some 4,000 major producers did $2,650,000,000 worth of 
business in 1955. Magazine “C” tops the field, with 7,034 cir- 
culation penetrating the key buying influences. That’s a conser- 
vative 96% coverage of this crucial category. 


Se 


$e, 
be 


MAGAZINE “D”... pinpoints the Military. Procurement is chan- 
neled through 18 procurement offices. Magazine “D” packs a potent 
punch with the key personnel of these offices, with a 3,834 circula- 
tion reaching the buyer-specifiers and the research and development 
engineers who determine the buying patterns. 


JOHN H. McGUCKIN has been named 
to the new position of automotive 
merchandising manager of Amer- 
ican Motors Corp. Mr. McGuckin 
was formerly sales training super- 
visor of Nash Motors division. 


|reflex cameras. Trade and hobby 
magazines will be the first publi- 
| cations used in the campaign fol- 
lowed by selected mass media. 


The Northwest's ‘‘young 
home-makers’’ listen to 
and buy what Bob Ad- 
kins, well-known KEX 
D.J., sells. 


The Bob Adkins Show 
7:00 p.m. to 12:00 midnight 
Monday through Saturday 


Now, something new on pow- 
erful 50,000-wati KEX—the 
“SOLID 7". Seven popular 
D.J.'s selling the growing 
northwest market seven days 
a week around the clock! 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph, KEX Sales Mona- 
ger, CApito!l 2-1881; A, W. ‘‘Bink’’ 
Dannenboum, WBC VP Sales, MUrroy 
Hill 7-0808, New York; or your neor- 
est Peters, Griffin, Woodward, Inc., 
office. 
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New York Journal-American Average Daily Circulat 


7 
as More and More People, in Every Borough and Suburb, $\ 


HEN New York families, in increasing numbers, show a consistent pref- 
erence for one newspaper, there is only one explanation. That paper is 
keeping pace with the public’s changing reading tastes. 


More and more families are now showing that preference for the Journal- 
American. 50,000 new families joined the huge daily Journal-American 
audience during the past six months — more people than the entire population 
of New Haven, Connecticut! 50,000 new Journal-American homes, through- 
out every New York borough and suburban county! 


On Sunday, too, Journal-American circulation moved ahead. The total 


You can’t cover Ne 


NEW 


i 
ANN 


Represented Nationally by Hearst Advertisins 
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ing to New York's Most Widely Read Evening Newspaper 


number of Sunday Journal-American reader families jumped to 882,925 — 
an increase of 27,000 over the same period last year. 


Early this year, these new families spotted the Journal-American’s expan- 
sions and improvements and liked what they saw. They are enjoying the 
new columns and other sparkling features added during recent months and 
are telling their friends. 


This growing preference for the Journal-American means an ever-increas- 
ing impact for advertisers throughout the world’s greatest market . . . digging 
deeper and deeper in areas where New York advertising pays off best. 


York without the 


erican 


aa lhlC wh Os Ctl Ch UL é 
—= oi = = ie a | : 

Ss oh ez > Tf eo . PSST Atl] & : 
4 z ene D es ©) te ES (ey aa. Ca gee 2 jE = 
HR NR e OS BALE Ere LS By Re Os or ae | 
By iP RSS : Gs BS WR eae | iat 7 Rese \ SS > ye Pe —) aN Re 3 
Al eR Pegs a dela My MN us e/a 
’ ‘ oe —~ “ 4= » — \ - ” PAS AL KN A\' \e- f] } ; 
8) lege ¢€ ; i 4h Vi oA p*{ BH goes ), Grr \ \\ lp a f ’ We  & 
| ates ney | Wr A : AR v NK a | (98, ie y oe A a r is et: he - 
BSS: LVS Ay, nh? Wa \ De 7 / \ Als V Ry cA =H feb) : 
8) NOY VE ee | OE 
Sama’ wan +0 My) \\ git | 

EOS V7\TV A ) TX VY INN Waal nal NI) al WV Dhoa \\\ 
C ‘ & + * Li ~ ~ ~ ~ 4 

« . : 

- , 
ation for Six Months Ended Sept. 30 Soars to : 
ORK &§ 
ISA « ht | # 
Ss Cirevlotion figures for the six month period ended Sept. 20, 1956, 

| n\\ Gs filed with the Audit Bureau of Circulations, subject to audit. ‘ 

b Service Inc. Offices in 15 Principal Cities ey 


wy Miami Offi | 
WITLI aes | Lbee Opens Miami Office |Supermarket Patrons 


Like meny other 31G NAME firms, you, teo, | Washington, is opening an office at | Doing More Shopping 
an clip monthly Clipper art for striking, origl- | 530 Biscayne Blvd., Miami. G. R. | 


nal layouts that can be produced in a jiffy. Cullins, formerly sales director of Around rve F inds 
Free sample. Yours to use. Address... | the home office, has been appoint- ¥. Su Y 


MULTI-AD SERVICES, INC. ed vp and manager of the Florida Bg igen Oct. oe = 
Peoria, Iitinois operation. of all supermarket shoppers st! 
ytannaee ¥ si have a favorite supermarket in 4 


their neighborhood, there is a EVERY MAN DESERVES AT LEAST ONE LOUIS ROTH SUIT FROM EDDY HARTH 
growing trend among them to shop 


around in several. 
The trend has been charted bY wy syitepn—Empty coat hangers promote Louis Roth Clothes and 
Burgoyne Grocery & Drug Index p44, Harth, clothier, in this 60’ painted bulletin in Los Angeles, 


Inc. in its 1956 survey of super- : 
market shoppers, their buying erected by Foster & Kleiser. 


habits and attitudes. In its latest 
survey, made during July and one. | was 11th and large store size and 
August, the company interviewed, Five most important factors) wide aisles was 12th. 
1,358 supermarket shoppers in about supermarkets as shoppers’ Three major areas where shop- 
Cincinnati, Columbus, Indianapolis see them are, in this order: (1) | pers would like to see improve- 
P . ’ ‘ 5 and Wichita. quality and freshness of meats;'ments in supermarkets are (1) 
_ | _OR SERVICES FOR THEIR BUSINESSES AND : The survey shows that 68% of| (2) convenient location; (3) qual- quality and packaging of meats, 
RNMENT. SCHOOL, CHURCH i the shoppers patronize more than ity and freshness of fruits and| (2) check-out service and (3) 
of eins ts Use. # et, ee 3 one supermarket while only 32% vegetables; (4) variety and selec- store arrangements and general 
: i Me I = shop at one store exclusively. In tion of grocery merchandise, and store housekeeping. 
1955, 64% shopped more than one (5) attractiveness and cleanliness 
store and 36% used only one, while of the store. Low price ranked ® Unchanged from previous sur- 
in 1954, 59% shopped several sixth, fast check-out was ninth, veys are the average frequency of 
stores and 41% shopped at only trading stamps or premium plans shopping—once a week, favorite 
shopping day—Friday, and the 
average percentage of housewives 
who handle all the shopping—75%. 
Asked their opinion about su- 
permarkets being open on Sun- 
day, 41.7% said they disapproved, 
21.6% approved and 36.7% said it 
made no difference. This shows a 
decline in the percentage disap- 
proving. In 1954, 50.6% were 
against it and in 1955 49.4% were 
against it. 
| In the latest study the disap- 
proval percentages were radically 
different in the four cities checked 
—58.7% in Cincinnati, 26.2% in 
Columbus, 43.2% in Indianapolis 
and 39% in Wichita. 


/@ Weekend advertising continues 

'to be a major factor with the 

shopper in helping determine her 

choice of supermarket. The ads in- 

\fluence 39.4% of the shoppers, 

| the study found. Newspapers were 

|the most effective in the weekend 

ad barrage; an average of 51.8% 

|/read newspaper ads, while 29% 

|saw food ads elsewhere and 12.5% 

¢ ‘heard ads on the radio. 

BOVRLO EVARVFLYN PvOU MALVOL RIDE Trading stamps are having a 
definite influence on supermarket 

‘shoppers’ habits, the study shows. 
|An average of 90.2% said they 
|saved trading stamps and almost 
: |half of these said they had three 
WAN YRROLF WLIO Gresrnor @ \or more stamp books on hand. 
o |Only two out of five, however, 


FULL PAGE | By th ; ‘had ever redeemed any stamp 


books. Over 75% of the stamp re- 
deemers said they got good service 
jat the redemption center—11.5% 
‘said service was poor. 


|@ The shoppers had mixed feel- 

‘ings about the effect that stamps 

} have on the prices of merchandise 

; in stores offering stamps. An aver- 

In one business publication studied, full-page advertisements ‘age of 35.1% felt that stamp store 
|prices were higher than non- 


secured more readers per dollar than two-thirds pages. ‘stamp stores, 49.2% felt prices 


Therefore, full pages were the better buy. |were about the same and 15.7% 
| said they didn’t know one way or 


z Yi Department the other. 
These findings are from ‘s McGraw-Hill Research | Copies of the Burgoyne study 
analysis of readership ratings for advertisements in 40 are available for $1 from Burgoyne 


“ah : _— : |Grocery & Drug Index Inc., First 
consecutive issues of a business publication. w hile a full | actenhe Was baie. Geant & 
page advertisement costs a maximum of a third more, the 
readership was about 40% greater. Copies of this Data Sheet Publishes Research Directory 

: Hi The seventh edition of “Brad- 

(#3110) are available from your McGraw-Hill man. | tord’s Directory of Marketing Re- 
4 , “ie F : | search Agencies” will be published 
Studies such as this are a continuing project at McGraw-Hill about Oct. 30. The 130-page book, 


.. . all designed to provide a better understanding of which lists and describes more 

ips : J blicati ;}than 200 marketing research and 

how good advertising in good business publications can |management companies, sells for 

| $7.50 a copy, $7 if a check is sent 

help create more sales. | with the order. The address is 50 
| Argyle Ave., New Rochelle, N.Y. 


NMcGR AW -HILL Grant Gets Plastics Show 


Grant Advertising, Hollywood, 
‘has been appointed to direct the 
PUBLISHING COMPANY, INCORPORATED |advertising and public relations 

| program for the first Pacific Coast 
4p D 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ Plastics Exposition and National 

Annual Plastics Conference, which 
: will be held in Los Angeles, Mar. 
MORE THAN A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 18-21. 
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“There’s nothing like Spot-T 
for an impressive selling job’ 


ERVIN LEVINSON, Advertising Director of 
Wrigley Super-Markets, Detroit, Mich. 
Elsewhere Wrigley may mean gum—but to a 
Detroiter, WRIGLEY denotes the super-markets 
that have made merchandising history in the motor 
capital. Closely identified with the chain's growth to 
92 stores in 25 years, Ervin Levinson is in position 


to evaluate accurately the media implementing the 


Sales-strategy behind hundreds of food products. 


For sales building availabilities on these major-market stations ...Call 8 LAI ae -T 


“ 
5 
WBNS.TV — Columbus 
KING-TV — Seattle-Tacoma 


KTTV — Los Angeles 


BOSTON + CHICAGO 
HUbberd 2-3163 SUperior 7-5580 


WTVR — Richmond 
WDSU-TV — New Orleans 
WOW.TV — Omaha 


Offices: NEW YORK «+ 


TEmpleton 8-5800 


WBKB — Chicago 
WXYZ-TV — Detroit 
WABT — Birmingham 


* DALLAS -+ 


DETROIT « 
Riverside 4228 WOod’rd 1-6030 


WFIL-TV — Philadelphia 
KVOO.-TV — Tulsa 
WFLA.-TV — Tampo-St. Petersburg 


JACKSONVILLE + 
Elgin 6-5770 


WPRO.-TV — Providence 


WIIC—Pittsburgh 


WNBF.TV — Binghamton 


LOS ANGELES 
OUnkirk 1-381) 


says Ervin Levinson of 
Wrigley Stores, in reporting 
results on the Charm Kitchen 
of WXYZ-TV, Detroit 


Just what do you call “an impressive selling 
job,” Mr. Levinson? 

I'll give you an example...in Potatoes. On one 
promotion, we set this sales-goal: POTATOES 
IN EVERY WRIGLEY SHOPPING CART. 


Sounds like a big order 

It was...and a big value for our customers 
made possible by our excepticnal buying- 
power. In this case, as in many instances, we 
had a special chance to save by buying in tre- 
mendous quantities. 


You made an extra-large purchase? 

At an extra-good price, yes. We bought car- 
loads and carloads of potatoes—and we wanted 
to pass the saving along to the customer... but 
we had to let her know how to take advantage 
of it. 


You turned to spot television? 

Yes, we felt it was the best answer...so we 
placed the whole job in the hands of Edythe Fern 
Melrose and her Charm Kitchen on WX YZ-TV. 


How long did the promotion last? 
We used TV three days a week, for four weeks. 


Did you feature a cut price? 

No. Because of our exceptional buy, the price 
was low enough. And from our experience with 
TV, we figured Mrs. Melrose could make 
women WANT those potatoes. 


Get them to buy more than usual? How? 


By showing special ways to serve potatoes... 
and by stressing the big saving that potatoes 
would make in overall meal costs. 


That's quite a task 

Right...but TV and the Charm Kitchen got 
the job done. After four weeks, all! our carloads 
were gone...our warehouse was cleaned out... 
and our store stocks were way below normal. 
As I said before, there’s nothing like Spot-TV 
for an impressive selling job...and you may 
quote me. 


(And we do!) 


Television's 
First Exclusive 
National 
Representative 


KFRE-TV — Fresno 
KGO.TV — San Francisco 


WEWS — Cleveland 
WCPO.TV — Cincinnati 


WMCT — Memphis WABC-TV — New York 
* ST. LOUIS + SAN FRANCISCO + SEATTLE 
CHestnut 1-56868 YUkon 2-7068 Elliott 6270 
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Geller Group Gains 
‘Management Control 
of Waltham Watch 
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Ad Counselors Adds Bank | 

Advertising Counselors of Ari- 
zona, Phoenix, has been appointed 
to handle tv advertising for the 
First National Bank of Arizona, | 
statewide financial institution and 


Give Your Salesmen a Coat of Mail! 


Salesmen average 16 orders per 100 calls 
frorn leads through advertising; 


Bassett 


bedroom furniture! 


Bedrooms b 


.. .world’s largest manufactu 


enene from leads after 


sent VS 9.2 on cold calls. WE BUILD 
BARRAGES TO BOLSTER SALES 


nel Th Tous Wott . A 


Lea P. Bott, Jr., 64 E. Jacksan, Chicago 


state. 


the oldest national bank in the 


do the job best ! 
You get eye-stopping action ... 
identification! 

Write for information on ANY kind 
of TV, theatre or industrial films! 


1323 S. Wabash 
CHICAGO, ILL. 
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STARTER—This color spread in Life is the first of a campaign for 

Bassett Furniture Industries, Bassett, Va., marking the company’s 

entry into the consumer advertising field. Bassett’s previous ad- 

vertising has been directed to the retail dealer. The consumer cam- 

paign includes a schedule of 13 color pages in Life. VanSant, Dug- 
dale & Co., Baltimore, is the agency. 


First Time In Graphic Arts History! 


CORRUGATED PRE-PRINTED 
IN FULL COLOR HALF-TONE 


Many years ago Mr. Harry Meeker, Advertising Pro- 
duction Manager of Colgate-Palmolive Company, fore- 
saw the display and packaging implications of pro- 

| ducing corrugated in full color half-tone. 

Gibraltar began researching ... and sparked by Mr. 
Meceker’s interest and unfailing confidence in the out- 
come ... solved the many technical problems involved. 
Mr. Meeker is shown with the Colgate-Palmolive Com- 
pany Dental Cream floor stand, the very first example 
of the VARNI-GRAPHIC Process in lithography. 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


Revolutionizes Every Phase 
Of Corrugated Packaging 
And Point-Of-Purchase 


By way of reminder... corrugated board is a 
sort of sandwich made from three giant rolls of 
paper ...a fluted sheet between a front and back 
liner, joined by adhesives. Because of its springy 
consistency and thickness this sandwich could be 
printed only by special presses, on which reproduc- 
tion was limited to simple, poster-like line art. 

Now... Gibraltar’s exclusive VARNI-GRAPHIC 
Process* pre-prints the paper roll that becomes the 
front liner. This makes it possible to use such mag- 
nificent printing media as lithography, rotogravure 
and flexography. .. bringing you exquisite half-tone 
in full color, either from art work or photographic 
transparencies. 

Sounds easy when you read it fast, but it took 
years of research, plus plenty of trial and error, to 
make the grade. Now, the VARNI-GRAPHIC Process 
gives you anything you want in the art range. 

Whether it’s that old brown shipping carton... 
a floor stand ... a counter unit . . . or a pre-packed 
display ... they can now, for the first time, carry 
your national advertising right through to the point 
of sale. 

For luscious, full color eye-and-buy appeal in 
your corrugated packaging or point-of-purchase 
material, just call The VARNI-GRAPHIC Man From 
Gibraltar... 


“PAT. APPLIED FOR 


NEW YORK: DIGBY 4-0580 


350 Warren Street, Jersey City 2, N. J. 


NEW JERSEY: HENDERSON 2-4462 


| New York, Oct. 16—Dr. Max A. 
Geller, president of Weiss & Geller, 
|New York Inc., has been elected 
|a member of the new management 
team which has assumed control 
of the Waltham Watch Co. 

Mr. Geller and several associates 
acquired working control of the 
106-year-old watch company by a 
cash purchase of 322,700 shares 
from the Tradesman’s Bank & 
Trust Co., Philadelphia. The price 
was not disclosed. 

Weiss & Geller has been ap- 
pointed to handle consumer and 
trade advertising for Waltham. 
John C. Dowd Inc., Boston, pre- 
viously handled the account. 

Mr. Geller, who was elected 
chairman of the executive com- 
mittee, served as board chairman 
of the New Haven Clock & Watch 
Co. from 1949 to 1954. 


s Joseph Axler, head of Joseph 
Axler Inc., watch distributing 
company, has been elected presi- 
dent. Other newly elected officers 
are William McMorrow, chairman 
of the board, former Waltham 
president, who continues in charge 
of manufacturing; Melvin Axler, 
exec vp, who is vp of Axler Inc.; 
Irving Stolz, vp, a senior partner 
in the law firm of Levy, Murphy 
& Stolz, New York, and Seth Har- 
rison, treasurer, who is a Certified 
Public Accountant. 

The new officers also were 
elected members of the board of 
directors. In addition, Jacob J. 
Kaplan, Boston attorney, and W. 
J. Mudson, Baltimore investment 
broker, will continue as directors. 

The new management issued a 
statement saying that renewed 
emphasis will be placed on con- 
sumer watch selling, along with 
the strengthening of industrial and 
instrumentation business. 


Wisconsin PRSA Elects 

Mrs. Greta W. Murphy, director 
of public relations and develop- 
ment of the Milwaukee School of 
Engineering, has been elected 
president of the Wisconsin chapter 
of the Public Relations Society of 
America. Other officers are John 
H. Paige, vp, pr and merchandis- 
ing, Wisconsin Telephone Co., Mil- 
waukee, Ist vp; Edward Moore, 
|regional pr manager, American 
|Motors Corp., Kenosha, 2nd vp; 
Hugh Highley, secretary of Ansul 
Chemical Co., Marinette, secretary, 
and William W. Cary, secretary to 
| the board of trustees, Northwest- 
ern Mutual Life Insurance Co., 
Milwaukee, treasurer. 


Atlanta Paper Names Agency 
Fitzgerald Advertising Agency, 
New Orleans, has been appointed 
to serve as marketing counsel to 
the Atlanta Paper Co., manufac- 
turer of cartons and packaging 
machinery. Fitzgerald has been re- 
tained “...to assist us in creating 
broader marketing horizons for 
our customers in the packaged 
goods field,” according to Atlan- 
ta’s president, Arthur L. Harris. 


Baltimore Art Heads Elect 

Lew Waggaman, art director of 
VanSant, Dugdale & Co., has been 
elected president of the Baltimore 
Art Directors Club. Other officers 
are Bob Krauss, free-lance artist, 
lst vp; George Fondersmith, art 
director of Joseph Katz Co., 2nd 
vp; DeWitt Battams, art director, 
Lord Baltimore Press, secretary, 
and John Kepper, art director, 
Mette Studio, treasurer. 


Foster & Kleiser Promotes 

George Lennon, formerly an ac- 
count executive, has been ap- 
pointed supervisor of sales promo- 
tion for San Francisco and the Bay 
area of Foster & Kleiser. 
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We know how to think BIG... 


Think BIG in outdoor and you think of 
General Outdoor Advertising cut-outs. Dra- 
matic, oversize, GOA cut-outs have enlarged 
the effectiveness of painted bulletins. 

And cut-outs are a GOA specialty. Our 
skilled craftsmen, working under carefully 
controlled studio conditions, bring true color, 
deep brilliance, amazing realism to outdoor 
painted bulletins! And your selling message 
is delivered with dynamic simplicity of de- 
sign, gigantic dominance of product. 

We know how to think BIG about cut-out 
use, too. GOA cut-outs can circulate in a 


t 


whole series of markeis! You can rotate one 
set of cut-outs—or several —as often as every 
thirty days on a series of choice locations 
within one city. Then you can rotate by 
shipping the same cut-outs—or others—to 
any of the other cities in the GOA network! 
Here’s “mileage” that means economy! As 
you increase your cut-out use, you decrease 
your cut-out cost per bulletin! 

This rotary network is typical of GOA’s 
outstanding service in more than 1300 mar- 
kets. Let us think big for you. Call your local 
GOA office, or write us in Chicago. 
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American Motors Boosts 2 
C.-T. Ferguson and Ronald Mc- 


and Mr. McCulloch had been in 
charge of dealer-merchandising 


Advertising Age, October 22, 1956 


*-4/Culloch have been appointed as-| Prostams for Nash. 


what use @ $2 cach pp Bore. Un- | si i 
imited va $9.53 monthly. We + wena “: i ee po gene Dew Named PNPA Manager 

‘| spectively, of American Motors} G- Richard Dew has been ap- 
Corp. Mr. Ferguson was formerly pointed general manager of the 
sales training manager of Hudson|Pensylvania Newspaper Publish- 

ers Assn., succeeding Theodore A. 

Serrill, who resigned to become 
executive director of the Washing- 
ton Publishers Assn. Mr. Dew had 
been Mr. Serrill’s assistant. 


belap remy sTUDIO 
+ SAM PRANCISCO 5, CALIF. 


MARKET BOOK AVAILABLE 


28 PAGES OF VITAL FACTS ON 
ONE OF MIDWEST’S RICHEST MARKETS 

Here’s a wealth of helpful, up-to-the-minute cone AVES 
information on the 13-county Fort Wayne mar- 

ket. It’s a “must” for sales and advertising man- 

agers planning national or regional campaigns. 

Write °. H. Knapp, Gen'l. Adv. Mgr. 
FORT WAYNE NEWSPAPERS, INC., Agent 


Pat Seman Joins Bowes 

Pat Paquet Seman, formerly. 
copy chief of the May Co., Los An- | 
geles, has joined the copy staff of 
Charles Bowes Advertising, Los 
Angeles. She was previously with | 
Music Reporter, New York, and | 
Harvey Waldman & Associates, Los 
Angeles. 


Russell Named Agency VP 


Gimite & i. ft erly an| THIRSTY—Nola Robinson, 1956 National Vintage Queen, pours a 


imies of healthy slug of champagne with the assistance of Alfred Fromm, 


Saguecented by Allen-Klapp Co—New York—Chicago—Detroit—Saen Francisco 


account Morey, | 
Humm & Warwick, has joined 
Platt, Dvson & O’Donnell, New 
York, as a vp. 


exec vp of Fromm & Sichel, wine distributor, and Charles Levitt, 
Smalley, Levitt & Smith, at the Los Angeles Adclub’s luncheon 
honoring the California wine industry. 


“Absolutely ’strodnry,’’ murmured the 
lean aristocratic detective, as he lit another 
of his beloved Regies. 


“Here I am, one lone detective out of 

hundreds—and these chaps pick on me. 

It would seem they want confirmation— 

or something—of the fact that more 

than half of Baltimore's families read 

the Baltimore News-Post & Sunday 

American. All I can say is it’s plain as 
_plain can be to anyone taking the trouble 

to look up the Audit Bureau of Circulation 


figures. 


“So, old chaps—at the risk of repeti- 
tiousness—here goes: More than half 
of Baltimore’s families read the 
Baltimore News-Post and Sunday 
American. Amazin’—what?”’ 


Baltimore News-Post 
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Sunday American 


S. 8. Van Dine’s famous fiction- 
al detective Philo Vance solves 
The Canary Murder Case pub- 
lished by Pocket Books, Inc. 


Wine Field to Have 
Future Ad Budget of 
$64,000,000: Fromm 


Los ANGELEs, Oct. 16—Alfred 
Fromm, exec vp of Fromm & Sich- 
el Inc., world agents for the 
Christian Bros. winery, Napa, Cal., 
last week predicted that the wine 
industry will spend $64,000,000 
yearly in the near future to make 
wine a daily beverage staple in 
American homes. 

“The future of wine in America 
|teems with provocative possibili- 
| ties,” Mr. Fromm said in a talk at 
the annual Wine Day luncheon of 
the Los Angeles Advertising Club. 
“A six-fold increase in annual 
wine industry expenditures for 
advertising—to $64,000,000 from 
the present $10,000,000-plus—is 
decidedly within the foreseeable 
future.” 


® Wine is one of the very few 
products in America, Mr. Fromm 
said, which enjoys high public at- 
titudinal favor and esteem, “yet 
which has not won a niche for it- 
self in the everyday scheme of liv- 
ing. The advertising industry and 
its creative genius holds much of 
the answer to the problem of con- 
verting that favor and esteem into 
dynamic reality.” 

He also predicted that wine con- 
sumption in the U.S. would in- 
crease by 100% in the next five 
years. 


L. A. Sales Club Holds Clinic 

| The Sales Executives Club of 
|Los Angeles will hold its second 
annual sales clinic at the Embassy 
Auditorium, Oct. 29, 30 and 31, 
| 7:00 p.m. (4 9:30 p.m. Registration 
| fee is $10.00. 


| Yuk-A-Puk Farms to Fisher 
, M.M. Fisher Associates has been 


appointed to handle advertising for 
|Yuk-A-Puk Farms, New York. 
‘The farms are owned by Morey 
| Amsterdam, tv, radio and night- 
/club entertainer. 


Hutchinson Gets Auto Show 

' Charles F. Hutchinson Inc., Bos- 
|ton, has been appointed by the 
'Greater Boston Automobile Deal- 
ers Trade Assn. to handle adver- 
tising and promotion for its forth- 
coming automobile show. 


Risman Elected Agency Head 

Robert S. Risman Advertising 
Agency, Buffalo, which started op- 
erations in September of last year, 
has elected Robert S. Risman, 29, 
|president. Charles Wagner has 
been appointed vp. 


Beeby Joins Miles Labs 

Harold J. Beeby, formerly ad- 
vertising manager of Common- 
, wealth Edison Co., Chicago, has 
|joined the advertising department 
|of Miles Laboratories, Elkhart, Ind. 
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-~WCAU means magnetism 


BP: 
Be 


PHILADELPHIA 
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This woman enjoys housework. And WCAU Radio is why. She’s part of 
its huge captivated audience that laughs and sings and muses 

and chuckles through daily chores. In Philadelphia, you see, when 
the lady of the house is at home, she isle to WCAU. We know 


because Pulse indicates, report after report, the top five women’s participating 


programs are all on WCAU Radio. That’s WCAU magnetism for you. 


WCAU, WCAU-TYV Zhe Philadelphia Bulletin Radio and TV ‘stations. Represented nationally 
by CBS Spot Sales. By far Philadelphia’s most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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Job-Hunting Adman 
Uses Radio Spots, 
Mail to Sell Self 


New York, Oct. 18—E. R. Faltz 
is looking for a job in the adver- 
tising business. And he’s using ad- 
vertising techniques to do it. 

At 37, Mr. Faltz has spent most 
of his advertising career in three 
places. Most recently he was ad- 
vertising director for Jacoby-Ben- 
der, a watchband manufacturer, 
Julius Kayser & Co., where he was 
advertising director for all divi- 
sions, and Calvert Distillers, where 
he was for 11 years, finally as ad- 
vertising manager on the Car- 
stairs brands. 

He bought radio spot commer- 
cials on WINS, New York, and 
sent out teaser cards urging a se- 
lected group of 100 agencies and 
advertisers to listen to two radio 
announcements on Thursday and 
Monday. 

Then he sent transcriptions of 
the spots to the presidents of the 


agencies and manufacturers, along | - 


with a card which says, “Attached 
is the first class record of E. R. 
Faltz, advertising executive.” Then 
the copy which appears on the 
record follows. 


s It points out that he has 18 
years of experience on consumer 
packaged goods products with 
budgets ranging from $500,000 to 
$1,500,000 in ali media, that he 
helped produce a 29% sales in- 
crease for an advertiser by new 
packaging, advertising and point 
of sale techniques. 

It asks the recipient to listen to 
the record now, to write to Faltz at 
an address or to call him at a giv- 
en telephone number, and suggests 
that the recipient may have adver- 
tising friends who would like to 
hear the record after he has fin- 
ished with it. 

He used followup telephone calls 
on his prospects. 

Some AA readers may recall Mr. 
Faltz because of his master’s 
thesis at New York University on 
the use of slogans, which was dis- 
tributed by the Assn. of National 
Advertisers in March of 1948. He 
is now studying for his doctorate 
at NYU, and plans to write his 
dissertation on the use of words 
and their effect on human motiva- 
tions. 


Set Up Separate Shops 

The partnership of Nathan Fein 
and Jay Kaplan, formed in August, 
1955, by the merger of the two ad- 
vertising agencies into Fein & Kap- 
lan, will terminate as of Oct. 
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ANNUAL CAUTION—The House of Seagram will publish its ninth an- 

nual. moderation message in November issues of sports and men’s 

magazines to remind sportsmen everywhere that “a trigger cannot 

think.” The ad will appear in Field & Stream, Outdoor Life, Sports 

Afield, and True. Warwick & Legler is the agency for Seagram’s 7- 
Crown and institutional advertising. 


| Democrats Lead Their 
Political Rivals—in 
New Ayer Directory 


PHILADELPHIA, Oct. 18—The 
| Democrats are leading the Repub- 
| licans by 40 votes to 27, but it’s not 
|necessarily any indication of the 
| outcome of the elections. 

It means that throughout the 
country there are 40 daily newspa- 
|pers named for the Democratic 
| Party and only 27 named for the 
| Republicans, according to the 1956 
|edition of the N. W. Ayer Direc- 
| tory of Newspapers & Periodicals. 
| Newspapers range from the St. 
| Louis Globe-Democrat, with a cir- 
| culation of 292,888, to the Dem- 
| ocrat, Butler, Mo., with 900, and 
|from the Republican, Springfield, 
| Mass., with 111,372, to the Repub- 
| lican, Cherryville, Kan., with 1,- 
545. 


| Missouri and Oklahoma are 
'strong “Democratic” states. Mis- 


Advertising Age, October 22, 1956 


souri has nine dailies named for 
that party and only one for the Re- 
publicans. Oklahoma has five 
“Democratic” dailies. Illinois, Kan- 
sas and Pennsylvania each have 
four papers carrying the Repub- 
lican name. 

In spite of their names, however, 
five “Republican” newspapers 
have switched, and list themselves 
in Ayer’s directory as “independ- 
ent,” while 13 dailies carrying the 
Democratic name have also chang- 
ed to independent. The Rochester 
Democrat & Chronicle lists its 
politics as Republican. 


Botstord Boosts Davis 

John H. Davis, who recently 
joined the San Francisco office of 
Botsford, Constantine & Gardner, 
has been named assistant to the 
merchandising director. Mr. Davis, 
who will function in client service 
and contact, was formerly in the 
promotion department of KGO and 
KGO-TV and has been active in 
Bay Area radio and advertising for 
the past 10 years. 


31. Mr. Kaplan will establish Jay 
Kaplan Advertising, with offices ' 
at 730 Fifth Ave., New York, and} 
Mr. Fein, who has purchased Mr. 
Kaplan's stock interest, will be sole | 
principal of the former agency, 
under the name Nathan Fein Inc. | 
His offices will be at 136 E. 57th 
St., New York. 
“Two divergent views on the| 
function of an advertising agency” | 
are given as the main reason for, 
the split. Viewpoints differed on) 
whether the agency’s major em-| 
phasis should go to straight agency | 
functions or in favor of special 
projects and promotions. 
Viden to Bayless-Kerr 
T. C. Viden, formerly’ with| 
McCann-Erickson and Fuller &) 
Smith & Ross, Cleveland, has 
joined Bayless-Kerr Co., Cleve- 
land, as an account executive. 


Field Joins Ruder & Finn 

Joseph Field, formerly with Fred 
Rosen Associates, has joined Ruder 
& Finn, New York, public relations, 
as director of Ruder & Finn Field 
Network Inc. 


‘This Week’ Moves Offices 
This Week Magazine has moved 
to 485 Lexington Ave., New York. 
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PAUSE FOR CONVERSATION—These men were among those attending the Region 1 con- 
ference, in Boston, of the National Assn. of Radio & Television Broadcasters: Robert 
C. Bingham and Arthur A. Newcomb, WOTW, Nashua, N.H.; Merl L. 


Martin Kops Kr 


veger 
Schenectady; Stuart T. Martin, WCAX-TV, Burlington, Vt.; Frederick L. Keese, 
WMBO, Auburn, N.Y.; Daniel W. Kops, WAVZ, New Haven; H. L. Krueger, WTAG, 


Doerr Scheier 


Galusha, WGY, Worcester; Bill Doerr, WEBR, Buffalo; Joel Scheier, WIRY, Plattsburgh, N.Y. 


Paul Louis Forms Company _| sion and radio advertisers. He will 

Paul Louis, vp in charge of tele-| continue as a consultant to D’Arcy. 
vision and radio for D’Arcy Ad-| Frank Ott, vp and business man- 
vertising Co., New York, is leaving| ager of the tv-radio department, 
to form his own company as an| assumes Mr. Louis’ title and re- 
independent consultant to televi-| sponsibilities. 


‘Life’ Speeds Ad Schedule | on-sale date. The magazine, which 
Life is now accepting a “limited | is asking a 10% premium for such 
number” of two-color page and/units, said this was “the fastest 


spread units which will close two! two-color closing schedule ever. 


weeks preceding the issue date, or|made available by a national 
ten days before Life’s newsstand/| magazine.” 


HOW TO GROW 
with a GIANT 


...keep pace with a $6.8 billion industry In electronics 


It took a half century for the electronic industry to grow to 


its present giant size! 
But you can grow right along with this giant, starting NOW. 
Your advertisements reach into every segment of the industry. 


You'll be talking to the important men in it. More than 40,000 paid 
subscribers, an estimated 128,000 readers look to electronics 


magazine for all the facts they need. 


Have you something to say . . . to sell . . . electronic designers, pro- 


ducers, users? 
Here’s the place to say it . . . and sell it! 


electronics 


..- Of course! 


A McGRAW-HILL PUBLICATION © 330 West 42nd Street » New York 36, N.Y. 


Cottee Bureau Plans 

Holiday Eggnog Promotion 
The Pan American Coffee Bu- 

reau plans to build its holiday 

promotion this year around a cof- 

fee eggnog recipe, which features : 

dairy products but not a drop of j= 

liquor. Color pages are scheduled ~ 

in the November Ladies’ Home 

Journal and the Dec. 15 Saturday 

Evening Post. Food store display 

materials and newspaper ad mats 

have been prepared by the bu- 

reau. Robert W. Orr & Associates 

is the agency. 


Wilding Names Raycroft 

Russ Raycroft, former vp of Ro- d 
land Reed TV, has been named tere 
head of the national tv division re 
of Wilding Picture Productions, 

New York. The new division was 

set up to provide improved serv- 

ice to advertising agencies in the 
production of television commer- : 
cials. 2 


Ted Bates Names Two VPs 

Daniel Ladd and Roland H. 
Cramer, account executives with ; 
Ted Bates & Co., New York, have be 
been elected vps of the agency. » a 
Mr. Ladd joined Bates two years 

ago from Cecil Presbrey; Mr. Cra- 

mer joins from McCann-Erickson. 


Hoeter Names Riddeli VP 
Wallace C. Riddell Jr., former 
copy chief, media director and ac- i 
count executive of Hoefer, Diet- ‘i 
erich & Brown Inc., San Francisco, 
has been appointed a'vp. Mr. Rid- 
dell has been with the agency for 
10 years. 


BACON 


SPECIALIZES 
IN MAGAZINES 


Bacon offers complete clipping 
coverage of magazines. Not just a 
few publications but over 3200 
business, farm and consumer mag- 
azines. The reason is our proven 
technique, developed over 24 years 
of clipping bureau experience: 


GUARANTEED READING LIST 
Our complete list published in 
Bacon’s Publicity Checker. 
Special departinent checks in og 
ail magazines and subscriptions 
daily. 

READER'S MANUAL 
Each reader gets cross-indexed 
instruction manual, up-to-date 
for every account, every day. 


NO FARMING OuT 
Each reader trained, works full 
time on our own premises. We 
neither buy nor sell clippings to 
other bureaus. 


NO QUOTAS 
Well paid employees take time 
required to provide neat, 
complete, accurately 
identified clippings. 

i ‘uviber details on service 


charges, send for our 
new wiletim 1 56. 
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Gulf Oil Boosts Smith Meany Co. Boosts Three Capital Spending 
L. H. Smith has been appointed Philip J. Meany Co., Los An- 
assistant director, retail advertis-|geles, has appointed Norman A. Will Be Logged in 
on ou “7 reme mye of Gulf|Church, account executive, a vp. 'N k’ NI CBP ll 
Orp., urgh. Mr. Smith| Jay Koupal, vp and art director, ewsw - 

joined Gulf in 1936 and was most! moves up to exec vp and John nit - } 
recently supervisor, traffic control,| Shull has been named merchandis-| NEW Yorx, Oct. 16—With pub-| 
in the advertising department. ing director. lication of the Oct. 15 issue of 

Newsweek, a new measurement of 


a om ‘ market potential in basic indus- 
rs eee ee ee ee ee ee r trial fields has been made avail- 


! 


mail or distribute advertising, sales promoti able to management, marketing 
. pre won ! and advertisin 
material LES. ° g executives. 
aad S cost, with NO headaches! §| The issue contains a special 6- 


@ The next 30 second .. &)page section revealing the results | 
s may be worth $30 to you on your next ship- Bf} of the first of a series of quarterly | 


ment of Ae ype yn poten ro and sales promotion material, § | surveys of capital expenditure ap-| 
records, $, pamphlets, etc. s it — od 
@ We can save you both time and money. Our unchallenged reputa- | Toe coon 4 the country's: top | 
tion for schedule-prompt, precision-perfect, economical distribution of # c Ren = ie to Nati lI 
ie ary and cng —— material has earned for us the title of § du ere nc ana Rewer, «9 boa 
Qualified Efficient Distribution experts. | 
@ And our present clients (Standord ‘Ore ee t terms of a special arrangement COMPETITION—When House & Gerstin Advertising Agency, Wash- 
Inc., Wonder Books, inc., Educational Audio Visual Co.. Inc. and other § with the weekly news magazine, ington, found itself virtually buried by large-size banners pro- 
are strong testimonials to the efficient service we perform. a ~ ae. will “ — to the, claiming headquarters for the Stevenson-Kefauver and Eisenhow- 
tems mr sate rman, wrew meme «Hamann inure, becuse) er-Mizn “teams” retaliated by reaing a banner of tis tn 
elmeted s members peer out over the gn. 


o 
(Qimity SERVICE CORPORATION Complete Melting, i ly react quickest and sharpest to 
53-6! Bridge St., Brooklyn 1, N. Y.—MAin 5-6565 


‘changes in general business activ- 
mm ee ee a a oe Oe ee ee ee ee ee ee ee ee ee ee ee oe 


|ity and sentiment.” questionnaires were submitted by pubiication of their capital appro- 


Of the 1,000 companies to which | NICB, 512 responded in time for|priations for the quarter ending 
June 30 in yesterday’s issue. 


|s The Newsweek-NICB surveys 
differ from other capital spending 
|polls in that they represent re- 
' ports of actual business records 
‘and reflect formal expenditure au- 
thorizations rather than estimates 
of planned or expected invest- 
/ments during a future period. 
The 512 companies responding 
| to the first survey, according to 
| Newsweek, account for 70% of the 
| total assets of the top 1,000 manu- 
| facturing organizations, and total 
|published results are based on a 
| projection “to reflect the probable 
| experience of all 1,000.” 

The Oct. 15 issue, on this basis, 
indicates that these organizations 
had a capital appropriations back- 
log at mid-year of $10.4 billion. 
| ‘Producers in the non-ferrous 
metals field revealed that they had 
allocated some $698,000,000 for 
|capital spending during the first 
‘half of 1956, a figure representing 
'an increase of 265% over their 
' Status on June 30, 1955. Other in- 
dustries showing increased appro- 
priations for construction, ma- 
chinery and equipment include 
chemicals, up 129%, electrical ma- 
chinery, up 88%, rubber, up 56%, 
stone, clay and glass, up 52%, and 
food and beverages, up 44%. 


|@ Cooperative action for under- 
taking and publishing the new 
surveys was first suggested to 
NICB by Newsweek officials al- 
‘most a year ago. After consider- 
able study, which included sam- 
pling opinion among its own mem- 
' bers, NICB agreed to the plan in 
April of this year and immediately 
began polling the top 1,000 com- 
panies. 

| Information relating to the 
‘quarter ending Sept. 30 is sched- 
'uled for Newsweek publication in 
|'mid-November, and thereafter 
survey results are expected to ap- 
_ pear about six weeks following the 
‘close of each quarterly period. 

| 

"Death Valley’ Wins Award 
“Death Valley Days,” tv film 


“Our Pattern Is MICHIGAN FARMER,” 


says Lee Talladay, Washtenaw County, Michigan 


Michigan farmers know that practices published 
in MICHIGAN FARMER are applicable—and profit- 
able! MICHIGAN FARMER is edited by men fully 
familiar with the capabilities of Michigan farms... 
with the needs and interests of the families oper- 
ating them. 

That’s why this localized farm paper is So thor- 
oughly read . . . ranks first in 4 out of 5 Michigan 
farm homes. 

Strong, statewide coverage makes MICHIGAN 
FARMER the logical choice for your selling message. 
What's more, Michigan farmers are big buyers . . . 
steady buyers. Unusually broad diversification 
(greater than in any other state) makes every month 
a “big money” month . . . makes Michigan a top- 
third state in farm income. 

Yes, MICHIGAN _FARMER offers the quick, low- 


cost way to reach this rich farm market. It’s distrib- 
uted twice monthly, roto-printed to save you the cost 
of plates. So are THE OHIO FARMER and PENN. 
SYLVANIA FARMER, serving states with similar farm 
income patterns — big and steady! Get the full story — 
write 1010 Rockwell Avenue, Cleveland 14, Ohio. 


Michigan 


Farmer 


East Lansing, Michigan 


PENNSYLVANIA FARMER=Harrisburg, Pennsylvania 
THE OHIO FARMER—Cleveland, Ohio 


|series sponsored by U.S. Borax & 
Chemical Corp. through McCann- 
Erickson, has received the first an- 
nual television award of honor 
made by the Native Daughters of 
_ the Golden West. The program has 
| been on the air for 25 years, first 
|in radio and now on tv. The pres- 
|entation was made at a 25th anni- 
' versary celebration Oct. 18 in Hol- 
lywood. 


_Coleman Joins BBDO in L. A. 
Charles E. Coleman has joined 
'the Los Angeles office of Batten, 
Barton, Durstine & Osborn, with 
responsibilities including creative 
|supervision on _ special assign- 
|ments. He was previously with 
| Douglas Aircraft Co., Santa Moni- 
'ca, Cal, and Buchanan & Co., 
where he was manager of the Los 
Angeles office. 
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is persuading a woman (who is the original Exciting Idea). 
If you want to move merchandise you must know what 
moves women. Her attitudes toward your brand—which 
involve her emotions, her desires, her needs—make the 


difference between a sweet sell and a lost sale. 
In a new “Buying Mood Study,” just prepared 
for us by Social Research, Inc., the buying be- 
havior patterns of women and their reaction to 
advertising in the magazines they read are ex- 


the second most exciting idea... 


; 
th 


plored, charted. The survey, based on readers of three leading 
magazines, bursts with buying data. It follows the exciting 
“Women and Advertising” study, uses newest motivational 
testing techniques, which Good Housekeeping introduced. 
Want to know more about women? The quickest 
way is to call us, in Chicago at Franklin 2-0640 
—and get your copy of this vital“Buying Mood 
Study’ Or write to Good Housekeeping, at 11 
North Wacker Drive, Chicago, [linois. 
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Department Store Sales... : 
EVERYTHING IS UP US. Total Is 5% Ahead of 1955 
WASHINGTON, Oct. 18—The Fed-| weeks, sales broke down as fol- 
iN RIVERSIDE C ALIF eral Reserve Board reported today | lows: 
’ e that U.S. department store sales “ Bg 
in the week ended Oct. 13 were Change from ’ 
EFFECTIVE BUYING INCOME UP 25% 5% ahead of the similar week Of | regeral Reserve Woouk Oak 
1956 over 1955 1955. District, Area, and City 29 6 
For the four weeks ending that | UNITED STATEs . +3 +2 
date sales were 4% ahead and for — District 0.0.0... +¢ +6 
the year to that date they were, Metropolitan Are tee 
also 4% ahead. Downtown Boston ............ -_s .-s.% 
Suburban Boston .......... + 8 +4 
® Three of the 12 districts reported Comtridge —.....-.- 8 5 
losses: Atlanta, 4%; Kansas City, pan ag ta Rix te iy 
4%, and Dallas, 7%. St. Louis Tre-| Lowell eeeceecceccccseccnmseenem + 3 0 
ported no change. Cities 
The remaining districts reported| Providence ota 
gains as follows: Boston, 16%;| New York District... +11 +49 
\ |New York, 10%; Philadelphia,| Metropolitan Areas 
S fnecen am. 119%; Cleveland, 3%; Richmond, snag Sea sincnitidilisiibaels +4 
civ |7%; Chicago, 2%; Minneapolis,| “New Jersey +10 
| 7%, and San Francisco, 2%. | Newark oo +10 
Detailed breakdown of sales in. Bw York +9 
these districts will be available) Syracuse 200 «£4 OTS 
next week. For the two previous! Philadelphia District... +5 + 3 


Oh___ what good customers 
they can be! 


Thirty-two million families have moved up into new, higher income groups. 
They now have the means to live better—in time they will live better! 


In the case of your product— 
can you cut down the time lag? 


If these 32,000,000 families were 
to take on, at a minimum, the same 
habits and desires as actually ex- 
isted in the corresponding income 
groups prewar, their purchases 
would increase as follows .. . 
Take even a basic commodity 
like cotton goods. Prewar consumer 
purchase records tell us: 
Total consumption of cotton articles 
averaged 96% greater in families with 
$3,000 to $5,000 income (today’s typical 


family) than in families with $1,000 to 
$1,500 income (typical prewar family). 


‘to-earth as bath-taking. The fact is 


Better-income families in the study | when they move up the income scale. 
bought 40% more cotton apparel, Thus they do not become better cus- 
152% more cotton in home furnish- _tomers for soap overnight. 


a They have to learn new habits. 
The same comparisons can be drawn = ‘ . 

in almost all product and service fields. _ But it is possible to cut down this 
But weallrecognizethese32,000,000 “me lag substantially. 

families will not, at once, automati- Given the right product and the 

cally live better just because they now right reasons, they will buy more. . . 

have the money to live better. more soap .. . more furniture .. . 


more expensive foods . . . two cars. 


Why? Because people do not change They will become better customers! 


the habits of a lifetime overnight. 
For example--something as down- Te * 


Our studies of opportunities repre- 
sented in these expanding markets 
may be of particular interest to you 
in your planning for the future. We 
shall be happy to discuss it with you 
if you will write or call the J. Walter 


that people who have been used to 
the Saturday night bath do not auto- 
matically adopt the three or four 
baths a week habit of their new group 


Thompson Company office nearest 


How income shifts increase potential consumption you; or, to 420 Lexington Avenue, 
New York 17, New York. 
Class Dairy Products I I 

yaa $1,000. $3,000 Prewar Consumption one a 
purchased in 1941 1500 __5,000 Per Capita Sime e0 J. WALTER THOMPSON COMPANY 
Per Man over i6.......... 25.0 34.4 Total Dairy Products (Ibs.) 488.0 1,036.0 : ; 3 
Per Boy 2-16..............23.8 38.9 | Fluid Milkand Cream (Ibs.).234.0 473.0 ion hanna Gaon eee 
Per Woman over 16... .. 88 12.8 Cheese (Ibs.) 2 dice eth pabhents aa 8.1 Miami, Montreal, Toronto, San Juan, le 
Per Girl 2-16..............21.0 _28.0 | Ice Cream (lbs.).......... 4.7 26.1 City, Buenos Aires, Montevideo, S80 Paulo, 
Average per capita. . cee T 27.3 Butter (Ibs.).... ber ee 19.1 Rio de Janeiro, Santiago (Chile), London, 

Average per capita increase of 40% Average per capita increase of 112% Paris, Antwerp, Frankfurt, Milan, Johannes- 


burg, Cape Town, Bombay, Calcutta, New 
Delhi, Sydney, Melbourne, Tokyo, Manila 


— 
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Department Store 
Sales Barometer 
Change from 1955 


Week Ended mt5% 
Oct. 13, °56 


Jan. 1 to 
Oct. 13,56 | 9+ 4% 


Metropolitan Areas 


i" 

3 

° 

a 

® 

4 
l++++ 
Veurue 


Philadelphia . 


: 


Scranton iaibiviscinmissidieisvenptetisinceene 
Wilkes-Bare—Hazleton ... —14 
Cleveland District ................ +6 


me 
wens oaeorn evs oe 


Springfield 
Toledo  ....4000.0..-- 
Erie 
Pittsburgh a * 
Wheeling-Steubenville .. +2 
Richmond District ............... — 
Metropolitan Areas 
Washington ....................... r— 6 
Downtown Washington .. r—19 
} Ee SE 
Richmond _ - 
Atlanta District 
Metropolitan Areas 
Birmingham _....................« +45 
Jacksonville -_ 


L++++ 14+) 41+ 4+ 


+111 


Pe 
+ +) +++ 


oe 
-o weuvwenww eowea 


Indi li 


+|+ +] 


Tron 
Milwaukee ....... 
St. Leuis District ... 


= enaco 


l+++ 
-cunw 


Little Rock +20 +3 
Louisville —4 +9 
St. Louis ...... ~ — tr —3 
Memphis ................ we > +1 
Minneapolis District .............. rm6é6 rms 
Cities 
Minmeapolis oooocccccccccecccee . ° 
St. Paul ..... an — 6 
Duluth-Superior . —2 
Kansas City District —3 
Metropolitan Areas 
—2 
+4 
—4 
—19 
. 
+1 
—3 
—17 
—8 
—w 
—l4 
+7 
—7 
—7 
2 
San Francisce District ........ —s5 —2 
Metropolitan Areas 
Los Angeles-Long Beach -—1l4 —5 
—10 
—3 
—7 
0 
+3 
+1 
+7 
-- 4 
—7 
+1 
+3 
+2 
DOGS caciptecinimemnnten . fe & +10 
r—Revised. *—Data not available. 
Miller Buys ‘Wire Service’ 


Miller Brewing Co., Milwaukee, 
will sponsor a half-hour of “Wire 
Service,” ABC-TV on alternate 
weeks starting Jan. 3. Mathisson 
& Associates is the agency. R. J. 
Reynolds Tobacco Co. presents 
half-hour of the show every week. 
This leaves an alternate-week 
half-hour open. 


NTA Network Appoints Maxon 
Maxon Inc., New York, has 
been named to handle advertising 
for the new NTA Film Network, 
New York. The company’s cam- 
paign, which includes ads in 15 
newspapers in 11 major cities, as 
well as in business and consumer 


magazines, has already started. 
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As management men with personal incomes aver- 
aging nearly $20,000, we’re a concentrated, low- 
cost market for expensive “consumer” items. 
Take automobiles: About half of us plan to buy 
new cars next year. 26% of us will buy high- 
priced cars, 52% medium-priced. 


Wow about, wr 
Buointads, Weve, 


ne 
" 
$ 


ie ee ose 


: Take color TV: A very high 17% of us 
either own color TV sets or plan to buy 
them in the next 18 months. If 17% of 
all U. S. families had such plans, set 
makers would have to produce more sets 
next year than they now hope to be mak- 
ing in 1965! 


re ea ere ages 2 9 


Ce 


And travel: We move around fast and often. 78% 

of us travel on business, averaging 17 trips a year. 

80% of us use the airlines. Business and/or pleas- 

| ure takes 17% of us overseas, and usually the fam- 

. & ily goes along (wife and two kids on the average, 
but 31% of us have three kids or more). 


a MIR SER NTS AT ee BUT Ss yy oe 1S ek gk i ek a er 
4 P : 4 PR 4s ta, aetees: ak os eal 


Figures from Business Week Audience Study, 1256; color 
TV producti timate from Electrical Merchandising. 


BUSINESS” “ 
weik eo = 


YOU ADVERTISE IN BUSINESS WEEK 
%| WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN 


* 


A McGrow-Hill Publicetion ABC 
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Dailies Study 
Teens Buying, 
Reading Habits 


Bureau of Advertising 
Finds Changes as Teens 
Approach Maturity 


Cuicaco, Oct. 16—As the medi- 
um of “most practical value,” the 
newspaper gains added attention 
from teen-agers as they approach 
maturity, the Bureau of Advertis- 
ing of the American Newspaper 
Publishers Assn. says. 

The BofA previewed an unusu- 
al wide-screen full-color stripfilm 
presentation, here yesterday for a 
select audience of local agency 
principals, giving the results of a 
detailed study of the teen-age mar- 
ket made by Eugene Gilbert & Co. 

“Tell It to the Teens” is the 
name of the new presentation, 
which will be shown to audiences 
of advertising executives in New 
York, San Francisco and Los An- 
geles shortly, and then will be 
available for general showings to 
agency and advertiser personnel 
by Bureau of Advertising staff 
members. Dent Hassinger, BofA 
central manager, and M. F. Bat- 
terton, assistant central manager, 
narrated yesterday’s showing. 


® Highlights of the findings: 


e There are now more than 16,- 
000,000 Americans, aged 13 
through 19, with $9 billion in earn- 
ings and allowances to spend each 
year. By 1965, there will be 24,- 
000,000 such individuals, with $14 
billion or more to spend. 


e Some 800,000 teen-agers have 
fulltime jobs. Nearly 4,700,000 
have parttime jobs. During the 
summer, the teen-age work force 
grows to 9,500,000. 


2 Over 1,000,000 teen-agers are 
married, and they produce 500,000 
babies a year. In fact, 30% of all 
first children born are being born 
to teen-age mothers. 


e Teen-agers are important pur- 
chasers of such items as records, 
sports equipment, jewelry, shoes, 
etc., in their own right, and 
even more important specifiers of 
a host of other items. 


~ CONNECTICUT'S 
BULL'S-EYE MARKET 


A 
SURE HIT 


—On this 100,000 market with THE 
RECORD & JOURNAL. You'll get 
97% coverage of Meriden ond 
Wallingford plus penetration in 
Southington and Cheshire, a rapid- 
ly-growing area of 25,000. Another 
sure thing: you'li miss by a mile if 
you try with Hartford or New Hoven 


In attempting to evaluate how 
best to communicate with teen- 
agers, the Gilbert survey (a per- 
sonal survey conducted by teen- 
agers or college students among 4,- 
940 teen-agers throughout 
country) studied their views on 
tv, radio, magazines and newspa- 
pers. 

Television was voted “most en- 
tertaining” by 70%, followed by 
radio (18%), magazines (9%), 
and newspapers (3%). But the 
scores were reversed on a “most 
practical” vote, where tv garnered 
17% of the votes, radio 16%, mag- 
azines 13% and newspapers 54%. 

Of particular interest were indi- 
cations that age has an important 
influence on the relative opinions 
of various media. When asked 


which medium they “used more 


the | 


now than a year ago,” the teen- 
agers voted 29% for tv, 43% for) 
radio, 39% for magazines, and) 
52% for newspapers. And when) 
‘asked which of the four would be | 
“hardest to be without,” the fol- | 
lowing differences by age groups! 
were reported: 


; 
HARDEST TO BE WITHOUT | 
Maga- News- | 
Tv Radio zines papers 
13-14 years 55% 23% 4% 18% 
18-19 years 18% 36% 6% 39% 


® Similarly, attitudes toward ad- 
vertising exhibit a change as ma- 
turity approaches. Among 13 and 
14-year-olds, 60% felt tv had “too 
much advertising,” with 47% feel- 
ing the same way about radio, 44% 
| the same about magazines and 34% 
/about newspapers. Among 18 to 


19-year-olds, 
drops in all categories except ra- 
dio, with newspapers again lowest 
with 22%. 

Both boys and girls reported 
wide reading of newspapers, from 
front page through various news 
and feature items. A total of 80.4% 
told the researchers they had read 
a newspaper the day before, while 
84% said they had read a Sunday 
paper “last Sunday.” 


‘Cosmopolitan’ Names Ponic 
John G. Ponic has been appoint- 
ed western manager of Cosmo- 
politan, with headquarters in Chi- 
cago. Before joining Cosmopolitan, 
Mr. Ponic was associated with the 
sales departments of American 


Broadcasting Co., True and Every- | 


woman’s Magazine. 


there were sharp!) 


Advertising Age, October 22, 1956 
Leavenworth Joins Ramsey 


James E. Leavenworth Jr., for- 
merly in the advertising depart- 
ment of the apparatus sales divi- 
sion of General Electric Co., 
Western Springs, IIl., has joined 
L. W. Ramsey Co., Chicago, as an 
account executive on industrial 
accounts. 


WFBR Appoints W. B. Doner 
W. B. Doner & Co., Baltimore, 
has been appointed to handle ad- 
vertising for WFBR, Baltimore 
radio station, effective Jan. 1. 


ARF Moves New York Oftices 

The Advertising Research Foun- 
dation has moved into new head- 
quarters at 3 E. 54th St., New 
| York. 


CHAMPION Sets the 


Here, at the Ohio Division, Champion’s history of leadership began 


many of the nation’s largest printing concerns. Over 500 
tons of paper are shipped daily to feed the country’s 
hungry presses. It is prompt and dependable service such 
as this and quality products such as Champion’s inimitable 
Kromekote® Cast Coated papers that enable Champion to 
maintain its leadership of the papermaking industry. 


newspapers. 


The Meuiden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 


Notions! Representatives. 
Giimen, Nicoll & Ruthmon 


Since its beginning in 1894 as a small coating mill, the 
Ohio Division has typified the farsightedness and forward- 
looking spirit that is closely linked with Champion. Stra- 
tegically located in the prosperous industrial center of the 
Miami Valley, the mill has direct access to many raw 
materials and is within advantageous shipping distance of 
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Gracey Joins Publication | Harttord Lawyer 
ly with Prendergast & Minahan, 
eastern and midwest sales repre- | " 
of Legal Profession 
official publication of the Nation- 
al Assn. of House to House In-|, HARTFORD, Oct. 16—Lawyers 
the publication in New York as | Caricaturing of their profession in 
advertising manager. | television shows. 
of the Hartford County Bar Assn.’s 
| periodical, The BAR-fly, com- 
Path age 2 Co., New bins |ments in the current issue: 
Stock broker, will move its adver-| «we have often criticized tele- 
ter Thompson to Schwab & Beatty. _members of the legal profession, 
and we have been viewing lately 
Bakers Review, monthly busi-/It has led us to consider other 
ness publication, has moved to 625 | offerings of a dramatic nature in- 


William M. Gracey Jr., former-| ... S ‘ 

Hits TV ‘Caricature 

sentative for Installment Retailing, | 

stallment Companies, has joined | have been asked to oppose the 
| Atty. Benedict M. Holden, editor 

Hutton to Schwab & Beatty 

tising account Nov. 1 from J. Wal-| vision shows which misrepresent 

‘Bakers Review’ Moves la quantity of ‘courtroom’ episodes. 

Eighth, Ave., New York. | volving the profession of others. 


;men, fictionalized up to the hilt, | 
|but accurate to a fault. The pro- 


| 
' 


“There is one, for example,|rupting proceedings, witnesses in 
which regularly concerns clergy-|contempt unrebuked. 
“We have seen a judge who for 
‘almost an hour remained dignified 
ducers notify the pa!pitating pub- | and astute, and ended up by lash- 
lic that Father X, Rabbi Y and/ing the ‘jury’ because it—with 
Rev. Mr. Z have been consulted as |more knowledge of the law than 
experts. jthe jurist evidenced—found the 

“There is another which por-/| accused ‘not guilty.’ (No one had 
trays with exactitude the various /| established who the deceased real- 
dramatic problems encountered in|ly was nor the manner in which 
the medical profession, and to/|he died!) | 
avoid improper diagnosis and | “Reluctantly we have come to, 
treatment, doctors are consulted the conclusion that the critics who 
as to the technicalities. recently stated that ‘the bar is| 

“If the Navy swin.s into action, | apathetic and is content to pass | 
you may be certain that a sailor- resolutions and let it go at that’ 
man is sitting in the wings. 'may have been right. 


s “When it comes to court—any- (= “We criticize the misrepresenta- | 
thing goes! We have seen lawyers|tion of court procedure—at the | 
in fierce altercation, clients inter-| lunch table—or to our wives—or 


Pace in Papermaking 


+ 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


Champion’s Ohio Division situated on the Miami River at Hamilton, Ohio 


at ee 
an ae, 


3 i 


in association meetings. It is rather 
unfortunate that we do not use a 
little ink and a stamp and inform au 
| the people who run the show, cit- - 
|ing chapter, verse and the enor- 
|mity of the misrepresentation. 

“We have no doubt that the doc- 
tors were heard because they were 
articulate. The situation demands 
a little individual action, for, pe- 
‘culiarly enough, producers like to 
be accurate. They recognize that 
there is drama in realism, but it 
remains for us to remind them 
that their efforts are not realistic.” 


Nashua Bank Appoints Agency 

The Boston and New York of- 
fices of Albert Frank-Guenther 
Law have been appointed to han- 
dle advertising and pr for the In- 
dian Head National Bank of Nash- 
ua, N. H., and its affiliates. 


Quictrez Names Geer-Murray 
Quicfrez Inc.. Fond du Lac, Wis., 
manufacturer of refrigerators and 
home freezers, has appointed 
Geer-Murray, Oshkosh, to handle 
its advertising. 


STEAMING # 
AHEAD! } 


Since the sternwheelers first 
opened our Ohio River Valley to 
large-scale trade, this region has 
constantly steamed ahead to 
greater industrial records. 


Today, its array of manufactur- 
ing is the most vast in America 
...a solid head-of-steam typified 
by our own doorstep counties of 
Cabell and Kanawha (the Hunt- 
ington-Charleston area) where — 
say preliminary reports of the 
new U.S. Census of Manufac- 
tures — the value of industry 
alone is up 55% since 1947, 
currently over one billion dollars! 


This is only part of what you can 
command with WSAZ-TV. Sur- 
rounding our near-quarter-mile- 
high tower lies America’s 23rd 
television market — four states 
wide, four billion dollars deep in 
buying potential. You leave a 
smart wake when you sail aboard 
WSAZ.-TV. Any Katz office can 
make out a profitable bill of lad- 
ing for you. 


HUNTINGTON-CHARLESTON, W. VA. 


V.3.C. NETUORE 
Affiliated with Radio Stations 
WSAZ, Huntington 6 WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 
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s PHOTOGRAPHIC 
REVIEW 


Vrba Saz Moore - Peterson 


CONTRACTORS—Signing for sponsorship by Colgate-Palmolive of 
“Colgate Theater” telecasts of M-G-M movies over KTTV, Los An- 
geles, are Harry Saz, business manager, radio-tv, Ted Bates & Co., 
New York; H. Austin Peterson, vp in charge of Bates’ Hollywood Shafto 
office; John Vrba, vp of sales, and Richard A. Moore, president, of 
KTTV. Also present is Leo, the M-G-M trademark. To promote the 
series, KTTV is using a saturation station spot campaign, plus large 
space weekly in 37 daily papers and a number of weeklies in 
Southern California. 


Geisler Mrs. Geisler Tupper Mrs. McNeill McNeill Morse Little Mrs. Evans Mrs. Little Carter Dobson Mrs. Morse Mrs. Ryder Tester Ryder Witt 


CLAN GATHERS—This group of western region Four A-ers, attending the annual con- 
vention in Coronado, Cal., includes Mr. and Mrs. William H. Geisler, McCarty Co.; 
James T. Tupper Jr., National Outdoor Advertising Bureau; Ken McNeill, McNeill & 
McCleery, and Mrs. McNeill; John C. Morse, Dan B. Miner Co., and Mrs. Morse; John 


Smock Mrs. Hoze Campbell 
COCKTAIL HOUR—Relaxing for a while between meetings of the western region Amer- 
ican Assn. of Advertising Agencies convention in Coronado, Cal., are Jack W. Smock, 
Young & Rubicam; Mrs. William H. Haze, wife of a Los Angeles Life magazine ex- 
ecutive; McCullough Campbell, Fielder, Sorensen & Davis, and Mrs. Campbell; George 


ORIENTAL DINNER—The Dreyfus Co., Los Angeles, re- ing the host agency are Harold Dreyfus, president, 
cently entertained advertising designers and con- Fran Cohen, production manager, and Jack Lewi, 
sulting art directors in Japanese style. The purpose copy chief. Guests are Louis Danziger, Norman 
of the dinner meeting was to discuss good design’s Gollin, Saul Bass, Bill Tara, Milton Zolotow, Cal 
place in the agency-client relationship. Represent- Friedman and Art Goodman. 


PRESENT—Photographed at the National Assn. of Ra- Fellows, NARTB president; FCC Chairman George 
dio & Television Broadcasters’ Region 2 conference C. McConnaughey; Mrs. Chris Rogers, wife of Mr. |. 
in Washington are G. Richard Shafto, general McConnaughey’s assistant engineer, and Frank 
manager of WIS-TV, Columbia, S. C.; Harold E. Jarman, WDNC, Durham, N. C. 


Mrs. Campbell Allison Mrs. Allison Bolte Mrs. Morris Runyon Belcher Mrs. Belcher Morris Marshall Mrs. Marshall Mrs. Reagan Reagan 


Bass Friedman 


Fellows McConnaughey j= Rogers Jarman 


R. Little, Foote, Cone & Belding, and Mrs. Little; Mrs. Trevor Evans, wife of the re- 
tiring Western Four A’s chairman; Nelson Carter, FC&B; DeWitte S. Dobson, Curtis 
Publishing Co.; Carl K. Tester, Philip J. Meany Co.; Ross H. Ryder, Young & Rubi- 
cam, and Mrs. Ryder, and Harry W. Witt, Calkins & Holden. 


Allison, Y&R, and Mrs. Allison; Alan Bolte, This Week Magazine; Jack W. Runyon, 
Kenyon & Eckhardt; William Belcher, Y&R, and Mrs. Belcher; Mac G. Morris, 
This Week, and Mrs. Morris; Burt W. Marshall, Sunset Outdoor Advertising, and 
Mrs. Marshall, and J. Neil Reagan, McCann-Erickson, and Mrs. Reagan. 
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month after month... 


1512 million'men and women“live by the book” 


..,and the book is Better Homes and Gardens § 


4,250.000 COPIES EACH MONTH 


| BelterHlomes | 
| OO 


After reading an average issue of BH&G, 6,950,000 read- during the year... 
ers reported taking over 27 million actions—clipping, . 


buying, doing! 15,500,000 men and women read an 
average issue of BH&G. One third of the 123,800,000 1 * < 
people 10 years of age and older in the U.S. read one or of Americ a z ' 
more of every 12 issues. That’s 44,150,000 Better Homes 3 et 


& Gardens readers—and over 40% of them are men! 
Meredith Publishing Company, Des Moines 3, Iowa. | reads Better Homes & Gardens! @ 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 


SR Ee 
BPE Gy Oh he 


LA: Sea 


a lO lee Cl ll 

; 

= ws ; a \ ‘ 

et ae a OM Me : 

ee : 

ee * : * ak x : a e o..4 soy ; SS 

* £ hie & | & eS: : 

* *« * * WH i |: : 

“Ox Ee Ss : aK 5 

A 4 Sa * alias <q Ab 

\¥ Fa NY + *K re - 

* a 8 LA \ Y= i Gi 

% *: YR Mee \ Vie 

* * * *| JAA ~—— oe 

x * x * A\\ ses ae 

*K 4 a We Sa ee ee ee { | ‘9 3 

* V/ Qe | 

S, ; 

* * * 

K Ry ‘yg 
+ Qt) YJ (7 | i A 

‘ @) ©) <)>) i _ 


e WIBW-TV, Topeka, has in- 


. ~ Thmaxi f 316,000 watts radiated 
Along the Media Path —— 


creased its power to its allowed 


e TV Guide, which prides itself 


The Seattle Times has placed 
into service four new Goss Head- 


liner press units and folder, rais- | 
ing the number of press units to|a file of names of subscribers,|/cies, members of the press and 


24. This completes the Times’ 
$1,200,000 mechanical expansion 
program. 


@ The Caller-Times, Corpus 
Christi, Tex., will almost double 
its present plant capacity when it 
builds an annex to house eight 
new Goss Headliner press units. 


e How much business is done by 
18 kinds of stores in various size 
markets ranging from 1,000 to 
100,000 families is reported in the 
sixth annual Time Table of Retail 
Opportunities published by the 
Bureau of Advertising under the 
title “Switch on Full Power Ad- 
vertising for Bigger Sales Goals.” 
The 48-page advertising plan book 
is now being shown retailers 
throughout the U.S. and Canada 
by a number of newspapers of the 
bureau. 


e A television advertising infor- 
mation center, employing a revo- 
lutionary new “electronic brain,” 
is being planned by the Television 
Bureau of Advertising. The bureau 
says that through the center—to 
be called Televic—agencies and 
advertisers will have instant ac- 
cess to the up-to-the-minute facts 
and figures on television advertis- 
ing, all of which will be. stored 
continuously, as they occur or 
change, in the huge memory bank 
of the machine. 


e Curtis Publishing Co., Philadel- 


| 


on furnishing program selections 
nal, Holiday and Jack & Jill. and information at a glance, has 

The IBM 705 electronic data|come up with a simpler method 
processing machine will maintain|for some 5,000 advertisers, agen- 


change addresses, adjust terms of|telecasting executives. It has 
subscriptions and add names and/|printed a 10%” diameter dial di- 
addresses of new subscribers. rectory which lists on one side the 
c 3 show, sponsor and network. On 
ee euarne tenes the other side is shown the time 
ene with tts Coteher wenthet and the day of the week the show 
o : can be viewed. 


e With its October issue, Parents’|, tno Pocket List of Railroad 
Magazine celebrates its 30th an-/ Osficiais has just released the 1956 
niversary. The issue has a circu-| edition of its publisher’s sales Bennett Succinate Buck 
lation of 1,750,000, an alltime high.| ,-ecsentation. in NIAA form. The a 
, S prese » Nn Ni orm. | ESTIMATORS—James G. Bennett, account exec at Compton Advertis- 
e Effective with the Nov. 3 issue, woo gr amg 1s ene - ing, and Robert J. Buck, product manager at Lever Bros., get 
the 82-year-old Hotel World-Re- |request. Soon to be issued is the checks for $100 each from Russ Russomanno, eastern sales man- 
view changes its name to World-|1956 edition of “A Sound Ap-| ager of Family Circle. Bennett and Buck guessed closest how many 
Review of Hotels & Travel. proach to the Railroad Market,” a » m5 cm ¢ 
i : 16-page booklet updating railroad ouses were shown in a photo of Levittown, Long Isiand, and how 
e “Some people lead more spirited | warket data in last year’s edition. | many copies of the magazine were sold in the area. 
lives than others,” Holiday’s latest . Loa 3 
e The work of “pinpointing” mar-'| people who plan their schedules’ by NBC Spot Sales. Targets on the 


promotion piece starts out. The ‘ 
mailer is shaped like a highball kets becomes a sport for agency with the aid of a dartboard issued ‘dartboard are the radio and tele- 


glass and includes a swizel stick 
with a disc which carries a jumble erves TOI <a 
of letters that read “I’m in a Holi- 1g Pact CITY AND STATE 
day Mood” when it’s spun. ‘ ee pays 
e House & Garden reports that 52 2 aaast yout 
gift and department stores are FoR — 
ob 


_~ : P § mL 
taking part in the “Christmas ost & LE < FURNISH BROADC, 
Boutique” promotion, the first such ° ac 
venture for the magazine. Partic- 
ipating stores will be listed in the aL EEG T r “AST — 


November issue as sources for an 
editorially featured collection of 80 
“Gifts in House & Garden Colors.” 


e The News-Tribune, Rome, Ga., 
which has occupied its present 
quarters for the past 25 years, is| 
scheduled to occupy new and larg- | 
er quarters in the near future. A} 


phia, is acquiring an “electronic!|two-story building containing 70,- | — (| a 
brain” to keep an accurate record | 000 square feet of floor space, pur- | Cre ' TE OF FIRST BROADCA 


of subscribers to The Saturday | chased from the Rome Hosiery | 
Evening Post, Ladies’ Home Jour- Mill, will be leased. 
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Heres FINE TYPESETTING ~ —_— —_— | oe. 
SET PHOTOGRAPHICALLY aw oe |) Ee ino 


The example shown above is a 
reproduction of typesetting set photographically | 


Fi 
a 


gNvITY 


padcast, 
——... Broadcasts: 


18 DISCOUNT; 


—directly onto photographic paper. 

This method offers impressive economies be- 
cause the Fotosetter* machine operator may 
expose type characters at the rate of 480 a minute 
... 8a second ... by this method. 


When processed, this single remarkably sharp 
reproduction proof is smear resistant, smudge 
resistant and durable. 

Economical, because the Warwick Fotosetter 
method of typesetting is fast and requires the 
minimum of handling. 

Investigate today. Let us show you how you | 
can cat your costs and still get fine typography. 


*Intertype Fotosetter 


WARWICK TYPOGRAPHERS, INC. PS = Be 


920 Washington Ave. St. Louis 1, Mo. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 
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vision stations represented by NBC , more than 1,000,000 watts of pow- 
Spot Sales. Three darts and a ser. It is using 1,500,000 watts. The 
scorebook with “the basic rules of | million-watt limitation has been a 
good dartsmanship” are included | technical barrier, broken through 
with the board, which is being dis- | by the station in cooperation with 
tributed to 1,000 agency execu-/ General Electric Co. engineers, the | 
“— : | station says. 

e “dartsmanship” rules point | ; : 
up the basic factors involved in|° The gy gatas, eamg le 


. ._ | issued its 
choosing markets for a spot radio in ‘ } 
or television campaign: selecting | ST@VUre SOUPS Sh Dales 


a suitable target, so that the sales Valley USA. * The tenes points we 


message is properly aimed, and changes in the area over 8 five: 
picking an appropriate time. 7 P . 


cian a ae |73 companies. 
; e Missiles ockets takes off this , ; 
month with 85% pages of adver- r Biectrie ind mperies = & Tete 
tising from 100 advertisers and 5,- wart s othe ng tt TA. 0 ople 
000 paid subscriptions toward a working on electronic accounts and 
guaranteed distribution of 13,000 industry executives & mew four 
”* | color brochure defining the elec- 


e Popular Science Monthly chang- | tronic industry. Free copies of the | 
es its format with its October is- | brochure, written for non-technical | 


TIME 


sue. Changes involve going from 
a split cover with insets to a sin- 
gle unit cover; a two-page table of 
contents, and editorial matter to 
run forward in the book. 


e WILK-TV, Wilkes-Barre, Pa., 


people, can be obtained by writing 
the magazine at 56th & Chestnut} 


Sts., Philadelphia. © 


e Department of New Laurels: 


= in space and 11% increase in rev-| 

/enue for the first nine months of | 
1956 compared with the same pe- 
riod last year. 

The November issue of Harper’s 
Magazine will have $41,963 in ad- 
vertising revenue, biggest in the 
publication’s history excepting its 
centennial issue in 1950. 

The Philadelphia Daily News 
reports a gain of 70,639 lines in re- 
tail advertising for the first eight 
months of 1956 over a similar pe- 
| riod last year. 
| The October McCall’s—with 458 
| columns of advertising, represent- 
jing gross revenue of $2,150,000— 
|sets a new alltime high for ad 
linage and revenue for any issue in 
its 84-year history. 

The newsstand sale of the Sep- 
tember issue of Sports Afield is 
the largest newsstand sale of any 
September issue in its 69-year his- 
tory. 

Coronet’s September newsstand | 


Tuscumbia, 


SPOT—WVNA, 
Ala., is using this highway sign, 
hich gives the time of day to 
| motorists, to promote its services. 


Newsstand sales of the August, 


1956, issue of Field & Stream show | 


from 25¢ to 35¢. 


says it is the first tv station in the a gain of 26% over August, 1955, 
world to beam its program with 


despite an increase in cover price | ber issue, Cue shows a 7% increase 


circulation hit an alltime peak of | 
1,235,000—14.4% over the previous | 
September. 

With 11 issues gone to press and 


With the closing of its Septem- 


DATE 


in America 


A. C. Nielsen Company 
Reports. ..WLW Radio 
consistently with one 
of the ten largest 
audiences among the 


more than 2870 Radio 


bee. PACILITIES TO [advertiser] 
| oh 
{ & H 
avyh— ri 
i 
" ’ 
| EXPIRATION DATE 
'GEMENTS 
i] 
rs 
LIVE TALENT 

j 
stion Time Taleat Lise Service 

> s_ 

eos Po Sema 

ISSION: 15% of Station time Charge 


LESS AGEN ’ 


% of Talent Charge 


“Sapp 
Sales Offices: New York, Cincinnati, Chicago i 


. Sales Representatives: NBC Spot Sales: Detroit, Use Alina 
Bomar Lowrance & Associates, Inc., Chariotte, Atianta, On sae : 


ae tai the... 3 Stim e 


oo ee ee eo 


stations in America. 
And WLW Radio gives 
you the nation’s fifth 
largest unduplicated 
radio audience. 

So before you buy 
radio time, check 

with your WLW Radio 
representative. You'll 
be glad you did! 
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orders still being received for the 
December issue, Fortune has al- 
ready booked the highest yearly 
ad revenue in its 26-year history. 

Ladies’ Home Journal reports an 
alltime high average circulation of 
5,217,500 in the first nine months 
of this year. 

Nation’s Business carried 22.5% 
more pages of advertising in Jan- 
uary-September issues this year 
than in the same period of 1955. 

The September Scientific Amer- 
ican is the largest ever published 
by the magazine. It carried 178 
pages of advertising from 226 com- 
panies. . 

For the first six months of this 
year, Grit advertising was up 
22.7% over the corresponding six 
months of 1955. 

Motor Trend will increase its 
circulation to 800,000 for the Jan- 
uary issue, which will tie in with 
the Automobile Manufacturers 
Assn.’s annual national automotive 
show opening in New York on Dec. 


Occupational Hazards’ October 
issue is the largest it ever pub- 
lished. It contains 102% adver- 


| tising pages. 


Crosley and Bendix 
to Make Electric 
Ranges for Philco 


PHILADELPHIA, Oct. 16—Crosley 
and Bendix home appliances divi- 
sions of Avco Mfg. Corp. will pro- 
duce electric ranges for Philco 
Corp., according to Henry Hub- 
bard, Philco vp in charge of elec- 
tric range operations. Mr. Hubbard 
said Philco would transfer its pro- 
duction of electric ranges from its 
plant in Mt. Clemens, Mich.,: to 
Avco’s facilities in Nashville. 

Some 400 persons had been em- 
ployed at Phiico’s Mt. Clemens 
plant, which will be closed Oct. 31. 
Philco will try to find employment 
for its workers with other Michi- 
gan companies, Mr, Hubbard said. 

Previous trade reports had in- 
dicated that Avco would manufac- 
ture part of Philco’s laundry 
equipment, and that Philco would 
acquire the Bendix laundry line. 
A Philco official queried by AA’ 
refused to comment on these re- 
ports. 


Connecticut PRSA Elects 
Bernard R. Hammons, assistant 

to the provust on public relations 

of Avon Old Farms School, has 


been elected to his second term as . 


president of the Connecticut Val- 
ley chapter of the Public Relations 
Society of America. Other officers 
are Reginald J. Alden, Longmead- 
ow, Mass., and John E. Ellsworth, 
Ensign-Bickford Co., Simsbury, 
Conn., vps; Eugene H. Kone, pr 
counselor, New Haven, secretary, 
and Nathaniel W. Morrow, New 
Britain Machine Co., treasurer. 


Plans Sea Scailop Drive 

The New Bedford Seafood 
Council, official association of the 
New Bedford fishing fleet, which 
accounts for 80% of the nation’s 
sea scallop production, has sched- 
uled a national newspaper ad cam- 
paign featuring various ways of 
preparing sea scallops. McPart- 
land-Bidwell, Manchester, Conn., 
is the agency. 


Greater Miami Names Agency 

Gottschaldt "& Associates, Coral 
Gables, has been appointed to han- 
dle the Greater Miami industrial 
and tourist advertising program. 
Magazines, trade journals, news- 
papers and direct mail will be 
used. S 


Ohio Carbon Appoints PDA 
PDA Advertising Agency, Cleve- 
land, has been appointed to han- 
die advertising for the Ohio Car- 
bon Co., maker of carbon brushes 
for electric motors and resistors, 
and carbon-graphite products, 


SEL 
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Stanwood Morrill, 
Lambert & F easley 
VP, Dies at 62 


New York, Oct. 16—Stanwood | 
A. Morrill, 62, a vp of Lambert &| 
Feasley, and former director of | 
marketing and advertising for 
Lambert Pharmacal Co., died yes- 
terday at Presbyterian Medical 
Center. 

Mr. Morrill started his career in 
1912 as a traveling salesman for 
Tyer Rubber Co., Andover, Mass. 
Then he held a similar position 
with Davol Rubber Co., Provi-)| 
dence, R.I. Later he became sales 
manager of the Toledo Scale Co.,| 
and then founded and became 
president of the Sun Advertising 
Co., Toledo. 

After selling out his interest in 
the Toledo agency, Mr. Morrill 
joined Ruthrauff & Ryan as an 
account executive. A few years 
later he moved to Lambert Phar- 


macal Co., manufacturer of Lister- 
ine, as vp in charge of sales. In 
1949 he was made director of mar- 
keting and advertising, and two 
years later joined Lambert & 


| Feasley, the pharmacal company’s 


wholly owned advertising agency, 
as a vp. 


EMILE H. GAUVREAU 


Surroik, Va., Oct. 17—Emile H. 
Gauvreau, 65, former managing 
editor of the New York daily and 
Sunday Mirror, and first editor of 
the old New York Evening Graph- 


| ic, died yesterday, apparently of a 


heart attack. He had moved here 


|with his wife about four months 


ago. 
Mr. Gauvreau was one of the 
leading depicters of the raucous, 


Prohibition-ridden °'20s known as) 


” 


the “Era of Wonderful Nonsense. 
As editor of the Graphic from 
1924 to 1929 he developed doc- 
tored photographs called “compo- 
sographs,” one of which, showing 


spirit world, was credited with 
having increased the paper’s cir- 
culation by 100,000. 

In his memoirs he described 
himself as a part “of that strange 
race of people aptly described as 
spending their lives doing things 


they detest, to make money they 


don’t want, to buy things they don’t 
need, to impress people they don’t 
like.” 

He was under 16 when he was 
hired by the New Haven Journal- 
Courier. Later he joined the Hart- 
ford Courant and became manag- 
ing editor before he was 30. While 
there he led a successful crusade 


to make Mark Twain’s Hartford | 
| home a literary shrine. 


In 1924 he went to New York 
and helped organize Bernarr Mac- 
fadden’s Graphic and became its 
first editor. He quit in 1929 and 
took a job with Hearst’s Mirror, of 
which he became managing editor. 
Later he moved to Philadelphia 
and worked for the Annenberg 


Rudolph Valentino entering the, publications there. From 1937 to 


Wherever you sell your products, 


Trade Mark Service 


supports your authorized dealers 


| 407, American Legion. 


WHAT'S YOUR DISTRIBUTION PATTERN? 


National... regional ... big city ... small 
town. With Trade Mark Service in the 
Yellow Pages you can serve them all — 
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| 1940 he was editor of Click, a pic- 
'ture monthly. Later he was editor 
‘of the rotogravure section of the 
| Philadelphia Sunday Inquirer. 

He was the author of numerous 
| books, including “Hot News,” bio- 
|graphies of Bernarr Macfadden 
and Billy Mitchell, and his own 
' autobiography. 


FRANK BURKE 

New York, Oct. 16—Frank 
Burke, 61, editor of Radio-Televi- 
sion Daily since 1943, died yester- 
day at the Hospital for Joint 
Diseases after an illness of four 
and a half months. He lived in 
Pleasantville, N.Y. 

Born in Waterloo, Ia., Mr. Burke 
| started his career working for sev- 
‘eral midwest newspapers, includ- 
jing the Minneapolis Tribune, and 
'then moved into the publicity and 

public relations fields. 

He was on the staff of Radio- 
Keith-Orpheum and Consolidated 
Radio Artists Inc., and was direc- 
tor of publicity for Music Corp. of 
America during the mid-’30s. He 
‘also served as personal manager 
| for Olsen & Johnson and Don Mc- 
| Neill, and was head of Paul White- 
man’s office. 

Editor of Radio-Television Daily 
| since 1943, Mr. Burke had been vp 
|of Radio Daily Corp. since 1952. 


“ALBERT N. BUTLER 

| Cnyrcaco, Oct. 16—Albert N. But- 
\ler, 68, longtime advertising rep- 
|resentative here for McCall’s and 
| former manager of the magazine’s 
| Cincinnati office, died in his sleep 
of a cerebral hemorrhage yester- 
_day at the home of a daughter in 
Glenview, II. 

Born in Chicago, Mr. Butler was 
reared in Waterville, Me., where 
|his father was headmaster at 
Bowdoin College. After graduat- 
ing from the University of Chicago 
he joined the advertising depart- 
ment of the Chicago Tribune and 
was field secretary of the US. 
Chamber of Commerce. 

Mr. Butler joined the Chicago 
sales staff of McCall’s in 1926. In 
1951 he was named to open the 
magazine’s office in Cincinnati. He 
remained manager in Cincinnati 
until he retired in January, 1956. 


‘ROGER TUTTLE 
CuicaGo, Oct. 16—Roger Tuttle, 
61, for the past 13 years a Chicago 
staff member of Hearst Advettis- 
ing Service, died Oct. 13 following 
a heart attack in his home. 
Before his connection with the 
Hearst organization, Mr. Tuttle 
was associated with Foote, Cone & 
Belding and Batten, Barton, Dur- 
stine & Osborn. A native of Chi- 


| 


With Trade Mark Service you tell pros- 
pects where to buy your product in their 
town... you give them the name, address 


cago, he served in World War I 
with the 42nd (Rainbow) Division. 
He was a member and past com- 
mander of Beverly Hills Post No. 


CURTIS BILLINGS 

Cuicaco, Oct. 16—Curtis Bill- 
ings, 53, head of Curtis Billings & 
Associates, public relations com- 
pany, died Oct. 11 in Erie, Pa., fol- 
lowing a heart attack. He was 
stricken aboard a train while re- 


and telephone number of your local deal- 
ers... you make it easy for them to buy. 
Get all the facts on Trade Mark Service 
in telephone directories today! For full 
information contact your Trade Mark 
Service representative at your local tele- 
phone business office. 


>t 
Find Your 
Nearest Dealer 


In The 
Yellow Pages 


effectively. |turning from Ambherst College, 
where he had gone to visit his son. 
|Prior to entering public relations 
Mr. Billings was a newspaper man 
and worked on papers in Denver, 
Minneapolis and Pittsburgh. 

He was a charter member of the 
Chicago Press Club and a member 
of Sigma Delta Chi and the Public 
Relations Society of America. 


LEO JONCAS 

Brpperorp, Me., Oct. 17—Leo 
Joncas, 56, publisher of the Bid- 
|deford Daily Journal, died Oct. 15 
following a heart attack in his of- 
fice here. He was a past president 
of the Maine Daily Newspaper 
Publishers Assn., and had been 


You buy the service in only those places 
you want included. There’s no wasted 
circulation . . . no overlapping circula- 
tion. No other single tie-in medium offers 
such complete coverage with so much 
flexibility of coverage. 


Displaying this emblem in 
your advertising means more 
sales for your dealers. 


with the Journal since 1929,.start- 
ing as a bookkeeper. He later be- 
came business manager and had 
been publisher since 1946. 
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Meet Mr. William Schmidt 


-does he drink your beer ? | 


What a slice of cheese and a beer mean to a gemiitlich evening at home, Bill Schmidt means 
to big beer sales in Chicago. | The sure way to reach the greatest number of men like Bill Schmidt 
in Chicago is to advertise in the Chicago Tribune Magazine. It’s the magazine that knows the reading 
interests of men in Mid-America and caters to them—the only medium that covers 
66% of the great Metropolitan Chicago market. CHICAGO TRIBUNE MAGAZINE 
Sports magazines miss 
82.9% of the households which read the 
Chicago Tribune Magazine. 
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]. Rey McLennan Adds Account 

J. Roy McLennan Advertising, 
West Hartford, has been appointed 
to handle advertising for Insulated 
Circuits, Passaic. 


CLICK—it's A 
Razor-Blade Knife! 


CUCK— = Sate for Pocket or Purse! 


Haudi-Kutter 
The PREMIUM That 
Has EVERYTHING 


Widely adaptable for tie-in and self- 
ieuideting merchandising deals. 


ful. 
WRITE for Free Prices, 
and detaile regarding Ad Card 
method for distribution. 


KENWORTH MFG. CO. 


12315 W. Lisbon Ave., Milwoukee, Wis. 


"Reader's Digest’ 
Compiles Quotes 
on Advertising 


New Yorx, Oct. 16—Reader’s 
Digest has published an anthology 
of “iceas about advertising from 
men of several eras and many 
walks of life.” The 44-page volume 
is titled “Lasting Ideas—Some Ex- 
pressions on the Art of Persuasion 
Wise and Witty Enough to En- 
dure.” 

Some samples: 

“Advertising is to business what 
steam is to machinery—the great 
propelling power.”—Macauley. 

“One great factor in advertising 
as in all teaching is repetition. 
Repetition makes reputation.”— 
Brisbane. 

“I believe that advertising itself 
is the greatest safeguard a con- 
sumer has today against inferior 
and worthless products, for no in- 
ferior product will stand up under 
a national advertising campaign.” 
—Frank A. Blair. 


Wanser Plans Ad and PR 
Boost for 100th Year 

Sidney Wanzer & Sons, Chicago 
dairy, plans a stepped-up program 
of advertising and public relations 
in connection with its 100th anni- 
versary year. Ted Cox Associates, 
Chicago, has been appointed to 
handle the public relations cam- 
paign; George H. Hartman Co. is 
Wanzer’s agency. 

Advertising plans call for in- 
creased use of tv, radio and news- 
papers, coupled with an intensified 
sales drive. 


Elliott to Jennings & Thompson 
Don A. Elliott, formerly a vp of 
the McCarty Co. Phoenix, has 


joined Jennings & Thompson, 
Phoenix, as an account executive. 
The agency also announced its 
appointment to handle advertising | 
for Advance Seed & Grain Co. 


Durstine Appoints Two VPs i 

Neil Heard and William D. Sloan | 
have been appointed vps of Roy 
S. Durstine Inc., New York. Mr. 
Heard is marketing director of the 


WHEAT 


> | 
FLAKES eS, 7 
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billhrard 


ADDS ADS—The newest addition to the model town and miniature 
railroad premiums offered by Kellogg Co. are these miniature 
posters which are packed free, one to a box, in Kellogg’s Pep and 
Sugar Frosted Flakes. The miniatures, each of which carries two 


different ads, one on each side, 


feature seven products. Each of 


the seven advertisers provided its share of the tiny posters for use 
on the plastic panels. Leo Burnett Co., Chicago, is the agency. 


agency’s San Francisco office. Mr. 
Sloan heads up the Los Angeles 
office. 


* Audits by Selling Research Inc., 
Sates Management—June 1955 


he Sure 


to 


SELL SYRACUSE 


.-.and the 15- 


county 


SYRACUSE MARKET’ 


Hes one 0F 60,000 industrial production workers in metro- 
politan Syracuse whose skill and dependability con- 
tribute so immensely fo the robust prosperity of a great, 
growing market. Like everyone else in Syracuse — like most 

people in Central New York — his buying impulses are shaped by the 

area's most powerful selling influence: the Syracuse Newspapers. These 
newspapers deliver 100% saturation coverage of the metropolitan area— 
effective circulation in 14 surrounding counties. In a market where 1.3 million 
people spend $1.9 billion annually, you just can’t buy another combination 


of media that will do a comparable job at a comparable cost. 


FULL COLOR AVAILABLE—DAILY AND SUNDAY 


> 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


| Nudes Offend... 


Ask Legal Body 
to Help Shield 
Manikin‘s Body 


Burrato, Oct. 16—The Common 
Council of Buffalo has been asked 
to enact a resolution requiring 
stores to install full-length cur- 
tains in their show windows while 
the displays involving manikins 
are changed. 

The request was filed for coun- 
cil action by the d’Youville Boeth- 
ea of d’Youville College and will 
come up for consideration at a 
meeting soon. 

Signed by Mrs. Charles A. 
Suchan, president, and Mrs. Thom- 
as F. Summers, resolution chair- 
man, the request stated that “some 
stores in Buffalo make it a prac- 
tice of allowing nude manikins to 
stand for hours in display win- 
dows when in the process of 
changing their window displays. 


@ “In the interest of public de- 
cency and morals, may we ask that 
your honorable body pass legis- 
lation prohibiting this sort of 
procedure, making it mandatory 
to provide full-length curtains for 
the windows or some form of cov- 
ering for the manikins during 
such periods as necessitate the re- 
moval of clothing, so as not to ex- 
pose these manikins in the nude 
to the public eye.” 


Cities Service Names Two 
Melvin H. Glazer, with the 
company since 1951, has been ap- 
pointed merchandising manager of 
Cities Service Oil Co. (Delaware), 
and Roger W. Strecker, formerly 
an account executive of D’Arcy 
Advertising Co., Cleveland, has 
been named advertising manager. 


Breeze Oil Names W. 

Hugo Wagenseil & Associates, 
Dayton, has been appointed to 
handle advertising for Breeze Oil 
Co., Des Moines, Ia. A newspaper 
campaign is planned for all mar- 
kets and radio and tv will be used 
in major and secondary markets. 


Birrell Joins Philly Agency 

Charles F. Birrell, formerly sales 
manager of WGAL, Lancaster, Pa., 
has joined Marketing & Advertis- 
ing Associates, Philadelphia, as an 
account executive. 


Adam Hats Names Goodis 

Goodis, Goldberg. Toronto, has 
been appointed to handle adver- 
tising for Adam Hats (Canada), 
effective immediately. 


Craft Forms PR Company 

Bob Craft, Public Relations, has 
opened offices in the Electric 
Bldg.,. Fort Worth. 
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A man’s guide to women, No. 7: ENERGY 


i), 


Where does all her energy come from? 


Although a woman’s working week is roughly twice as long as the 
average man’s, she often seems to have more energy. Why? 


The secret is that a woman’s work pattern is different. A man starts a 
job full of pep and charges through it like the Super Chief. By 6 P. M., 
he’s tuckered. A woman starts a job full of pep, too. But she doesn’t 
continue relentlessly. Periodically, she shifts gears. 
She makes a phone call. Or touches up her nails. 
And though she gets enough done to exhaust four strong men, 
at 6 P.M. she feels like dancing! 


This sort of behavior mystifies men. But not Ladies’ Home Journal. 
The Journal knows a woman’s energy is not boundless. It just seems to be. 


Because the Journal understands this and so much else about women, 
more women buy and read the Journal than any other magazine. 


And because the Journal is so influential with women, advertisers 
Py invest more money in the Journal than in any other women’s magazine. 


SR 


Never underestimate the power of the No. 1 magazine for women... 


JOURNAL =:2=—-. 


A CURTIS PUBLICATION 
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Youner Joins Carl Leeds 


David Youner, for the past four | 
years head of his own agency, has | 
joined Carl 


S. Leeds Co., 


Pittsburgh families 


Test and 
know the 
Pittsburgh 


market... 


Panel of 2,000 
available for: 
© Promotion Penetration Studies 
® Blird Product Tests 
@ Opinion Surveys 


Market Survey Bureau 


2 GATEWAY CENTER, PITTSBURGH 22, PA 


COurr 11-0220 


| York, as an account group head | 


and member of the executive com- 
mittee. Leeds recently was ap- 


New pointed to handle advertising for 


American Firstoline Corp., New 
, York, manufacturer of pharmaceu- 
tical, industrial and agricultural 

chemicals, and Ackerman Engrav- 

ers, New York. 


Calhoun Named Y&R VP 

William L. Calhoun Jr., formerly | 
lan account executive with Young 
|& Rubicam, New York, has been 
appointed a vp of the agency. Mr. 
Calhoun has been transferred to 
Y&R’s San Francisco office where 
he will serve as contact supervisor 
on the Kaiser Aluminum Chemical 
Corp. and Kaiser Steel Corp. ac- 
/counts, both in Oakland. 


‘Life’ Boosts Virginia Gable 

| Virginia Gable, formerly wom- 
en’s wear merchandising manager, 
has been named department store 
merchandising manager of Life, 
|New York. She succeeds Ina 
Hundlinger, who is retiring after 
11 years with the magazine. 


Business Paper Success Story... 


Automation's Demand for Thyratron © 
Tube Makes Electrons Inc. a Leader — 


| 


Newark, Oct. 16—In 1928, when 
ithe word “electronics” was known 
only to a handful of scientists, a 
few pioneers founded the company 
now known as Electrons Inc. To- 
day it is a leading producer of 
thyratron tubes, used throughout 
industry as a result of the growing 
trend toward automation. 

As an executive of Shivell-Hall 
|Co., the agency which has handled 
| the account for the past ten years, 
commented to AA, the company’s 
sales volume has grown nine-{fold 
in that period. 
| Also, starting with no distribu- 
tors ten years ago, the company 
now has more than 100 distributors 
who stock the product. located in 
key cities all over the country. 
Such leading companies, for ex- 


ample, as IBM and Remington-. 
Rand use the company’s tubes in) 
their electronic computing equip- | 


ment; and about 95% of the busi- 
ness is in automation and compu- 
tation. 


® The company regards its appeal, 
logically, as being to the engineer- 
ing mind, and from the beginning 
of its advertising felt that copy 
must be restrained, dignified and 
simple, and at the same time bold 
and direct in its effect. 
This general idea has 
achieved, as the copy shows, by the 
use of a solid black background, 
with a photograph of the tube 
shown in bold relief against it, and 
copy restricted to a line or two on 
a business card giving the com- 


TO MAKE IT YOUR IDEAL 


TEST MARKET? 


BALANCED 


CIVIL SERVICE 


INDUSTRY 


Springfield — Capital City of Illinois and the heart of an 11-County market — 
offers balanced agricultural, industrial and Civil Service buying power. 


Minnis State J Journal an Register 


COPLEY NEWSPAPERS 15 “Hometown” Newspapers Covering 
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LITTLE COPY—Ilustration dominates 

Electrons Inc. ads, with a few lines 

of copy scribbled on “calling card” 
below electron tube. 


pany’s name and address. 

With the rapid gains in electron- 
ics in general and automation in 
particular in the past few years, 
there has not only been some mo- 
dest expansion of the advertising, 
but a restrained resort to case- 
history copy. Instead of the photo- 
graph showing only the tube, it 
shows the tube in use in a custom- 
er’s equipment. 


® The picture still tells the story 
and the copy itself continues the 
limitations of the business card. 
For example, an ad in two-thirds 
of a page, b&w, showing the intri- 
| cate setup of the Univac 120 com- 
'puter, confines the copy to the 
following brief comment: 

| “Remington Rand’s Univac 120 
uses Electrons’ xenon, high current, 
temperature-free thyratron and 
rectifier tubes for reliable power 
supply.” 

Other copy, illustrated by the 
/use of the company’s products in a 
_customer’s line, is similarly eco- 
/nomical. But the widespread use 
| of Electrons’ tubes and the respect 
in which the company is held in- 
dicate the effectiveness of the 
strictly factual and restrained ap- 
proach. 


® The campaign runs generally in 
two-thirds pages, although an oc- 
| casional full page is used. And the 
coverage of the market by use of 
the publications appropriate to the 
line is effective, the company has 
found, judging by its growth both 
|in sales and in national reputation. 
| Production of the advertising is 
|handled carefully, the agency re- 
| ports, due to the difficulties con- 
| nected with the necessity of getting 
| the black background and the 
|gleaming glass of the tube repro- 
duced in the desired degree of per- 
fection. The result, however, has 
| been regarded as eminently satis- 
factory. 

The following publications are 
used: Control Engineering, Electri- 


Hi ical Engineering, Electrical Manu- 


Springfield, Illinois — Northern illinois — Greater Los Angeles — and San Diego, Cali- 
fornia .. . Served by the COPLEY Washington Bureau and the COPLEY News Service. 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


2 ee ares 


facturing, Electronic Equipment, 


' | Instruments & Automation, Jour- 
: |net of Applied Physics, Proceed- 


ings of the I1.R.E. and Purchasing. 


‘Hazel Bishop Buys TV Show 


Hazel Bishop Inc. will sponsor a 
new audience participation pro- 
gram, “You’re on Your Own,” 
over CBS-TV starting Jan. 3. 
Raymond Spector Co. is the agen- 
cy. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Food bills for Greater Philadelphia homes each year total 
$1.375,000,000. You can reach and sell this tremendous market 
through the advertising columns of Philadelphia’s home newspaper 


—The Evening and Sunday Bulletin. 


The Bulletin packs selling power throughout a market noted 
for its buying power. Philadelphians like The Bulletin. They buy 
it, read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 

Now—R. O. P. full color seven days a week 
Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 


Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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You catch more eyes...for less... 
with SCOTCHLITE! 


REFLECTIVE SHEETING 


5 


Fastest way to reach a customer's stomach is through his eyes! 
Signs of SCOTCHLITE Sheeting give you a low, low cost-per- 
thousand—and high, high readership! Get the greatest mileage 
out of your advertising dollar with the salesmen that never stop 
selling, night or day—Brilliant, colorful signs of SCOTCHLITE 
Reflective Sheeting. For a free demonstration, write Minnesota 


Mining & Mfg. Company, Dept. AA-10226, St. Paul 6, Minnesota. 


““SCOTCHLITE™ Reflective Sheeting is @ registered trademork of Minnesota Mining & Mig. « & 


‘Indecent’ Movie 


in Louisville 

LovuIsvIL_e, Oct. 16—Shocked by 
“misleading” and “untrue” motion 
picture advertising, J. Garrett 
Noonan, advertising director of the 
Courier-Journal and Louisville 
Times, has banned from those 
papers all “indecent, vulgar, sug- 
gestive or generally offensive” 
advertising copy. 

Mr. Noonan’s action followed 
by two weeks a column by Bosley 
Crowther, New York Times movie | 
reviewer, which made similar) 
complaints about advertising on | 
two films in particular—“The Bad | 
Seed” and “Lust for Life” (AA, | 


y 
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Genenar @ erecrare 


COLORAMIC—General Electric breaks its drive for Coloramic bulbs 

(AA, Aug. 20) with this spread which runs in Look Nov. 13. 

Ads will follow in Better Homes & Gardens, Collier’s and Life. 
Batten, Barton, Durstine & Osborn, Cleveland, is the agency. 


Oct. 8). 
“If there is any doubt in your| 
mind as to the acceptability of any 


copy of this type,” he wrote in a 


nished by the producer. But the 
fact still remains that the type of 
letter to exhibitors and movie|©°PY mentioned above is unac- 
houses here, “we strongly suggest ceptable for publication in these 
that you submit the advertising "©W5P@Pers. 


copy to us before booking the pic- " 
ture for your theater.” = “It has been rather shocking to 


Mr. Noonan said he knew that see the misleading, in fact untrue 
“in most instances the advertising statements, as well as the false 
is prepared in New York or se- titles and illustrations that are 
lécted from a ‘press book’ fur-' currently attached to a number of 


= 2 


iN 
Who does the 
a8 A 


Ty 
Ne 


DALLAS: 
city of 
salesmen... 


buyin 


g here? 


Dallas’ employment. Thousands more sell real estate, 
securities and various business and personal services. 

Insurance salesmen are everywhere. Vying for Dallas’ 
dollars would be a mighty vicious circle, were it not 


for out-of-town customers — North Texans whose 
Dallas purchases account for a third of Dallas’ retail 


sales volume. 


Enlarge the Dallas market for your product with the 
purchases of North Texans who look to Dallas for the 


needs a metropolitan city provides . 


. advertise in 


The Dallas Morning News, the newspaper North 
Texans subscribe to and read to keep up with their 

Dallas interests. With its vastly larger circulation and 
greater, more selective coverage of the entire Dallas 


Market, The News assures you 


a fuller response. 


ONLY THE DALLAS NEWS COVERS THE BIGGER DALLAS MARKET 


Che Hallas Morning News 


mee} 
| 


|recently releaséd movies,” the 


| Noonan letter said. 


“We know, of course, that the 
illustrations and titles, as well as 
the descriptive copy of the movie, 
are far removed from the actual 
action in the movie, because we 
| know that such stories would not 
receive the approval of the Motion 
Picture Censorship Board. 

“We consider the following ti- 
tles and copy misleading, untrue 
and an exaggeration of fact, as 
well as contrary to ‘good taste’: 

“A Cry In The Night—Then 
came the date in lover’s lane and 
Liz knew it had gone one thrill 
too far!” 

“She Shoulda Said ‘No’” 

“The Burning Hills—They flame 
with the first of first love. Too 
young and too grown up...all at 
the same time.” 

“A Kiss Before Dying—She was 
going to have a baby. His way out 
was to kill her.” 


@ Mr. Noonan said, “The only 
value newspapers have to sell our 
advertisers is reader confidence. If 
it is destroyed or even weakened, 
these newspapers would become a 
mediocre advertising medium. We 
do not propose to let that happen. 

“We believe,” he added, “that 
merchandise with merit can be 
sold to the public with honest, 
straightforward advertising, and 
that double-meaning phrases, di- 
rect or indirect, which appeal to 
the base instincts of nature are 
unnecessary as well as undesir- 
able.” 


Breast-O’-Chicken Offers 
Slicer for Labels and 50¢ 

Breast-O’-Chicken Tuna, San 
Diego, is promoting a new pre- 
mium, a Quikedge multiple edge 
slicer of stainless steel, which is 
available for two labels and 50¢. 

The sales drive, running through 
October and November, will have 
newspaper, radio, tv, transit and 
magazine advertising support in 
Breast-O’-Chicken Tuna’s mar- 
keting areas. 


Ken Thompson Joins Basford 

Ken Thompson has joined G. M. 
Basford Co., New York, as account 
executive on industrial advertising 
for the Texas Co. He was formerly 
with Erwin, Wasey & Co. and be- 
fore that with Buchanan & Co. in 
a similar capacity. 


IGA Boosts New Cheese Line 

IGA Food Stores plans addition- 
al advertising in 500 newspapers in 
the next six months to introduce a 
new line of TableRite cheeses in 
its 6,000 stores, and also to pro- 
mote TableRite meats. 


Gaynor Colman Adds Account 
Gaynor Colman Prentis & Var- 
ley, New York, has been appointed 
to handle advertising for Universal 
Leaseway System, Cleveland, na- 


tionwide truck leasing company. 
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Get the 


BIG |] 
BULK | 


in Boston 


One Contract 
Delivers the BIG BULK 


in Boston 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philedelphie - Detroit - Plitsburgh 
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Buying coverage in the big Boston market 
can be confusion or simplicity. 

It depends upon how you look at Boston. 

If you look at Boston in terms of people 
— times — money, you'll see you can get the 


big bulk of the market with the HERALD. 


TRAVELER — because its circulation bulks 
biggest where the spending power bulks 
biggest. 

That's what the food stores do. And na- 
tional food advertisers follow suit. That's 
what Boston department stores do. And 
general national linage follows suit. What 
could be a difficult pattern becomes the logi- 
cal, productive pattern: the Boston Herald- 
Traveler first. 

Do a better job for the product . . . make 
your own job easier. And remember — 


The BOSTON HERALD-TRAVELER 
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HOW WELL 

DO BOYS’ LIFE 
READERS 
READ ADS? 


HOW DO BOYS’ LIFE 
READER FAMILIES 
COMPARE WITH THOSE 
OF OTHER MAGAZINES ? 


WHAT DO 
THESE 
STATISTICS 
PROVE? 


1,600,000 


Seen— Read 
Noted* Associated Most 


4th cover 83% 80% 27% 
B & W page 67 63 25 
B&W 2 page 65 63 46 
B&W “% page 35 30 17 


*Storch Readership scores of four ads 
taken from the April 1956 issue. 


Of the 54 magazines included in 
the Starch 51st Consumer Maga- 
zine Report, May 1956, BOYS’ LIFE 
Reader Families were 


in home ownership and 
FIRST weekly food expenditure. 


in car ownership and 
SECOND rth nea A ownership. 


That BOYS’ LIFE readers read ads the way 
most adult magazine readers read editorial 
matter. And that they come from families on- 
the-go, with the will and the money to buy. 
Therefore, they're a primary target for new 
sales. Reaching them now is easier than fight- 
ing for their attention when they get older. 
Advertising in BOYS’ LIFE reaches boys in 
their own language, in their own magazine. 


BOYS’ LIFE 


FOR ALL BOYS © PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Advertising Age, October 22, 1956 


Advertising Pages and Linage in Consumer Magazines 


September and Year-to-Date Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. —_Jan.-Sept. Jan.-Sept. | 
1956 1955 1956 1955 1956 1955 1956 1955 
Weeklies, Bi-Weeklies, Semi-Monthlies 
Capper’s Weekly ............ 97 122 no2 1123 9.652 12,225 120,188 112,279 | 
tChristian Advocate ......... 201 309 1595 176.9 8.319 12.770 66.042 73.255 
| Rie = sine 73.0 1101 7208 #7491 49.651 74883 490,128 509,404 | 
Gi Ti Aa gta aa 80.7 596 6400 6039 34610 25,546 274,559 259,072 | 
Re Rea 243 238 261.7 2349 24,291 23,762 261,734 234,860. 
pet oer tes 398.0 413.0 3,290.7 3.1355 270,642 280,840 2,237,649 2,132,152 
eo ee ee a 98.6 1029 11135 1023.0 67,028 69,979 757,154 695,639 
New Yorker ................ 502.6 393.3 3210.6 2820.7 215,598 168,704 1,377,364 1,210,078 
ie Aes 2726 260.9 2368.7 2.1691 114511 109,580 994.850 911,009 
\!|Presbyterian Life .......... 203 186 1099 1302 8.524 7.830 46,136 54,684 
ON eR CS 148 232 1258 1426 6.222 9.743 52.843 59.877 | 
§Saturday Evening Post ...... 335.1 308.3 2571.9 2,606.5 227.877 209,608 1,748,884 1,772,397 
Saturday Review 814 646 5917 562.0 34189 27,132 248,520 236,045 | 
tSporting News 230 427 2265 266.6 24925 46,294 245,772 289,278 | 
Sports Illustrated 854 393 7091 4574 36643 16869 304181 196,211 | 
hye. SreanepAesta abe 277.6 2763 2,505.7 2,339.7 116597 116.026 1,052,407 982,682 
en Bee 6ll 244 216 1384 11,124 4.448 53,066 25.190 
U.S. News & World Report .. 278.3 293.9 23142 2169.8 116,874 123,421 971,953 911,320 
ee SE ee Rome 26566 2498.0 21.3221 198386 1.377.277 1,339,660 11,293,430 10,665,432 


+Four issues in September 1956: five issues in September 1955. tTwo issues in September 1956; three issues in September 
1955. §Five issues in September 1956; four Issues in September 1955. |!/Three issues in September 1956; two issues in Sep- | 
tember 1955. | 


Women’s 
§Bride’s Magazine ........... — — 469.0 438.8 Ean 391 277.290 
Everywoman’s Magazine ...... 38.3 38.4 281.1 328.6 16.415 16.474 120,589 140.976 
. tear 53.2 66.1 484.5 569.3 22.823 28,353 207,834 244.228 
Good Housekeeping .......... 147.0 122.1 1,066.3 977.4 63,078 52.362 457,448 419,315 | 
Ladies’ Home Journal ........ 130.5 123.7 890.2 860.5 88 758 84,083 605,347 585,142 | 
McCall's Magazine .......... 81.5 77.5 643.6 625.3 55.438 52.693 437,645 425.194 
tParents’ Magazine ........ 745 77.5 494.5 475.2 32,120 33,348 212.789 204,409 
- ae 154.2 1344 1,0975 1.0428 104,870 91,369 746,323 709,078 
Western Family: 
Southwest Edition ......... 21.6 29.1 211.5 259.3 9.287 12.496 90,721 111,243 
Mountain Edition ....... 19.9 24.6 207.2 248.3 8,522 10,561 88.886 106 540 
No. Cal. Edition ....... 20.3 27.1 202.1 250.6 8.699 11,642 86.679 107.489 
Northwest Edition ..... 22.4 27.46 211.5 254.3 9,594 11,847 90,744 109.111 
OO arr 51.5 58.1 434.4 499.6 22,080 24,918 186,348 214,347 
Woman's Home Companion .... 54.1 60.1 393.9 470.1 36.754 40,856 267,848 319.698 
Wee EE Scincteccncves 48.3 40.1 270.1 241.5 9,462 7,862 52,946 47.324 | 
WE cdt oc tabacnue 854.7 827.1 6,736.6 6,788.4 461065 444.814 3,682,229 3,698,244 
§Published in January, April, July, and October. tIncludes linage carried in special shopping scout section (572 lines per 
page). ZtNot included in totals. 
29.2 29.5 218.2 198.0 12,271 12,388 91,631 83.166 
10.7 14.7 138.8 141.4 4,494 6.160 58,310 59,388 
22.2 22.1 167.6 162.8 9,328 9 297 70,407 68,368 
21.4 19.4 165.9 158.2 9,189 8,322 71,164 67,862 | 
28.6 26.9 267.8 222.4 12,015 11,277 112,478 93,411 | 
47.0 32.1 311.6 297.1 20.145 13,779 133,685 127,444 
5.5 7.7 55.1 62.5 2.315 3.216 23,155 26.242 
30.2 29.0 213.5 212.2 5.496 5,278 863 38,624 
21.0 19.6 175.0 174.6 9,020 8,412 75,091 74,905 
10.1 6.3 70.5 62.2 4,250 2.663 29,590 26,122 
56.1 60.0 546.9 538.4 38.148 40,787 371,912 366,080 | 
14.2 15.6 119.2 107.8 6,111 6,708 51,123 46,254 | 
63.8 58.2 575.4 502.8 43,319 39,565 391,177 341,732 
16.7 20.4 149.6 104.6 7,042 8572 62.824 61,472 
18.5 17.6 153.9 1663 12,712 12,127 105,881 114,411 
21.6 32.1 220.2 237.9 9,086 13,461 92,470 99,925 
23.1 21.7 216.5 215.0 9,912 9,323 92,866 92,253 
53.0 63.1 242.4 239.1 23,379 27,836 106,875 105,446 
30.3 26.2 280.1 202.4 12,725 11,012 117,620 84,996 
43.8 52.0 653.8 601.4 29,811 35,371 444,547 408,939 | 
27.9 26.5 239.1 247.3 11,701 11.110 100,436 103,871 | 
48.6 54.7 218.5 217.7 33,251 37,435 149,467 148,927 
83.4 84.1 1,172.0 1,105.7 49.049 49,441 689,125 650,155 
39.5 37.9 359.0 362.1 9,401 9,015 85,431 86,181 
6.3 7 28.3 2.3 2,639 308 11,914 994 
22.1 20.0 185.9 180.3 9.482 8,595 79,765 77,362 
32.0 30.0 283.0 190.0 5,824 5,460 51,506 34,580 
7.3 10.3 74.4 78.9 3.152 4,440 31,907 33,838 
148 18.0 209.1 194.0 6,342 7.720 89,708 83,221 
8.7 5.7 64.3 86.0 3.650 2.392 27,012 36,116 
10.6 12.3 59.0 62.1 7.113 8,195 39.675 41,753 
105.2 78.0 547.4 548.0 66.455 49,300 345,984 346,327 
Eastern Edition ......... 31.0 49.5 340.6 324.5 13,296 21,222 146,107 139,214 
Central Edition ......... 31.7 49.5 340.6 324.5 13,582 21,222 146,109 139,214 
Southern Edition ........ 29.7 49.5 333.7 324.5 12,724 21,222 143,172 139,214 
Western Edition ......... 32.7 51.5 353.4 340.1 14,011 22,080 151,615 145,921 
Average 4 Editions ....... 31.3 50.0 342.1 328.4 13,403 21,437 146,751 140,891 
ECR cing. ville neeahh sve 28.1 21.9 232.7 211.3 12,070 9,379 99,833 90.660 
RE. niin wile Kipadoé- bois 82.3 78.1 877.1 835.0 48,405 45,923 515,741 490,980 
_ 3 Severe 1,083.1 1,072.4 9,550.9 066.2 556.881 550,244 4,954.418 4,718,316 


\ 9,066. 
tAugust-September issues combined. ||/Started accepting advertising in April 1955. §Published bi-monthly; figures shown are 
for September-October issue. Not included in totals. 


Home 
American Home ............. 778 79.4 668.7 609.8 49,165 50,192 422,639 385,392 
Better Homes & Gardens 133.1 149.5 1,221.1 1,154.4 84,104 94,475 771,762 729,565 
Flower Grower .............. 36.0 46.0 463.1 521.7 15,120 19,320 194,516 219,100 
House Beautiful ............ 99.6 113.4 £90.4 876.6 62,918 71,652 562,704 554,038 
House & Garden ............ 103.2 75.5 647.8 635.8 65,189 47,707 409,434 401,827 
SEE Sdedeéescvecccctes 37.4 52.4 364.9 394.3 16,026 22,494 156,520 169,167 
SN etbE han pane 6061s 0a 06 92.5 86.6 695.0 645.0 58.442 54,752 439,220 407,618 
Sunset Magazine ............ 135.1 126.8 1,295.5 1,128.9 56,729 53,243 544,089 474,121 
ok rr 714.7 729.6 6,246.5 5,966.5 407,693 413,835 3,500,884 3,340,828 
Fashion 
IU es 6 bs dU ope ode ea . 193.7 197.3 905.8 925.4 83,101 84,631 388,603 397,010 
ON Pe 167.9 170.6 851.7 903.6 72,047 73,190 365,387 387,638 
Warper’s Bazaar ............ 1868 1898 9476 8928 118,080 119,962 598,907 564.226 | 
Mademoiselle ............... 115.2 122.1 = 1,004.1 997.9 49,434 52,386 430,756 428,105 
Serr 309.8 296.9 1,300.0 1,244.3 195,775 187,668 $21,589 786,393 | 
ES acne bese een 973.4 976.7 5,009.2 4,964.0 518,437 517,837 2,605,242 2,563,372 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ......... 35.0 32.5 269.7 242.5 14,998 13,955 115,711 104,042 | 
Modern Screen ............ 36.7 32.1 270.3 238.8 15,730 13,791 115,936 102,440 
Screen Stories ............ 27.4 27.4 212.3 206.1 11,757 11,775 91,066 88,405 | 
Fawcett Women’s Group: / 
Motion Picture & TV ...... 20.8 21.0 149.4 164.2 8,925 9,005 64,099 433 | 
True Confessions .......... 27.5 26.4 188.3 192.9 11,792 11,307 80,760 82,765 | 
Hillman Romance Group ...... 9 13 15.8 17.3 384 544 6,761 7,432 | 
Hillman Women's Group ...... 16.8 19.3 149.7 143.0 7,224 8,297 64,219 61,363 | 
Ideal Women's Group: 
Intimate Romances ........ 13.2 22.4 140.6 169.3 5,663 9,594 60,315 72,643 — 
SS eer 16.7 26.1 165.8 196.1 7,177 11,216 71,117 84,129 | 


L ines 


89 


1956 
Movie Stars Parade ........ 16.7 
Personal Romances ........ 13.1 
TV Star Parade .. 12.6 
FUR ov ncen cece 10.8 
| Secrets Romance Group: 
#tConfidential Confessions . 13.5 
2§Daring Romance ........ 18.1 
Revealing Romances ....... 174 
ET Oe 18.5 
gt Ser 12.8 
True Story Women's Group: 
ESS me 43.2 
TV-Radio Mirror .......... 23.1 
True Experience .......... 24.7 
True Love Stories ......... 23.9 
True Romance ............ 23.8 
(te ae 65.0 
WED vnc saisecadscus 500.6 


Sept. Jan.-Sept. Jan. -Sept Sept. 
1955 1956 1955 1956 
26.2 165.9 193.7 7,165 
22.6 139.7 167.9 5.628 
18.6 122.3 144.2 5,418 
111 59.0 42.3 4,612 
18.6 65.1 18.6 5,809 
19.1 81.2 19.1 7,764 
17.6 140.3 138.4 7.464 
18.1 144.5 144.0 7,921 
9.9 48.2 33.5 5,509 
43.2 368.6 336.9 18,524 
24.6 205.8 221.6 9,916 
27.1 216.8 234.2 10,606 
27.5 214.4 235.4 10,248 
27.4 215.7 233.1 10,206 
54.3 538.4 456.4 27,894 
536.7 4141.5 4151.8 214,761 


18,517 
10,544 
11,638 
11,775 
11,748 
23,308 


230,208 


Jan. -Sept. 
1956 


1,776,634 


Jan.-Sept. 
1955 


$3,078 
72,044 
61,881 
18,139 


7,971 
8,197 


99, 
195,787 
‘T781,155 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include ail advertising carried by the 
group as a whole PLUS additional advertising carried by each individual publication. 
tSeptember-October issues combined; started publication as a bi-monthly with March-April 1955 issue. | August-September is- 
sues combined. §September-October issues combined. |||August-September issues combined; started publication as a hi-monthly 
with April-May 1955 issue. Not included in totals. 


Magazine Linage Trend figures in thousands 


WEEKLIES 


1936 
sept.[1,377 


1956 


tember 1956; four issues in September 1955. 


Comics Magazines 

tAmerican Comics Group ..... 7.0 
tArchie Comic Group ........ 5.8 
tHarvey Comics Group: ........ 9.8 


6.0 34.7 37.7 2,646 
6.5 29.3 34.0 2,174 
10.5 46.8 47.9 3,717 


(Continued on Page 90) 


FASHION 


Business 
MBG... cccel Svc eee 688 65.5 7003 6308 45,140 43,000 459,424 413,812 
tBusiness Week ............ 616.5 492.0 4,350.6 4,067.8 258,913 206,623 1,827,233 1,708,467 
Dun's Review & Modern Industry 88.8 85.3 654.0 634.4 54,687 52,547 402,840 390,774 
Financial World ............ 47.2 39.3 476.0 420.1 19,826 16,503 199,899 176,422 
NEI sos vs heyintveiuncth 54.2 55.0 5443 462.2 22,725 23,097 228,500 194,103 
PN cc dase Tus hua 174.0 1443 1,443.3 1,135.8 109,968 91,166 912,134 717,794 
Nation’s Business ........... 515 446 397.4 3245 22,105 19,113 170,473 139,208 
Total Group .............. 1101.0 “926.0 8565.9 7,675.6 533,364 452,049 4 200,603 3,740,580 
tFive issues in September 1956; four issues in September 1955. 
Youth 
American Girl .............. 35.3 346 2404! 2024 15,156 14844 103,134 86,823 
OT Os sans cae be 35.8 31.3 268.0 2317 24,351 21,277 182,251 157,565 
EE REA OD MaRS 18 4.7 21.0 16.4 789 2,024 9,022 7,045 
Scholastic Magazines ......... 485 392 249.1 2051 20,352 16,456 104,618 86,144 
Scholastic Roto ............ — 33.2 ne 29,034 24,896 
Total Group ............. “T24 “108 ~ S1L7 ~ 6841 ~ 60648 ~ S401 ~ 428,059 ~ 362,473 
tNot published in September. F. 
Outdoor & Sports 
American Rifleman .......... 704 744 507.8 537.4 30,184 31,907 217,829 230,540 
Field & Stream ............. 683 589 639.3 582.2 29,299 25,249 274,241 249,778 
Fur-Fish-Game ............. 182 202 1643 172.9 7,826 8,620 70,470 74,183 
Outdoor Life ............... 70.1 648 643.1 617.1 30,056 27,788 275,905 264,723 
NT Cae 617 57.7 547.2 530.3 26,462 24,763 234,757 227,487 
ee Oh icine 55k 288.7 276.0 “2501.7 ~2,4399 123,827 “118327 1,073,202 1,046,711 
Mechanics & Science 
Mechanix Illustrated ......... 639 740 5908 598.4 14315 16,581 132,329 134,040 
Popular Mechanics .......... 118.0 1269 1,127.9 1,177.4 (26,432 28,420 252,658 263,746 
Popular Science ............. 142.9 170.7 1,103.2 1,168.2 32,007 38,228 247,123 261,685 
Science & Mechanics ...... 91.0 98.0 4584 4721 20,286 22,002 102,580 105,801 
Wi Bret sec e onan 4158 4696 32803 34161 ~ 93040 “105,231 ~ 733696 ~ 765.272 
tPublished bi-monthly; figures shown are for September-October issue. 
Detective & Fiction 
1 Rare Re ape 9.3 82 104.0 85.4 3,978 3,507 44,628 36,654 
Deli Men's Group ........... 10.7 104 1040 1189 4,586 4,461 44,593 50,986 
Thrilling Fiction Group ...... 5.9 7.4 59.9 73.4 1,327 1,661 13,410 16,440 
thit Gale. .< gcesisus 359 ~ 260 ~ 2679 ~ 277.7 9,891 9.629 ~ 102.631 ~ 104,080 
Newspaper Sections (I) 
(Nationally distributed with Sunday newspapers) 
tAmerican Weekly ..........- 563 445 499.1 473.8 47,860 37,836 424.197 402,693 
+Family Weekly ............ 30.3 225 259.3 1933 25,740 18,272 220,382 164,261 
UST UN RS ERE ER 2 646 S41 5726 5124 54,885 45,946 486,736 435,557 
tThis Week Magazine ........ 916 786 7139 679.1 77,840 66,804 606,820 577,236 
Total Group ..........-.. “R28 “1967 “20449 “T8566 ~ 206.325 1,738,135 1,579,747 
tFive issues in September 1956; four issues in September 1955. 
Newspaper Sections (II) 
(All other newspaper sections and comics) 
#Chicago Tribune Magazine .. 128.1 102.7 1,086.7 964.4 108,914 87,273 923,651 819,723 
First 3 Markets Group ....... 489 45.7 4119 . 387.6 41,565 38,845 350,073 329,461 
New York Mirror Magazine .... 31.9 417 2826 3319 31,316 40,895 276,965 325,250 
tNew York Times Magazine .. 294.5 296.3 2,107.9 1,894.7 250,281 251,856 1,791,733 1,610,494 
Teted Grows cceesscsscene “375.3 “383.7 28024 “26142 ~323, 331,595 2,418,771 2,265,205 
Not included in totals, as Chicago Tribune Magazine is also a number of the First 3 Markets G 


roup. ¢Six issues in Sep- 
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Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan.-Sept. 
1956 1955 1955 1956 1955 
National Comics Group: Newsweek-European .......... 67.0 43.5 499.4 403.5 28,140 18,270 209,760 169,470 
(Total 2 Units) .......... 176 «157 187 = 94616 = 5,920 44,856 «= 35,847 | tNewsweek-Pacific .......... 615 49.7 516.0 4836 25,830 20,862 216,737 203,126 
ew RECT oe 9.3 8.1 60.6 47.9 3,497 3,055 22,901 18,115 | Popular Mechanics: 
Blue Unit te Pr 83 7.6 = SB 46.9 = 3,219 2,865 = 21,955 = 17,732 | Mecanica Popular (Spanish) 206 23.1 2283 2124 4616 5184 S1131 47,583 
Quality Comic Group: | Mecanique Populaire (French) 19.5 18.5 226.8 237.3 4,368 4,144 50,795 53,144 
(Total 2 Units) .......... 12.0 12.0 109.0 109.0 4,536 4,536 41,202 41,202 | Reader's Digest: 
HComics Unit ........... 60 60 550 S50 2268 2268 20,790 20,790 | #tArabic ............... 5.0 —— 448 —— 9,240 16820 —— 
Romance Unit .......... 60 60 S40 S40 2268 2.268 20412 20412 Argentine ............... 695 S45 435.0 362.0 12.649 9.919 79:170 65.398 
Total Group ...........0. "S22 ~80? ~ 3585 ~3a34 ~ 39,689 “19150 ~ 127938 ~zais2 | Austrim ................. 56.0 48.0 4730 482.0 10,192 8,736 86,086 162 
{Published bi-monthly; figures shown are for September-October issue. 2tNot included in totals. See Asseen evens ones oS SS Ss ee ae ae Ri 
WOES ccc es ecccccescces | be 5 . , ” 
Canadian (English)... ..... 94.0 765 7325 630.8 17,108 13,923 133,320 114,797 
Coneaiion National Weekend Newspapers [Rotograve ure Linage) ilies: ie Canadian (French) ........ 103.3 833 ©7703 BLS 18792, 15.152 140.180. 124.052 
esesesoveeersoes 2 | Caribbean ............... 87.5 89.0 676.5 687.0 ©5925 16,198 §~—123,123 
Phe Press cseceserecereees 359 60s $475 534.6 85.903 AT EE. ~ pel RR "—ppaeieanet 40.5 42.0 345.0 323.7 6,885 7,140 58.699 020 
tStar Weetly 2... 6... 94.8 799 647.3 706.2 90,059 75,870 614951 67051 | finn 
. SE a talscsieconsdee 19.0 21.0 1466 126.0 3534 3,906 27,273 23,436 
Weekend Magazine ........ 132.7 = 851.5 7519 129,412 86,094 830,170 733.) 1 gn ais 
waar a ne 40.0 40.0 3481 3490 7,000 7,000 60,920 61,075 
Total Group ............ 39S 3O1l4 26625 ZSE1 “SHOASI WSIS ZEOSSSE ZS 5 French (Paris) ........... 76.0 50.0 736.0 675.0 1,330 8,750 116.830 118,125 
tFive issues in September 1956; four issues in September 1955. Preah (Osies) -........-. a 
erman (Germany) ........ . 0 760. 568.5 . 6 . " 
Canadian German (Swiss) .......... 29.0 26.0 2295 1705 5278 4732 41,769 31,031 
on sie oh EME. Sah sahstvencisnns 515 38.0 4760 3930 9373 6916 86632 71,526 
eee ao ae. ee ee ee es ee OS ones woccenee SLO © 40.0 339.0 269.0 9,282 7.280 «61,698 «= 48.958 
SEAR “ceo. udpensuhasacs 52.9 45.0 3656 3363 35,939 30,564 248,633 228,184 | Italian .................. 7.5 70.0 633.0 9 S185 =—-:13,330 12,000 108.876 89,182 
BEY Gina . «signs dabicas te 2.9 2S 227 22S 12793 1475 125986 86168322); Sonne ................ 5.0 8620 «639.0 = 257.2 S880 4708 56.952 45.208 
tMackean’s oo... ccc ee ens 127.1 100.0 821.1 793.9 86,420 68,024 558,347 539,577 | Japanese (Troop) ......... 58.0 365 337.5 350.0 10556 6.643 61.425  — 63,700 
GME is s sdleiideivnan theses 55.9 37.1 3539 310.3 38,022 25,216 240,644 = 211.012 | Mexican pa =  — a. ao aa 
Seats Gian: Raia casas suns . 
English Edition ........... 94.0 765 7325 6308 17,108 13,923 133,320 114,797 | Norwegian ............... “0 680 M40 © 6(312006=— 7.480 8390 190.872 115,868 
French Edition ........... 103.3 83.3 «770.3 «BLS = 18.792 15,152 140,180 +=—124,032 | Portuguese ............... 15.5 6S 72S 678 «SES 16S 1S SES AOS 
Revue Moderne ...0 00.0.0... 25.1 234 1965 195.9 17,043 15,887 133,601 133.210 | South African ............ 18.0 895 7918 6705 21,122 8 17.095 141.727 = 120,020 
Revue Populaire ........... 30.1 26.2 2195 2209 21.062 18,308 153,613 154,649 | Southern Hemisphere... . 75 60 335 0 668 681 6ST 60S 
Povecesccceesscecesee "9900 35.7 «© S2B2-— 30.7 «= 27,323 28,985 = 226,182 220,515 | _ Sedieh ................. os 570 6320 668 67593 (OR LZ T7.3S 
{Saturday Might 2.2.2.0... 40.1 55.6 3478 520.1 16837 23,337 «146,061 218,456 | Time-Atlantic .............. me 85 SA TRS UE UK SS 
Time-Canadian .. 0.000.000. 249.7 . 226.4 1,778.9 1,617.9 104,860 95,080 747,145 + 679,510 | Time-Latin American ....... ma 7 ese le ee ON SA 6S 
—- ak. Sa, a; “a. ren See Garren | TEOOMEM .00.........0.- 948 743 759.6 6656 39,830 31,220 319,025 279,545 
Total Group eee ee 943. 1 836.7 6,944. 2 6,549.2 461,532 410,379 3,357,976 3,191,144 Visao (Portuguese) Pt 118.5 101.5 391.5 578.8 49.770 42,630 374,430 243,080 
Teves lecugs in September 1956; two issues in September 1956. SVision (Mexican) .......... 62 — U7 — .790 47,760 
waa Vision (Spanish) ............ 598 73.5 S222 4438 130 30,870 219,310 186,416 
Sage ae. a Ly 2 sha ctsencutas 24583 20183 19,3446 17,1267 662,707 571.362 5377,294 4,718,335 
Y onal : jan yo Editions combined as of March 5, 1956; figures shown above represent the combined edition and the aver- 
English Edition .......... 764 611 6121 S428 S1915 41,565 416,225 369,070 age of the two previous editions. {Start January 1955. . 
Spanish Edition .......... 815 643 6069 S819 55,450 43,690 412.705 395,675 cluded in totals. ee ee ee ssa 
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Madison’s 
first TV station 
is ABC 


Serving over 100,000 non-duplicated 
ABC homes. Call your Headley-Reed 
TV man for the comparative coverage 


story. 
WKOW-TV 


} 


| agency. 


Smith-Corona Shows 
Off Its New Portable 
Electric Typewriter 


New York, Oct. 16—Obsoles- 
cence of the manually operated 
typewriter moved closer last week 
as Smith-Corona introduced the 
first electric portable typewriter. 

The company expects to have 
the new model on the market in 
January and hopes to produce 25,- 
000 to 35,000 next year. Advertis- 
ing plans, however, will not be} 
set for another month, AA was! 
told. 

The new model weighs 19 
pounds, about six pounds more 
than the company’s manually op- 
erated portable, and will retail for 
about $190, against $89.95 to! 
$124.95 for standard portables. It 
has been under development for 
more than five Years, accord- 
ing to Elwyn Smith, president. 
The two major design problems 
were (1) a small, light and effi- 
cient motor and (2) a fool-proof 
key action. 


The company foresees a big mar- | 
|ket for the new plug-in portable | 
‘among small business men, doc- | 
tors, dentists, housewives, execu-| 


tives and others. 
Cunningham & Walsh 


is the 


‘Redbook’ Names Winners 

First prize of $250 in Redbook’s 
“name the place” contest has 
been won by R. E. Mulvogue, vp 
of Wolfe-Jickling-Conkey, Detroit. 
Second prize of $100 went to John 
A. Priebe, media director of 
Reincke, Meyer & Finn, Chicago. 
Third place winners are George V. 
Fraser, Prince Edward Island 
| Travel Bureau, Canada, and Gene 
| Reveles, Foote, Cone & Belding, 
|'Los Angeles. 


American News Adds Books 


Publications of Magazine Man- 
| agement Co., New York, will be 
distributed nationally by Amcri- 
jean News Co. starting Nov. 1. 
|Distribution formerly has been 
| through Atlas Magazines Inc. 


| Petitt to ‘Architectural Forum’ 

Philip E. Petitt, formerly cen- 
tral services maintenance super- 
visor of Time Inc., has been 
named to the New York sales staff 
of Architectural Forum. 


Ted Bates Appoints Three 

Frank P. McCord, manager of 
the research department, and 
Charles D. Dunkin, in charge of 
that department’s client service, 
have been elected vps of Ted 
Bates & Co., New York. In addi- 
tion, the agency has named Harry 
C. Doolittle a copy group head. 
Mr. Doolittle was last with Comp- 
ton Advertising. 


‘Everywoman’s’ Names Two 

William Reardon, formerly ad- 
vertising manager of The Report- 
er, has joined the eastern sales 
staff of Everywoman’s Magazine, 
New York. John Urbain, formerls 
with Bauer Advertising, has joined 
the magazine as promotion man- 
ager. 


Vail to ‘Hosiery Review’ 

Martin Vail, formerly a space 
buyer with Batten, Barton, Dur- 
stine & Osborn, has joined the ad- 
vertising staff of Hosiery & Un- 
derwear Review, New York. 


BERNARD P. 


Negotiator 


PURCHASES — SALES — MERGERS 
APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 


147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 
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Advertising Age, October 22, 1956 


The Catillac of pet foods! } 


CATILLAC OF PET FOODS!I—That’s the way Purr Pet Food Co. describes 

its Purr all-tuna red meat pet food in a series of outdoor posters 

which it is using for the first time. Campaign runs through De- 
cember in major markets throughout California and Arizona. 


Coming 
Conventions 


Oct. 20-22. Screen Process Printing Assn. 
International, Hotel Sherman, Chicago. | 
Oct. 22-23. Boston Conference on Dis-| 
tribution, Hotel Statler, Boston. | 
Oct. 22-23. New England Newspaper | 
Advertising Executives Assn., Parker) 
House, Boston. | 
Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chica- 


go. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 13-14. National Business Publica- | 
tions, New York regional conference, | 
Plaza Hotel. | 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 19-21. Fifth annual Advertising 
Essentials Show, Statler Hotel, New York. 

Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hote! 
Roosevelt, New York. | 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 

Jan. 20-23, 1957. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 
Hotel, Chicago. 

Feb. 1-3, 1957. Eastern Intercity Con- 
ference of Women's Advertising Clubs, 


Baltimore 
March 22-31, 1957. International Pho- 
tographic Exposition, National Guard 


Armory, Washington, D.C. 

April 25-27, 1957. Advertising Federa- | 
tion of America, Fifth District, Fort | 
Wayne, Ind. } 

April 25-27, 1957. Advertising Federa- 
tion of America, Ninth District, Hotel 
Mayfair, Sioux City, Ia. 

June 8, 1957. Advertising Federation of 
America, Fourth District, Hotel Fontaine- | 
bleau, Miami Beach. 

June 9-12, 1957. National Industrial Ad- 
vertisers Assn., 35th annual conference, | 
Waldorf-Astoria, New York. | 

June 9-13, 1957. Advertising Federation 
of America, 53rd annual convention, Ho- 
tel Fontainebleau, Miami Beach 


Coolican, Coe Names Two 

Coolican, Coe and Coolican, Syr- 
acuse, N. Y., until recently James 
J. Coolican Inc., has appointed 
James F. McGuckin to its copy de- 
partment and James M. Kenyon to 
its art staff. Mr. McGuckin for- 
merly was with Eastman Kodak 
Co., the Rochester Democrat & 
Chronicle and Hutchins Advertis- 
ing Co. Mr. Kenyon formerly was 
art director of Globe Photo En-) 
graving and most recently headed 
his own art studio. 


Ohio Select List Elects 

D. F. Daubel, Fremont News-| 
Messenger, has been elected pres- 
ident of the Ohio Select List. Oth- 
er officers are J. O. Amos, Sidney 
News, vp, and Fred W. Kowhl, 
Ashland Times-Gazette, secretary- | 
treasurer. Officers elected for the 
group’s ad managers unit are Rob- 
ert E. Pifer, Uhrichsville Chron-| 
icle, president; J. R. Harris, Piqua 
Call, ist vp, and Gail Ardrey, | 
Zanesville Times Recorder & Sig-. 
nal, 2nd vp. 


Gold Bond Stamp Catalog Out | 

Gold Bond Stamp Co., Minneap- 
olis, is distributing its 1957 catalog 
to dealers. The 52-page catalog) 
contains 659 items, 195 more than 
in the 1956 catalog. Gold Bond | 
stamps are distributed through | 
approximately 10,000 dealers in the | 
U. S. 


, 


‘Playboy’ Boosts Spectorsky _ 

A. C. Spectorsky, formerly as- | 
sistant to the publisher of Playboy, | 
Chicago, has been advanced to the | 
new post of associate publisher of 
the magazine. 


Cures “‘cold’’ market 


The makers of a well-known cold remedy salute 
WXIXx’s ability to warm up sales in Milwaukee. 
Reports the Anahist Co.: “Our confidence 


in WXIX was justified by excellent sal®& 
results...a 123% increase for August- 
December 1955 over a similar period 

the year before. Anahist had a terrific 
season in the rich Milwaukee market — 
and we believe wx1x contributed a big 


portion of our success.” R for your sales 
problems: a low-cost announcement schedule 
on WXIX, Milwaukee's top television buy. 


CBS Owned «. Channel 19 « 


& a Pe PR, 
oe mes 


Milwaukee 
Represented by CBS Television Spot Sales 


91 


LIFE INTERNATIONAL, published in English 
around the world and LIFE EN ESPANOL, 
printed in Spanish for Latin America, deliver a 
combined net paid circulation of over 600,000 
concentrated at upper-income levels. 

Their estimated total audience exceeds 4,500,000 
readers. Join other leading companies the world 
over who have invested more advertising linage 
in each of these magazines than in.any other U.S. 


overseas edition. 


Visual impact counts for a lot in any advertis- 
ing. For the strength of your selling story-—the 
impression it creates—is directly related to the 
“look” of your advertising message. 


LIFE INTERNATIONAL and LIFE EN ESPANOL 
give you the strongest possible visual impact 
because of LIFE’s large page size and superb re- 
production. These magazines present your prod- 
uct at its best to your best overseas prospects 
every where—key people in business, government 
and the professions. 

It’s the kind of visual presentation that evokes 
strong response. And it’s the kind of presenta- 
tion only LIFE’s international editions can give 
you. Isn't that worth thinking about when you're 
setting your overseas advertising schedule? 
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W. S. Shafer, Vice-President, Advertising and Merchandising Division, Armour and Company 


The Vice-President in Charge of Advertising and Merchandising Knows... 


"WHY ARMOUR’S PRODUCTS 
SELL SO WELL IN LOUISVILLE” 


“Armour and Company is an old-timer in Louis- 
ville. We like to feel that we have had a modest 
part in the outstanding growth of the city and 
the market. 

“The Armour Creameries plant buys cream, 
poultry and eggs produced on farms in the Louis- 
ville area, and serves the entire Southeast with a 
fine line of dairy and poultry products. Our Louis- 
- ville branch house, operating under federal inspec- 

tion, produces sausage of all kinds, and smoked 
meats. The branch also distributes the complete 
line of Armour foods. 


“Tt is gratifying to be able to report that in the 
last several years, more and more people in Louis- 
ville and vicinity have been buying more and more 
Armour products. We look forward to further sales 
progress in Louisville, confident that the city’s 
growth will continue apace.” 

Last year Armour and Company promoted its 
products in Louisville by investing over $28;000 in 
linage in The Courier-Journal and Louisville Times 
. . . nMewspapers which invariably rank at or near 
the top in every quality survey of American news- 


papers. 


SCL LOUISVILLE foe all iti. worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


@he Courier-Zournal - THE LOUISVILLE TIMES 


392,500 Daily Combination © 313,633 Sunday 


® Represented Nationally by The Branham Company 


\ 


7 


G 
t 
l 
1 
a 
0 
a 
t 


eR ee otk et hoe a eT Pee ar ON ee a Re : pas ae ve ee f a te orn ae ae eer ot ahaa i. ae eee Ae 
O° ga a a oe Py bed, hc a PE Sy A olen a Seaypactan ae? : See ae 3: ae ; < es eae, Bien oe ae aaa ee a a as Ly 
fu gecds Mead ee: U 7 | f meee: f we, é mae i) - ‘ a < f Rs : @ 2 * eat) = Mes rat wee nee sine —_ Setiues Mi 
Lp mies ; = ie s earn en ae 
uf ak x eae < 
oR fin 
car 
yi) . 
sf te . 
eS 
Moye: 
in ra 
eae “J e 
ee ae 
ic os ¥ 
i a Sl 
Bite. ee oa ae, eee ee, 
me rae: —_— “— » 
1 SAEs ae ; ——! a on reo 
she, a Soy a SP : 3 As % tera 1 UE Bee 
nn} ke ae aa a ee Ee a 
ee a @ Brien ey 
er ton a . -e my ; i 
OT ae oe me — Eh =, a. 
Oi | Nes ; a a an ht Py. pete etre oi 
fi — ~~ ae ee 
Seg 8 : ie. — : 7 oe ‘ i a opal Re gis 
et are - Hie: , ae (eka Beko eee re 
Ober ly tt eo ee a Se bry 
ee : Pie ay eee ee 
are: ‘. Rn . SS la ae ek ce is 
ree 5 i. ee er, ee domme 
See! aheee Se ee Be) ees 
k's : a 1 ee Pe a: at 
pe _ ee ; | ee ae 
Rees ; * 4 ri. Bhi a yi tee a 23 
a : i ‘ts eee eae 
oe = a” : “paces ee 
a cm a 2 Pic ee ety 
oc x : ek Hes ee 
ae ; ; Bt ie 
teh a ‘ pg rete es 
a "tee 75 on ee Se a a 
“aaa ag. P ai De ae a 
je cad, : ~~ Soh aay 
ee dete . : ; ? per we Se 
- es ¥ ome c. * Pe 
wis . a pee at mae. 
Gel a . J : ae ae 
ie & x r ik ek OR Aor 
eae ‘ Si J es, 
ae rs oe Bee Ie 18 PS 
ag ae : Pui : aie eee " 
es a r 7 igs ~2 es as Sr 
ee ee z f Se ear \ A Se eee 
ees ’ P oo} Siete Ti Sai = ia NIN pe 
«ig, \ ae Bes ona or or a 
ae a : -_ ry, Bo te ee 
e | ee a “, oe ee ie) ae ee ; 
hed ahi h the 7 Rae we, Sr, 
ra nee f = ves 5 ; ie nae Come ona Le - 
ae x “a. a, are 
ee eae : a : 5 Be : we 
ee 4 cs x aes ae oe 
Rat ies soci _ sf ee eee: 
— ‘, : ° Ve ee eS Siete fe 7 
Be i. i ae —— 
See! ieee Pe he = * a 
ey a" ee ae sy a ad —— ae (is), nmr 
“ae, i . as - a ge en es 
a he : ie, * i wane ; ae le 
eae ee BEET a aoe! * 3 igen oe 
es 2s le — ab: i ag ver 
Poe tee fers i : i rade i yee eee 
t= Rae fe Zs : a 5 i ‘ ’ a eS ate End 4 oe 
ai: ae mi SE See 
AEE: : 4p : Bs ee 
ake a Me 5 Bar ot eon 
“Se ya ee ; ee cs Ss eae 
fe Bad ae. ig eo Sei 
ee pe coe ‘ Po ee 
es. Ki, “haa ee Pee oo ae 
at te : tg ee i ; = 3 ee = 
i ae < ca ‘ : ee ) oo? =e 
Bee Rn a: wee | lO ee peat 
eS. aa a a ie ie ft sig : > 2 
ne... aie 2 a eee ee 
ae a pe a | ey 
j he. 4 Ae. ie 
bi : oF &  : a 
ite wer ee ‘ % ties 
ie Fagt Ce men se ee 
ao 3iare i c: poeiig 5 a ae os 
aly aie ; ; : oan aie ; oo: Cy ae 
Fi ee ‘ee " 
Beit, 
a 
BAT e 
‘twa 
aa 
aes! er 
EY ee 
gad . 
exe 
oa Sa 
ae 
Pints. 
| ae 
erm yt 
e.. a 
on at 
eG 
4 
pe 
Co ee 
ie. 
te 
he. ta 
ayn 
ae 
Ped 
pica 
rae 
Pak er 
ee ; 
aie | 
ee & ; 
Ae : | 
he 
i . 4 | 
eG Pe 
"i ) 
ea i 
eee 
i | 
ate 
“ee ‘ 
he 
Bree F 
eae 
ae 
mies & iy 
i en 
BP the 
eee 
75 ee 
aha 
ry a 
Pers. 
yee 
. 
(aoe 
we 
fy hal 
dee: 
oe 
ei: 
Bare Gc 
ors 
Pan 
a 
Site 
at 
is 7 
Ve 
: a 
4 AG & 
eo . 
Set 
mer 
yaa 
fae = 
cae 
1 ae 
oe 
Ra fas 
‘OS 
ae 
r,! 
r “a ‘ha : 
rat , 
a Bes 
ee ; 
Pa a 
Hots m 
Pate 
Pete x 
ee 
Bes 3: 
ng ok? 
Bie ‘ 
Rye 
pie 
Cs 
Ben ee 
eth 
wan 
Rae 
Poe. 
rae . ; . 
ef f ‘ pee, \ - : - 
afi onsite - sities ei ie ee 


-“ 


Feature Section 


Advertising Age 


Retail Trade Summary Shows Trends 


C.M. Wishes an Advertiser Luck 


Bedell Compares Two Auto Ads 


Are Food Supers Low-Cost Retailers? 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising... 


Definition of an Advertising Idea 


By James D. Woolf 
Advertising Consultant 

An advertising idea is usually defined 
in terms of a consumer benefit. Thus, Ban 
promises a deodorant that “rolls on.” 
Jergen’s lotion banishes “detergent 
hands.” Betty Crocker guarantees “a 
perfect cake every time you bake.” Royal 
pudding provides “74% 
more food energy than 
fresh whole milk.” 
And so on. 

But this definition 
(a specific consumer 
benefit) is not the 
whole of it. The con- 
sumer is also favorably 
influenced, or “moti- 
vated” if you prefer, by 

James D. Woolf certain other factors 
having no direct relationship to the bene- 
fit. 

Take, for instance, the “Modess be- 
cause...” campaign, which is reportedly 
successful. No specific benefit is prom- 
ised; nothing is said about what the 
product will do for the user. Nevertheless 
the Modess ads do have a favorable im- 
pact on the reader. What achieves this 
result is, of course, the beauty and ele- 
gance of the advertisements; they fairly 
reek quality and distinction. 


® In somewhat the same way, the Breck 
campaign also achieves favorable impact 
on the reader. While it is true that cer- 
tain moderate benefits are promised, the 
language is calm and restrained. and the 
appearance of the ad as a whole has an 
aura of beauty and quality. 
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QUALITY DOES IT—The central theme of 
this ad, “That Ivory Look,” is undoubted- 
ly appealing, but it is not exactly a 
world-shaking idea. Equally important 
as the theme is the ad’s all-over aura 
of beauty and quality, its tone of restraint 
and decorum. Don’t let anybody tell you 
that the tone and physical dress of an ad 
is not important, 


This aura, in my opinion, is an im- 
portant asset for any advertisement. The 
notion, held in some quarters, that most 
people, meaning the hoi polloi, are not 
responsive esthetically to the beautiful 
in art and nature and advertising is non- 
sense. Ask any curator of any art muse- 
um, and he will tell you it is not the 
eggheads who throng to his exhibits. 

Equally as important as the esthetic 
quality of advertising is its tone. The im- 
pact of a promised benefit may be weak- 
ened or strengthened by the manner of 
its expression. The Hathaway shirt copy, 
for example, which is artfully written 
and restrained in tone, would lose much 
of its charm and potency if it were hy- 
perbolic and bombastic. The eyepatch is 
only one facet of the Hathaway theme; 
another constituent is its tone and manner 
of expression. So it is also with the Pepsi- 
Cola ads. The consumer benefit, “re- 
freshes without filling,” is by no means 
the sole reason for the notable success of 
the campaign. The beautiful color illus- 
trations, plus the moderate, well-written 
copy, have almost as much motivating 
force, I suspect, as the promised benefit. 


# Another important constituent of a 
theme is its credibility. The motivating 
force of a promised benefit has a direct 
relationship to its acceptability. More 
than one good basic idea has been en- 
feebled by copy that promises more than 
the average reader is willing to believe. 
If I were under compulsion to choose be- 
tween overstatement and understatement, 
I’d take the latter. Effective “hard sell” 
and overstatement are not synonymous. 
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POWERFUL PICTURE—The promised benefit: 
“Perfect Lemon Pie in Half the Time,” 
would have very little impact on the 
reader without the magnificent color pho- 
tograph of the “wedge of just-right 
lemon pie.” This beautiful ad would 
probably be almost as effective if it had 
promised “Perfect Lemon Pie in Twice 
the Time,” 
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ATMOSPHERE OF ELEGANCE—AII of the Breck 
ads have an atmosphere of elegance and 
class. Never do they indulge in exaggera- 
tion and synthetic excitement. The beau- 
ty and tone of the Breck ads do as much 
to create desire for the products as do 
the specific benefits promised by the text. 


Increasingly in recent months, it seems 
to me, a great deal of advertising has 
been deficient along the lines of this dis- 
cussion. Newspaper ads, in particular, are 
dreadfully offensive on the count of 
esthetic appeal; many of them are not 
merely unattractive—they are downright 
ugly. Many more ads are short on the 
counts of tone, manner of expression, and 
credibility. Ugliness and bombast, it 
would appear, are how some admen de- 
fine “hard sell.” 

A good advertising idea, as I have al- 
ready stated, is not only a promised bene- 
fit. It is also a manner of expression. It 
is the whole ad—its words and phrases, 
its pictures, its typography, its aura of 
quality, its credibility, its good taste, its 
sincerity. 

Other things being equal, ads that look 
like quality—ads that are visually attrac- 
tive, or, better yet, beautiful—sell more 
effectively than ads which offend the 
reader’s esthetic senses. 
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CHARM IS ITS STRENGTH—-The specific copy 
theme, “refreshes without filling,” is not 
the sole reason for the effectiveness of 
the Pepsi-Cola campaign. If the Pepsi 
ads had been visually unattractive, the 
pictures second-rate, and the copy brag- 
and-boast, the theme would have been 
drastically enfeebled. The great strength 
of this campaign is its charm. 
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ILLUSTRATION COUNTS—The copy in this 
Coopers ad is excellent, but it promises 
no startling product benefits. The po- 
tency of this ad is achieved to an im- 
portant degree by its striking and beau- 
tiful illustrative treatment. Here again, 
as with the Pepsi-Cola ads, the great 
strength of this ad is its charm, 
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On the Merchandising Front... 


Is the Food Super a Low-Cost Retailer? 


By E. B. Weiss 

For almost 3@ years, the marketing 
world has been told time and again that: 

1. The food super has cut food margins 
almost in half. 

2. The food super is our lowest-cost 
retailer. 

And we’ve come to 
accept these claims as 
gospel. 

But I wonder. I’ve 
wondered about it for 
some years; and more 
recently my doubts 
have multiplied. 

Let me tell you 
why: 

The Masters discount 
chain boasts a total ex- 
pense percentage of 
11.3. That isn’t a typographical error— 
11.3% is correct. And bear in mind this 
is for hard goods and soft goods, which 
historically have never been retailed at 
as low an expense ratio as staple foods. 


E. B. Weiss 


® Now I rise to inquire: Is there one 
solitary food super chain in this coun- 
try that can boast a total expense per- 
centage of 11.3? I’ve yet to locate a food 
super chain that comes within any 
reasonable distance of that figure. Have 
you? . ; 

And I might also point out that in 
two new units which Masters is open- 
ing this year, and including the tradition- 
al high cost for opening promotions, total 
operating expenses for the first year 
will be a flat 11%. And, for the second 
year, in these two new units, total 
operating expenses will be a flat 10%! 

Is there a food super chain of any 
size that can claim total operating ex- 
penses of 10% —-even on its dry gro- 
ceries alone? And remember, this 10% 
tigure is on hard goods, soli goods, 
fashion merchandise, shoes, etc., etc. 
—<classifications which, traditionally, 
have required. margins double and 
triple those of dry groceries. 


# Of course, one may say that nobody 
ever claimed that a grocery business— 
and not only dry groceries but fruits 
and vegetables, too—could operate with 
a total expense percentage of 10%—or 
11%. But that isn’t so. The fact is that 
30 years ago, when Michael Cullen first 
outlined his original concept of a food 
super to Kroger’s (and couldri’t get 
past a vp), he went on to give a table of 
figures, in that now-famous letter show- 
ing that his. complete operating expen- 
ses on a $10,000 a week grocery vol- 
ume would be 6.50%. Yes—6.50%! 

When Hig Bear really gave tne food 
super concept a shove it showed an ex- 
pense percentage on its grocery depart- 
ment of about 10%—even though the 
grocery department, which occupied 
about 30% of the 50,000 square feet of 
space of the first Big Bear unit, was 
charged the entire overhead costs and all 
other costs including administration ex- 
pense. 


a In reciting these Big Bear figures, 
my good friend, M. M. Zimmerman, 
founder of Super Market Merchandis- 
ing, who has probably gathered more 
facts and figures about the food super 
than anybody else in this nation—and in- 
terpreted them more ably—says in his 
book “The Super Market” that “. . . the 
chain operating expenses in those days 
(the days before the chains adopted 
the food super concept) were higher than 
those of the supermarkets. The chains’ 
gross markup averaged around 20%, with 
an average operating cost of between 18 


and 19%.” 
I must point out here that it is almost 


impossible to determine, when figures of 
this kind are cited, whether they apply 
only to groceries, whether they include 
produce and meat, whether they include 
non-foods. But since Mr. Zimmerman 
clearly said: “The chains’ gross markup 
averaged around 20%, with an average 
operating cost of between 18 and 19%,” I 
must assume he was referring to the 
total store operation—groceries, produce 
(where carried), meat (in the few in- 
stances where it was carried), the non- 
foods carried in those days, etc. 

Now ... if the food super chain today 
is really a low-cost retailer; if its tech- 
niques have sharply cut traditional costs 
of retailing in fhe food outlet, then that 
gross markup or margin of 20%, and av- 
erage operating cost of between 18 and 
19% in the original small food chain 
stores should today be considerably re- 
duced. 


s After all, when a new form of retail- 
ing receives the acclaim that has been ac- 
corded the food super chain, one might 
properly conclude that, as they operate 
today, the food super chains have slashe 
operating costs, and therefore margin 
requirements, by 40%; or 30%; or 20%. 
In other words, the gross margin to- 
day of the food super chain on every- 
thing it stocks should average, roughly, 
14%, or 16%—and its operating cost 
should be between 12 and 14%. 

After all, if Masters can sell hard and 
soft goods with a total expense percentage 
of 10%—surely it isn’t expecting too 
much from that miraculous cost-shaver, 
the food super chain, to assume that its 
total operating expenses should be no 
more than, say, 13%. I hardly need point 
out that 13% is about 28% higher than 
10%—and that’s giving away aces and 
kings, inasmuch as the food super’s main 
reliance presumably is on fast-turnover 
foods, while Masters retails the much 
more slowly-moving appliances, garments, 
etc. 


# But I find in the August, 1956, issue 
of Super Market Merchandising a chart 
that gives me this information: Food 
super gross margins for groceries, meat 
and produce in 1955 averaged 19.3%. 

Compare that 19.3% on foods with 
Masters’ gross margin on hard and soft 
goods of probably 14%—a difference, be 
it noted, of over 40%! This is low-cost re- 
tailing? 

Why, a _ store like Ohrbach’s, sell- 
ing largely women's and children’s ready- 
to-wear, requires a margin only slightly 
if any larger than 19.3%—and yet ready- 
to-wear traditionally requires double the 
margin of most food store items. 

Let’s take a look at the grocery fig- 
ures in this Super Market Merchandis- 
ing study—an excellent analysis, by the 
way. In 1955, food supers took a gross 
margin of 16.25% on “grocery.” (On meat, 
the gross margin for 1955 was 21.46% and 
on produce 28.70%.) Compare any of 
those figures—even the 16.25% on 
“grocery”—with Masters’ figures and, 
pray tell, who is the retail miracle work- 
er? 

Another point: Says Super Market 
Merchandising in this same analysis: 
“...the industry seems to be piling up 
sales mainly because of new units. The 
total store sales average for the sample 
was up 13% for 1955 over 1954—-with new 
units. Without new units, the story took on 
a darker hue—the rise was only about 
3%.” 


8 In my opinion, a system of distribu- 
tion that can increase .its gross sales in 
a major way only by opening new units 
is simply chasing its tail. Certainly, it 
hardly betokens a remarkably dynamic 


Advertising Age, October 22, 1956 
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The Creative Man’‘s Corner... 


be hard put to arrest. 


Prat French Dry Vermouth.” 


on the rocks. 


It would serve Fleischmann right. 


Finger in the Dike 


don't be a faddist; don’t be a sadist. 


A Dey Matting fp met a hooker of gin or vedhy fs 2 cockont 

Aad whet makes Ra epcbtad 2 meteweble laste pleasing. oo cong proportion 
of Nealty Prat, Make your Diy Martine preperh corperity paatehally 

Put the good teste im wath Neilly Bust Brench fry Vermouth. 


don’t stir withon NOTLLY PRAT 


POW NE FIMTREOE CD, WC, NEW FORE Clee, Sore CLEP ONSUTOES toe ree ha 


This ad courageously sticks its finger in the cocktail dike to keep the last 
\drop of vermouth from being flooded over forever by a vast and all-en- 
compassing tide of straight gin. As such, we admire its bravery, but cannot 
escape the feeling that it’s sending a boy to stop a trend even Joshua would 


Copy is quite pleasant and reasonable. “A Dry Martini,” it says, “is not 
a hooker of gin or vodka. It’s a cocktail. And what makes it a cocktail is a 
noticeable, taste-pleasing, civilizing proportion of Noilly Prat. Make your 
Dry Martinis properly, correctly, tastefully. Put the good taste in with Noilly 


Seems only yesterday we heard people saying, when ordering an old 
fashioned, “But leave the garbage out”—the civilized way of saying please, 
no fruit. So the garbage became left out. Then they said, “Not too much 
sugar.” Next, Angostura ran an ad campaign. But today people order whisky 


We wish Noilly Prat luck. (They'll need it.) But we venture the opinion 
that you can’t do much in the face of a trend. Maybe the smart thing to 
do would be to distill vermouth and bring it out as a new and potent tipple 
all by itself. Without even a drop of gin. 


system of retail distribution. 

Now it is no more than proper to point 
out that it is quite impossible to compare 
precisely statistics such as I have been 
quoting. Retail accounting practice— 
not to mention terminology—is far from 
standardized. 

But, getting back to the original Big 
Bear figures, here’s what we find: 

1. The original Big Bear store showed 
complete operating expenses on a $10);- 
000 a week grocery volume of 6.50%—and 
“groceries” was charged with most of the 
store’s total costs. 

2. Food supers in 1956 will show op- 
erating expenses on grocery volume of 
14 to-16%—not including meats and pro- 
duce. 

3. When a retail technique that started 
out with a 6.50% operating ratio on its 
major category winds up with an operat- 
ing ratio of over 14%—then I rise to ask: 

Is this low-cost retailing? 


8 I don’t think it is. I know that the food 
supers at one time were talking about 
some time hitting a 12% average 
margin. About two years ago, however, 
they were reporting an actual 17% av- 
erage margin. Apparently in 1955, the 
actual margin averaged some 18.5%. 

As matters are now going, the 20% av- 
erage margin figure will be hit within a 


few years! 

But be this as it may, note that between 
that once-hoped-for average margin of 
12% and the 1955 actual margin of 18.5% 
is a difference of over 50%. 

Does this prove that huge stores, with 
widely diversified inventories sold un- 
der present-day self-service techniques, 
have worked miracles in low-cost retail- 
ing? 

I doubt it. 

And remember that when the food su- 
pers require an average margin of 20% 
they will be right back—precisely!— 
where Mr. Zimmerman said the food 
chains originally were almost 30 years 
ago before the food super concept put in 
appearance. You will remember that he 
said of those pre-food super food chains: 
“These chains’ gross markup averaged 
around 20%.” 


= So here we have this 1956 model of re- 
tailing brilliance—this remarkable ex- 
ample of low-cost retailing—which is 
right now almost duplicating the gross 
margin requirements of those presuma- 
bly high-cost small units of the food 
chains in that illiterate age of some 30 
years ago. 

Why do I predict that the food super 
chains will soon require a 20% gross mar- 
gin? For the very good reason that year 
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You find today’s homemaker equally at home on a bowling alley or a speaker’s 
platform. You see her stepping up to approach a sand-trapped green and stepping into local 
politics with the same self-confidence. As she enjoys outdoor life and home life with 
equal enthusiasm, she combines the versatility of a decathlon champ with the 

wise intuition of a university scholar. Among women’s service magazines today, 
Woman’s Home COMPANION alone keys its informative, entertaining editorial 

matter to this homemaker’s ever-widening interests and desires. That is why 
women eagerly turn to COMPANION with confidence for ideas 

on so many things. And that is why COMPANION is such an effective advertising medium. 


CROWELL COLLIER PUBLISHING CO. 
640 FIFTH AVE. NEW YORK bf. ¥. 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIERS 


Companion sells your product to the homemaker and the retailer! 


; = ‘ . , »~ gt 
: Ob SE AIR erate ot ee os dr ae A ae 0 I ae ae pa) ee ee pe ‘ : ae si We a bas 
fe eee eee 2a ers a. ae eS: ry ee Cae ee ee es merce ee ae Le ; See RE a 
cee, oe cs ae ri "ae yee ees rage oes Rete tee sh ys ee Ee sie Se AP oe 3 ce eae a oi io Ay) ee 2) pea Pa tes By ame 
ee BY > Oe ge a a G ig, ve ‘ae a. Pa ae F “cae a fe Sisley ‘ ~ Lipa Soe pest = ale an Me i 
a a eee er BS i gy e eer a oo Yee eee, Sh eee So = eee ae Re ped fee ii ee ia se 
ee a eee ee ee or: (ee eee ee et See ee Soot) as -. 
= eee, ae eS ee ee eS wt i; oo i ee Ee eee i ae rr Yai oeamce ie ee sae ee i. ee to ee a 
3 967 Se ae ce: Sia Se ote ee eae rae = eee eke ee ee eS Be Mn fc ca ha a ae ge ne erent 5, Sars 
) By eee Bae Te ae a: (2 See Sate >, aaa eo ee “G2 ean ae hha gia five a ee Ss. re 
is e a eee ea = eS SS ae: oe —— > eee ee BRR OS Mee ae ‘ Sige eee come heat. 
fe ee eae ee’. Se sor Ge aes ai aes as sootg . ae Me - Were. _ aie. ae eS ee so 
of ae Pet ed _— 7% ig ee eat aap << my 55st ae “ee py ae eee): ; ee Pe ee a mAs 
Ef oS EE et es Sag 2 et ene Tae Ta yore) rep 7 Far, aces Pens 4 7 Lay oe Ss een aes 
ee ee ee eee ee: ee ee ol :  : a a fie! re os Dg cote 
; ae i Soe a gern od a * ee aa . a Pia siege a cae Sr —, ~ ae “4 ea or -, 
Be tL a ey re ae 4 a ca a eae ee ee oat oe ——e ¥ 
: Bs pene BAe ees } . | . ae oe eee ere = ae ee ‘ * 
ae [eee i. es io) a as Bat ae eae ee 9 Lote: z I ee, 2 eae lg a i ae i ei 
j ae aut a a ae i 2 pe. 5 a pa E ie = = ae oe p= " ae ee ae? 7. i : 3 ‘ \ - , F 
eee Se eae ae am me am. mate Sao. > ae ee eee — ; y ~ 
a < ae ee See aa, SS es ca oe ie ae : ; eae Ee - +4 aa - oe : 
i a ieee Pen es ; a a pie a : 2 ae "es 3 a ok der) ea a : + ie Sige 
mes See eee P iM ae a * | * eae 9 vii, 1 ene a a ‘ eee “ee eT 
— 8 > : oe ey ee 8 os) |) | Ree 
ae fo aa “ a ; Re a a es oe ; eee i Se 
ean. ee i ae i i ane ‘ee ao nn ee ie TS) a peas allie Gerona a ; 3 
a 2S) Seem eS ee es ee ie - * = ey: aa TSE RR as Sea |= ee ? ~ ‘ 
Os 2 ee ot <e ae ee Se ly : co Sa Pecks 2. aes ah an 
Pe Be. ae he ee - Tee oe ae one | 3° Sr le a. ae a 4 sa ze a 
ae Bee i, ae Boo oe cea. 2 eee —— i ak aw F Sa he eae ‘ Beir? O50: 
eT a ae po le : a ae B: ree as ee a a 
ao eee a sa a pan oe iam eee eae pi Ve eae ; hes: oat cease 
ee ae ee cy: ee ene es 4 a ee eee = Sete ¥ ae ie aa: Eaec ae ; a Pee 
ee i: a aes a Ci ee we a? -t ee. RE aes cts: Sie te Bee LByroneet 
ree ot oar = a eee a re : Po) ee ee ; ie a ota cade i, pie 
SS el eee a Mea cates es a oy Tak | a te Sa i eo ae ~~ eee ecco <loae i ee 
Ss Se setae any Te See —— ie RE sara, es oR ety. ‘ 7 Se ate i Beat oo Eee 
pi Spain fs A nana eR ple = ea te : et ae tes Me a Pee eke a ; Oy eae sie g ae hes 
2 ORM aN get gage Eee ee. a OS Oe ee aay oo) oe ea mee ys oe ae keane 
5 ier Fee cee an . 1 i oo Ay 2 ca Reale ae eee pein de aha m lens 
Se) ee eo Ph Bee 2a mene ene ee i ? a a ee ee ay 
BR Eo oe van SA oe le En i. ed (ey fe Ho 
as eG Co eee orn ei a ye ‘ fer a ey pare eae Sc aes mit eaent 3 ois 
Bee Sh! Se, el Sl ae ee ee ee. a a Esty ae ae ea 
SS ee ae eer Be nae 3 Te eae, A ey hee : ae sf ae sie at 
Re eR Lo) ae ee tm ee Bit) as LAME es ae ee : a ea eaten : tbe 7 
Boe Tobe) bar RR ae eee Bee, avery ‘ AT ry ORM CR > sigh ee ce) ea hes 6 
te Re Wee ioe eee om mg ao a Nes wed Pe Bek Seg 2 ore Bs a “aa A Sia at >a 
Bee ei ore eae eee Stn tae ce | SH ke ANS es ees eas : be a. Sa ae hei 1 : 
= eee Sh ee ere ut Bee as nig BREE That Sh ME are oo ie ame aa ae 2" of ea a 
mee ene = as ho ee ee Pe ‘ie Beg Ets: Ah ae a yn ee ee ‘Sky ame re — 
ee er ee es | ad BROS vu Rl a as Sa ad — ll ees ae : 
im cae BR es MBE i tee ce: ey Be eye ae on Re aa er ee Es oie a i ; ae t od eee 
aa Re ee ea a : ae, Baer te: eo fe ee “— he ae — Fae: se i ae “gh eee. 4 a1. ie Eanes 
ee oS ee aren rs ad : gia amen oes ge = Poe cs a us “s 
ee. i ee ea te as a ae > a | ee ee a ¥ a ee ae ae i: : St eaten 
ae Rie tee xs 7s, ae aa ee ve a ee i ae ae a bt pir 
Sa ee re ae eS) ee Wes Ue ie it 4 . ae oe hee ars 
lO a ee er ee caer me <4 ot, aay , ns IS ae ae : 2 a." 
a Bee cr ipitan. toe aaa a Rear mee: 8) eG Se 4 ‘ eel me Ps ; 
a pas: See ge a i oe Be vi os = Be. 2%, 4 aes | F Daas Fan 
i Poo ul SO ees te ei Me eo) See : essai = fo NE. BARE eh gle = s TS aes vy ete arg 
“he Boi) By eae oe = ate. is re a a8 Bey rere, ’ ‘ ee Oe + i i + me ee a = & 2 * Rees & Ae, are at 
) i a i Scan 0 ae ie. faa ‘ : Bene, Wile aaa Wc mae | 4 . a Bea, a 
a a Pence ot ee oe ae i. BOs: at eS as i ae tn “ a } Mela Wat 
- UA ale Re a ra) eta i — : ee De oe el Bae Ao orden 
i ee es eee! So ot ose ; eek oh — ine ee i, 4% ey Si j aay ag 
f a ee ne staan Page 7 HS Oa . i pa Ce oie aia eae e) 4 : 3 j : #2 IGE, 
‘ ieee =, Vee ees pe aa bats Ys oe ; , 4 oa FF, 0 eed: 
i. ee ee Ea ee 217). ae 
ce eee a ay Bs eo ge es aaa ad ‘ % * ’ > ’ ie 
Be CU eee. ee Be eles Ve eS, tee ie RT - a ‘ asi 
as ES eee amie oo 8 aa dey i 2 as ; : ‘ ; cee 
| Se aes gir i Im 2 see a inameaase ce? Mee age, on tm, : gud > 
25 eee aire Sa Fe Se. EG tae. Sates, Pa _ >, : ‘ be 
meee ey” eo a z Hes a a “Ss j ; ; ee i ig ee, * Kes f . 
Se 8 | a 2 leo ae te ot 3 wach Amn tere eo ‘ ey 4 Mr ne, 
gs a: teh Aan oe Fa i, ae ge He eee 7 ’ ere . ee 4 ie 
——— ee ae oe 3 a i San | 
2 aaa aia he. a4 ie oe ae ; mea es ee oe. Seed ae Pee i 
«Sea ame 2 ae oe 2 a ee SE acta F (Mabie 2 ey ae tee 5 . ae pr eed . 
. ; ee E apart : ee Us a emma cae 2 3 Se Jey ~ % " . OS ei <a ae or 
Slate ie Daas ae ee a ee oe *% ae > _ atest “a . Sn ie ae ab ape . 
2 ae oc Rae 2 B a ey a oe : Bee a Sy * oo a ae _ o> a fea" 
i a ae pa Bo es a . —- ae ae 
ae ea 5 aS ee a eae eee ie a , : ae ‘ ae Seg re ey . 
- ea. ay oe a le ee sane . “aa es Bae i ee et a ‘a 
s r Fs: oe . (ee eee 3 7 a yee pa et Zag ¥ 3 : le a * ae ats ai > or - 
Tae a a . ae Oe ge ‘ a a ue ak ect: ; 
= = oe a vas ; eh ee lS ne i ‘ a % nip ae eae = 
Fe bale rs q See att & is pom *. zie areal a aa Re WS ala 
er a4 Pa een = ee emt oS ae = 2 oe * Rc hy Ee oa ie a ee ea ee wit ry 
aS gf, es 2 eee. cee a a —— * % ; . eee) tee etre ; gee - as Ped 
2 a art Be : a 4 7 ~*~ *% . i; ee ee x Rc ee in f Sig! ‘ 
_ .* <<. 4 ee < a a * 2 P 4 % : Bites Comes fugit ie ae: 5 See ahs es } 
es. * ae oes oe ’ ‘A * ns au ee ot Se A oe er 
Fs eral er: ‘te & & Z ? So. aia ex i Pech mad 3 wind ee * 
Bas 4 [<< a e 2 4 ee ee ae & 4 # ee od i is Se Bras eee a s ha : > 
| =f = al : i,” ae : a e : 3 os et Stare ee a nee rs Mag : 
=. Pes > eo , 2 » a - i. 4 E- i a = aes io i 7 aed Gi 4 
Te Pore * » Pi tse cae ome. peas 4 - * a . x a as 3 On ee Fe an 
= i ae ee, te ey e Rane a ‘ oe 5 ay 7 ' s a oes ee Palka.” = ded 
i Ret ge * 7 ae eee ee - - . a ~ — oa Pat. Ste: ei 0 a, es 
\ ~« tm? ae ' hy ae : ae hd ON 
1 aS a 4 Po = oe vets ae m 5 eee Bee ~ Ba). cae ea ‘ys 
eae Pa ae ‘a. s Vas ee er. ee Ne Se Pea 
Pepe ' ‘ lads 7 —— — ‘ ea a : «Sea ae OS ese Fibs 
ae & _ eee a ee : ; Tog ae bag eee ae ee wane 
ne pd a pcr San —.. i. 3 a Qy she Re . oe ere er , lig fe: at, 5+ ee 
Re ie en ®. cs eel Gan ong eS te rt a eer eae Sa i aa cee | haha a a a ‘ 
ie x eg i. oe : SE abe ‘ “ee ae oy eee ee ses, aca ON - aaa ee cs 
Pe ee en Pe a < oe 0 Es Se ae ore ba Ferg Sees = 
‘a ee i ror F Jag nes ee oe a Seve 2 og. RC lt iw eX 
oS Se i als Bo. a eee - [ae oad ek eee nee oP. ngs 
oa a ee eos a ane Be OP Fes pale desk) a an pee! x sch, rae hel Sens 
ne eames ; — ah. i a ee er eo 
ee Veal ee ape: ‘ Pott eC mie. ee 2 De ee oe ise 
aa cee —— aa an poe ee ; j ae ; : ee Sopa ee. A es F 
eee 4 ae: Ath ae ae ~~ % ey, Seite ‘ ace o Be ss 4 ae te = “S- oe (ee. OO Be 2 
Pee o eS : a i dag Se ee ee a PS ot 4 er Ok =o A SN Peay bs ba . ; 
ep Rte taal ‘ a eas a ee wees ere - ae me e aa ete cullen ~ sags Roc) ha an ah rae 
— a. ee ee a oS op 
a . : a un a ant pre A ar ame ee se ae er NG f. 
ee ag a — zs a ‘on eee 1 b eens ee ae ee oo ae ¢ f aa % Bod Bo ae 
ager. ¥ ie ee: eee ee a 5 | oe eee ee 
Bere : — is : ae = eee: : a <iee 2, sah fe ey ies er em 
eo. ’ —_ ; ie : ee: a ; en ee aes Perea ‘ \ ae i oe eee ay, 
ee 2 ae —  —s a Ree ae ec pe. ES eee. aces rw OLS) aS Se tae, 
et. oe ——_ a a eae eee oe fo ee co ah oa ol ha a a ed 
aa - ss ie ee : 4 i I ae eee a ae ee Le jeeps ee pga a = 
Ua ale ‘ ae ae 4 een ; hae s 72a ae picts 2 1, eee nd EE Reeke * 
Poke ee = a . iia 2 i . (on a. ae mee Fa = Te Y & rien we 5 een s rae y 
aes hs -. ls ies i= Vie ee Rr, tea on piel wae > ASS ee a oe ae é 1 * =a * 
a ee ¥ a ( = . cee ee a - ead os . 3 ee ae Oc Sa ~ ‘ we Ripa 
Be tht a a : niaseliial > ee sy | a ‘ aa Se 8 Gets ae ms ey (‘a ae’. | no rae 5 5 oe ‘ ei ee re i 
; ing, Spe ee # ee ays 5 : yo aa ie a peta a = Eas: 
a Bee Se * ea EH ae: g 7 Co ae a fils a er er Sime aed a. —< 
“ha Hy Om ae a a a ay -s ee: eG. F ces ee Ga bi ae a f i “4 a a , wig = te a 
. ee a _— -_— l(t a i 1 ae e 
-_ si: fa ge val a5 : "oe a ae a pa ah 7 ‘ ae a eS ee eats. oe , ks sy hin es ee age ‘aes, iy Pins 
a ae seni Baas Ce Ee est : a, . <r } CMR. dee arias ea ae ae Bs c meaty 25 eee Se ed Sus 
eee ine is BS ane is aa Ps ce i, si ree ' co See a. 4 ee , es i i See ite ero. : i 
es ers SASS Pe Ree 2 ee ae oat et Ak GO Een ter ee re bs Bins ae ice ee tad 
aa re ae eee - ee An ee eee : : oe # oh bee cts 7 Oe. : i. ae - a Sy a aaa ak ry 
ee I ne nn — 3 as SA MSS oe al ee aan hae SI seit, ; 
eee | eS lo a ie Z oe Bens Aa te PS lee  % ate Babee ea inn cam ‘ ah 
papain site oe RS 5 —— Be a : \ Sanh ne eS es 3 ey i ne < is ree of 
ioe ee ey ae s Se eemed Pe 0 oe ta <r ae ‘Zz ae ee Se oe ae oe yi age 
ie - aS i : r = eA a make. Sater e oa a = “Fe oe: ae Se Mp eS oe? <4 he! 
ae ee CY igh) Ca $ e % ) : Sgt het, if ae Bey Be Ps. OnE ecae ae eam Pe 3 cn 
‘an i zt ie). eaters’ Sa a : eet baeie Socata rae aK NGS y.) 3 aay ce. RON” inp; eons pat ; 
ee. Sie , |) on ae Ga Sale A ; : a ela cement io , = pe Rec, ace: sien ae ae 
pane ae eo = «. eee %. i ee a — 7 eee <a ee ST il cies Ha eo oe Ms 
: ae a tae oc eer i ee a > eer (Se eee sae eke 
an fae vgn? LS eee ‘ae z ee 7 , Tie ae a P. we ae Uae meepre oki) ? $e ete 4 
Deis 7 res aa em 9 ce: J “ 7 ee y 3 oe hom ae te P = he an f ae re ae Pe ice Ne i, 
iege . [a =. o- a er he jhe aaa ee a ioe 
. See mmc’ 4 ie ee a> ~ yet ete ee : are ‘i Rk: - ay 1 a es foo a Pm ee 
aie re eo tee ce . aie a ae ao oe ghee ceeoawer: ec 1 oe eRe cit at re enw 
Bae Ree c . 26 ae) eer . Reged ee Oe a ee = ee # oO eas 5 IRS ae ge - * 
a pees. Bt ae a See eS are d — eg Fs Seer nc Re. a im Se “ 
- aa 2s ESE is t,t eee Ae a aa eee Niet eaters ae xc fo ae k ‘ a i aang 5 oe. we en 
i ne Ye ee SS ae Beg ee aa ee ee ee ae ae Pa ean pe See c By 
on ig? 27 Re pe oe a iy) oe’ x rep x ite. ees Ar a és ee a + ae ee bien Ble By? 7 
aan ia pads <2 le eee ad r Th gees a a a a . ee Diese a ; ee aay 
[on RR Ses Sa ie a iv ae, - 7 oe es Eee ss > a, eo - ae ae TE ogi ee = — ae pee * 
Ze Se . ae ee a ee ce 3 a a Saale . a a a ae aa 
. ee a ere 7 ee a ae ii 7 * Se eee a ag ae i ae ey Sor c =, 
| ie ros Sia OS =  “ -oee = ie F eas Ce y mated - Se Bua. ote : mrt : 
ae ai Sie 2 ee ea +7 i at ae a F ride ae ee. ee, i eA . 
ie SPM: OF = Oe De rg = ee aa — x ce ae a. # eae ae rece’. yee nas Red 4, 
es oe ee aaa is, — i ee ae 2 Byie 2 ee ee os or 
ot ea Ses eae 5 Ee Piatey “22 oy es Bic. ae . Sia ae on ae ae Bs : ee Sie af en 
Seo ge gee Pip Ot eater eth _— 7 ie, o eC” wets ie ie ee oS > sal A i emer : : = 
73 ie (pS eae ope a eet ae E. Fae: q a Cerda? es os eee : Pig, Cae ferret Feb ee Lee eM ey he! es Lge Pa Le ves 
} ae a iar mG ie Seren Fe ae = : a % i ae OO es | ne re a ye a i We ius 
i cia ee Sa eee a eS |e nae / q Ee ee re aa. Sie eee. Oe, ys ie i 
ee aes n= Win are ae ee: ha ea Cea ii 2 Spa ite. pe mmmee ae ie i eee SR > it ei ae aes i. ‘ a 
ae SRE 2 Se ioe A eee ee i oe _ be ee a Me Sa. ay wee” 8 > eee 3 
. i es = Ol eed ee eee F ; gene ae ag a ie are. i wie a - ‘ : 
la : 4 Le Fe) ; fe aN vi a ry a ees a ae ai ae oe 5 bk) Saee est pet : 
: “ie sigs ams ae ce eet i. ee Aono ea eal, EE ape ee ar, _ og - Pics *a pe Se Bh: - ee. = Bes en ay etre ” 
re a oe Be o/s 2 ee ee aed ae ee. oe a Bee ae : re a Pee 
oS a oh Ag ees eae et eS uke, Te Re me Ved” ieee = ly ad el fate aa i : ‘a il Rem ee a Bae - 

a ae % ie er a er 5 ee ee Re lg Eee ek moa Ss ae > oe J a: . Co? a Poa a nae the wee: % 
ees z = pak Best eo , een aS MESS ee ee 3 i eK 3 ee ani ay ; i ae Die Sa ao er oe igs 
aoe ve a a oe) ee... ee: 1 se i ae ee aa ae re: Pht, ol Le i i at ary 
ne ola PG + pk = re oy an are oe ee eee a. <fl sae ae a > oe ay setl Ce a i Bee & ef 
SA ee ere? hac a ae ‘ Pn Geer caer” et Se eee Wen pS ee" al Pe te ee ae cs iin . 4 

: / a — tae Fah: “" 
. F we 
_——————— f G ey 
(‘\ ) } a9 
Paced é 2 ; fi 

acy = 2 } : 
ee ee |, rn + 
ar as = 2) re ies 
Be se x4 i iS: 

ae — = =n 

‘gee fa 2 

ee Ph a aa - " 
a Tee, os ens ‘ oe 
ae 24 a ae 
il > Se aa | ° : 
yee Bo ee gene Ss 

gee: oe Vi : 
oe | ae 4 a 

eae ke eee - 
eee, a 

7 oe pe | 

en ere ce a 

~ ~ 
‘ : 

. .) anne See one ee cso es ; aS a ee Sete 2 1 Sate ries fl ; ie ae a ; +2 oe) .o . oP 

Bs ae i Se feo ath al ee oe | Mer ies a OS es Le Veeck "= a SS : + Rt Se i if a 
ae ee A er Se Sy ie oe . ak. an i ta me. bee: aoe eee : = <i dk gial  e Mera ea 
re Fame a: ae ae a A a a ra Se a Ti Re NS os eee 


after year, for the last 10 years, their 
margin requirements have gone up, up, 
up. Their volume has doubled—tripled 
—but their expenses mount even faster. 
The line on the chart of food super op- 
erating statistics has tended up so strong- 
ly, and there is such a total absence of any 
indication on that chart of even a braking 
of that trend, as to leave possible no 
conclusion other than the one that the 
margin requirement will reach 20% prob- 
ably by 1958, It jumped a whole half 
percentage point in 1955 alone—at the 
very time when the food super chains 
were showing enormous growth in vol- 
ume. 

Now it may be said, in rebuttal, that 
the food super of today bears only small 
resemblance to the original food super. 
I do not contest that. But I do say the food 
super has done a most excellent job of 
hiding the fact that the costs of these mag- 
nificent. new establishments are being 
passed on to the public. 

I also contend that the case for the 
present-day gigantic food super unit, the 
case. for the ever-broadening of inven- 
tory by classification, has yet to be 
proved. 


® And, finally, I contend that self-service 
in its present-day form has exhausted its 
potentialities for cost-cutting. Only when 
self-service’ goes mechanical and even 
electronic (as the IGA is boldly 
trying this fall) and only when the man- 
ual handling of inventory in every stage 
of food super operation is reduced to a 
minimum, and only when top-heavy ad- 
ministration and supervisory costs are 


reduced—only then will food retailing 
even begin to prove that it can sell foods 
and other items at margins anywhere 
near as low as some of our discount 
houses. 

What is more, the food super chains 
had better not look down haughty noses 
at the discount houses. After all, the orig- 
inal food supers were distinctly discount 
operations; indeed, in some states the 
traditional food stores tried to have them 
outlawed and threatened to boycott the 
newspapers that carried food super ad- 
vertising. 

And one more point: the food super 
averages about 1% net profit on its gross 
volume. Suppose we take a food super 
chain with a volume of $100,000,000. A 
1% net after taxes would mean about 
$1,000,000 net profit. 


= Now, assume that this food super chain 
received no cooperative advertising allow- 
ances. Assume it did not receive dozens 
of other allowances—display allowances, 
etc., etc. Assume that it did not save mon- 
ey because manufacturers’ detail men 
take inventory, set up displays, etc. As- 
sume there were no rack jobbers who 
give the food chain 20% and more for 
simply floor space and check-out. Add 
all of these sources of income together, 
and is it possible that they may come to 
25% of the net profit; or 35%; or 40%? 

I think it is. And I think that when a 
form of retailing depends for so substan- 
tial a part of its shrinking net profit per- 
centage on such sources of income it is 
hardly making out a case for itself as a 
truly dynamic retailing technique. 


Important Marketing Trends Revealed 
in Study of Retail Trade Census 


The American Marketing Assn. has summarized some of the highlights of 
the 1954 Census of Retail Trade to show marketing trends and inferences 
from those trends, as indicated by the changes between 1954 and 1948 in 
the American retail picture. The marketing organization’s summary is pre- 
sented here because it does an excellent job of highlighting retail trends 
and changes in a piece which will take considerably less than five minutes 


to read. 


The U.S. summary of the 1954 Census 
of Retail Trade* contains some interest- 
ing information about marketing trends 
in the retail field since 1948. It is not the 
purpose of this report to make a detailed 
analysis of these trends or attempt to 
explain them fully. We feel it'may prove 
helpful, however, to focus attention on a 
few of the highlights and inferences which 
may be drawn from the data. 


@ 1. The total number of retail establish- 
ments decreased from 1,764,488 in 1948 to 
1,720,920 in 1954, or about 43,000. 


During a period when business, nation- 
al income, and population were generally 
expanding, what significance should be 
attached to this development? On the sur- 
face, it would appear that perhaps the 
number of customers catered to by the 
individual store has, on the average, ex- 
perienced some increase and that there 
has been some concentration of retail buy- 
ing power in fewer stores. 

It is necessary to evaluate this trend, if 
it is a trend, in terms of differences in 
methods of reporting between the two 
Censuses. In the 1948 Census retail estab- 
lishments having a sales volume of less 
than $500 were eliminated from the tab- 
ulations; in the 1954 Census those without 
paid employment and with sales less than 
$2,500 were eliminated. The Census Bu- 
reau estimates that the 1948 count in- 
cluded about 100,000 establishments with 
sales of less than $2,500. While the Bureau 
points out that this difference in cutoff 
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*These figures have been taken from the prelim- 
inary report published last January. The final re- 
port may differ in certain minor respects as ad- 
justed data are released. 


probably has not affected the comparabil- 
ity of sales figures to any material extent, 
it does admit “there may have been a sig- 
nificant difference in the count of estab- 
lishments’’; also, that “the change in price 
levels which occurred in this period” may 
have affected the figures. 


e 2. Average sales per retail establish- 
ment increased from about $73,000 in 
1948 to $98,000 in 1954. . 


To what extent this change in average 
sales may represent a trend toward a 
greater concentration of buying power in 
fewer stores and how much is attributable 
to changes in price levels, is difficult to 
say. Here, too, differences in reporting 
sales figures between the two Censuses 
may have had some effect on the results. 
Sales and excise taxes levied directly on 
the customer were included in the total 
sales figures in the 1954 Census, but not 
in the 1948 Census. The Census Bureau 
believes, however, that the effect of this 
change on the comparability of the data is 
small. 

In spite of price changes and differences 
in reporting methods, the figures seem to 
imply that the average retail establish- 
ment has become larger. Additional evi- 
dence to support this assumption is to be 
found in the fact that the total number of 
paid employes has increased about 4% 
during this period and that the total 
number of retail establishments with pay- 
roll has also increased slightly. 


e 3. Regionally, the West has experienced 
the only increase in the number of retail 
establishments and the greatest relative 
increase in retail sales volume. 
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Total Retail Establishments and Sales, by Regions 


Sales Volume 
Region Number % Change (Millions) % Change 
Northeastern 507,831 481,583 —5.2 $ 35,988 $ 45,891 +28.0 
North Central 528,107 519,462 —1.6 41,684 53,292 +28.0 
South 504,709 480,640 —4.8 31,928 43,745 +37.0 
West 223,841 239,225 —6.9 19,392 26,744 +38.0 
U.S. Total 1,764.488 1,720,920 —2.5 $128,992 $169,672 +32.0 


A comparison of the four major Census 
regions, shown in the table above, reveals 
that the West is the only region with an 
actual increase in the number of retail es- 
tablishments and had the highest percent- 
age increase in sales volume. The degree 
of significance of these comparisons, how- 
ever, must be judged in the light of quali- 
fications to the data previously noted. 


e 4. Significant changes occurred in the 
types of retail outlets, with food stores 
showing the largest decrease in number of 
outlets and “non-store” retailers (door- 
to-door distributors, vending machine op- 
erators, mail order houses) the greatest 
gains. 


Four classes of retail trade showed de- 
creases in the number of outlets between 
1948 and 1954 with seven classes report- 
ing increases as the following table illus- 
trates. 


Changes in Number of Retail Outlets 
between 1948 and 1954 
Type of Outlet Increase 
Non-store Retailers 73,289 


Other Retail Stores 14,462 
Furniture, Home Furn- 


Decrease 


ishings, Appliances 7,570 
Apparel, Accessories 4,837 
General Merchandise 2,797 
Building Materials, 

Hardware 1,555 
Drug and Proprietary 226 


Automotive Group 272 
Gasoline Service Stations 6,518 
Eating and Drinking Places 26,899 
Food Stores 114,615 

104,736 148,304 
Net Decrease 43,568 


The changes in the number and types of 
retail outlets provide some clues to shifts 
which have been taking place in our sys- 
tem of distribution. The increase in non- 
store retailers undoubtedly reflects, in 
part, the growth of automatic vending; 
the increase in other retail stores prob- 
ably reflects a continuation of the trend 
toward establishments handling special- 
ized lines of goods and services; while the 
decrease in food stores may be an indica- 
tion of the trend toward the large food 
service center i.e., the supermarket, etc. 
Over-all, the nature of these changes may 
partly be a reflection of the development 
of urban shopping centers. 


e 5. Food stores continue to get the larg- 
est share of the retail sales dollar; non- 


store retailers had the greatest percentage 
increase in sales. 


The following table shows the percent- 
age of total retail sales accounted for by 
each type of outlet and the extent of the 
increase since 1948. Even with a decline 
of over 114,000 units, the food store ac- 
counts for almost one-fourth of the retai’ 
sales dollar and this phase of retailing re- 
ported a 35% increase in sales over 1948 
This, it would seem, is pretty good evi- 
dence that more food customers are 
spending larger amounts in fewer stores: 
in short, that food-buying has probabl, 
become more concentrated over the pas 
few years. 


Share of Total Retail Sales and 
Change since 1948 


% % of 
of Total Sales Increase 


Type of Outlet RetailSales since 1948 

1948 1954 ; 
Food 22.8 23.3 35 
Automotive 15.6 17.6 48 
General Mdse. 12.2 10.6 14 
Other Retail 10.0 9.4 23 
Building Materials, 

Hardware 8.6 7.7 17 
Eating & Drinking 8.3 17.7 23 
Apparel and 

Accessories 15 6.5 14 
Gasoline Service 5.0 64 66 
Furn., Appliances 5.1 5.1 30 
Drug, Proprietary 3.1 3.1 31 
Non-Store 18 2.6 94 
U.S. Total 100.0 100.0 32 


e 6. Nineteen states reported a higher 
percentage increase in retail sales than 
the national average. 

Total retail sales in the U.S. increased 
32% from 1948 to 1954. Nineteen states, 
however, reported retail sales gains great- 
er than the national average. Of these 
states, nine were located in the South, 
five in the West, three in the Northeast, 
and two in the North Central regions. 
They are listed below in the order of rank. 


States Having Highest Percentage Gains 


in Retail Sales 

Florida 711%Texas 39% 
Nevada 65 Michigan 39 
New Mexico 54 Louisiana 39 
Arizona 50 Colorado 38 
California 43 Connecticut 36 
Maryland 43 Ohio 33 
North Carolina 43 Massachusetts 33 
Virginia 41 Tennessee 33 
New Jersey 40 South Carolina 33 
Georgia 40 


Just Looking... 


On the premise that anyone who has 
time to write long, indignant, and 
sometimes abusive letters about the in- 
consequential opinions expressed in 
this column can’t have much else to do, 
I have made it a rule never to answer 
such letters. 

Today, however, I should like to 
note, as a curious fact, one thing they 
often have in common: almost invari- 
ably they wind up with the sage ob- 
servation that “an advertisement’s job 
is to sell merchandise.” 

Sometimes they go farther and pon- 
tificate: “For a salesman or an ad, 
there’s just one yardstick. Did you get 
the order?” 

And it grieves me to find the usually 
sapient editors of AA expressing agree- 
ment with this viewpoint. 

Well, I seem to observe that those 
who talk most about an advertise- 
ment’s obligation to sell goods are 
usually not those with a record of 
having written many ads that sold 
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much goods. 

Anyone, indeed, who hauls off and 
delivers himself of such an elementary 
and naive opinion automatically labels 
himself as somewhat of an amateur. 
It is a little like a physiologist explain- 
ing that the purpose of breathing is to 
keep alive. 

Of course the job of an advertise- 
ment is to sell. But to carry this to the 
point of saying that nothing else mat- 
ters, to imply that an ad must sell at 
any cost, even at the cost of vulgarity, 
bad taste, illiteracy, and perhaps dis- 
honesty, is simple flapdoodle. 

{ won’t bother to deny that vul- 
garity, bad taste, illiteracy, and also 
dishonesty in advertisements have sold 
plenty of merchandise. Alas, they have. 
But so have decency, good taste, hon- 
esty, and even beauty. - 

Or, to put it another way, it really 
isn’t necessary to be loud, uncouth, il- 
literate or unethical in order to sell 
goods. For some people, it’s only easier. 
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You catch attention with Sunbonded Day-GLo colors! They glow 
from within to give up to four times the brightness of the bright- 
est of ordinary colors. This brightness Jasts, too—up to six months 
on painted bulletins, up to four months on screen processed 
posters. For highest quality, specify genuine Sunbonded Day-GLo! 
Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 


Retail advertising, when well done, has 
a feeling of urgency, of imminence, of 
“nowness” about it that national adver- 
tisers could often approximate to their 
advantage, but rarely do. One of these 
“national” retail ads does, one doesn’t. 
The one doesn’t, not because the inten- 
tion was not there, but because its ap- 
proach is diffuse, obtuse—unsharpened. 
Incidentally, when is an ad national and 
when is it retail? These national ads are 
about as retail as their creators could 
make them. 

As this is written, new cars of many 
makes are in the offing. And all makers 
and their dealers are in a home-stretch of 
titanic sales effort to move as many cur- 
rent models as they can. 

These two ads ran facing—presumably 
to get prospects to come in and get a 
bargain. From which do you get a clear- 
cut, quick idea of what’s going on? 

Advertising pays off, not ori the merits 
of ideas held in the minds of advertisers, 
but on the merits and vividness of the 
ideas the ads convey to the public. It is 
strange that some of the most elementary 
principles of advertising are among those 


Employe Communications... 


Communications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Paul H. Giddens is the young and per- 
sonable president of Hamline University, 
an institution of moderate size located in 
St. Paul, Minn. During his first half hour 
on the campus, the visitor to Hamline 
forms a variety of favorable impressions: 
It has a spacious, well-kept campus; most 
of the buildings are modern, although 
there are a few that suggest Hamline’s 
dignified age; the student attitude seems 
to be good-natured but far from frivolous, 
and the coeds are unusually attractive. 
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frequently violated by the professionals. 

The individual who creates an ad that 
ignores the self-interest of prospects, the 
“you” approach, would unquestionably 
say: “I know all about that. Have known 
it for years.” But the product of his ef- 
fort often shows that, although he may be 
familiar with the words or the expres- 
sion, he doesn’t know it well enough to 
cash in on its observance. Is one of these 
such an ad? 


8 The difficulty, I think, lies in the dif- 
ference between recognition and under- 
standing. Recognition is an intellectual 
process in which sensory impressions 
identify with memory patterns. Advertis- 
ing people see a phrase a number of times, 
they hear it a number of times, and they 
say they “know it” or “understand it.” 
Really, they only recognize it. 

Understanding connotes that these rec- 
ognitions have become part of a dynamic, 
operating network of principles. When 
one understands what makes advertising 
work, it would be difficult I think, to 
create ads that negate that understand- 
ing. 

Or, of course, wholly aside from all 
this, the difficulty may lie with a boss or 
client, who doesn’t really understand ad- 
vertising, although he may influence it, 
even create it. 


. 
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To these clear advantages, President 
Giddens has added a solid characteristic 
to Hamline operations: This school is run 
like a business. Its communications sys- 
tem is as smooth and as effective as any 
industrial concern would want, and in- 
finitely more efficient than most. 

If the Hamline visitor is a specialist in 
communications, he will find himself im- 
pressed with the parallels between Ham- 
line’s communications and the well-oiled 
communications machinery of a progres- 


sive concern. The alert modern company . 


has good, consistent communications with 
supervisors whom it calls the “men of 
management.” Hamline has _ excellent 
communications with its faculty and 


staff, through regular, fruitful meetings, 
through letters and individual confer- 
ences. 

The modern communications program 
has frequent and full - communication 
with personnel. At Hamline the personnel 
are the students, and President Giddens 
sees to it that they know how things are 
going, through group meetings and 
through detailed reports. A communica- 
tions-minded company moves beyond the 
campus to communicate with outside pub- 
lics; so does Hamline, where the president 
makes progress reports to the parents of 
students, as well as to other outside 
groups. 

In corporations, members of the boards 
of directors are generally familiar with 
the order of business, since they are post- 
ed in advance; they know what’s on the 
agenda. The board of trustees is similarly 
informed at Hamline, so that no time is 
lost in briefing the group when the gavel 
descends. 

But the real triumph in campus com- 


munication at Hamline is an orderly, 
businesslike annual report. This is given 
annually at an all-college convocation in 
the university field house, where Presi- 
dent Giddens spells it all out in pains- 
taking detail. The report is later printed’ 
and widely distributed. 

How does it happen that an educator 
has learned so much of efficient business 
practices, of the value of modern com- 
munications in industry? Is President 
Giddens an ex-manufacturer, transplant- 
ed by preference into academic circies? 
No; he is completely an educator, but a 
practical and realistic one. His associations 
with business have been helpful to him; 
he has written two fine books on petrole- 
um—one is the history of Standard Oil 
Co. (Indiana), a genuine industrial docu- 
ment. 

Basically, President Giddens is a prac- 
tical human being, with great apprecia- 
tion for human dignity and human curi- 
osity. He respects the first and gratifies 
the second. 
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Plan Edison-McGraw Merger _| would be the name of the new McFadden Made Ad Manager Nielsen Network TV Ratings 
The merger of Thomas A. Edison company. of ‘Dispatch-Pioneer Press’ ‘ 

Inc., West Orange, N. J., and Mc- ? . George H. McFadden, a member Two Weeks Ending Sept. 22, 1956 

Graw Electric Co., Elgin, Il., has Sacra Joins ‘U. S. News of the sales staff, has been ap- ; 

been approved by directors of both) James E. Sacra, formerly with pointed manager, general adver- Copyright by A. C. Nielsen Co. 

companies. Stockholders of both Keeney Publishing Co., Chicago, | tising, of the St. Paul Dispatch- Nielsen Total Audience’ 

companies must approve the con- has joined the Chicago sales staff | Pioneer Press. He succeeds Thur- | 

solidation. McGraw-Edison Co. of U. S. News & World Report. | man Sallade, who has accepted a TOTAL HOMES REACHED 

position as business manager of the 


Program 


| Herald, Grand Forks, N. D., also a 
‘Ridder newspaper. Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
| Prior to rejoining the papers in $64,000 Question (Revlon, CBS) “ 
a ill * Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 
and still growing . Perry Come Show (Several sponsors, NBC) 
} Bie . Producers’ Showcase (RCA, Buick, John Hancock, NBC) 
REMARKABLE ROCKFORD a ; Robert Montgomery Presents (Johnson’s Wax, Schick, NBC) ..... 


I've Got A Secret (Winston cigorets, CBS) 
Gunsmoke (Liggett & Myers, CBS) 

Retail sales for 1955 were $215,373,608 

greatest in the state outside Chicago, and May 


Climax (Chrysler, CBS) 
| Private Secretary (American Tebecee, CBS) 

average daily bank debits are 11.2 over May , a a 

1955 and .8 ever April 1956. '. . oe fcu sagan 


Rockford, Illinois has grown to be the 

richest market in the state outside Chi- George McFadd Wernen tellede 

cago, and it is still growing. Two huge 

new plants have gone into production 1955, LL wort omer’ owned ~ 

during the spring . . . another new $5 operated an automobile agency. te 
andi P “sg was a member of the Dispatch- 

million factory covering six city blocks Pioneer Press ad staff from 1937 

is under construction. You can take to 1946 including three years in 

advantage of our prosperity. Advertise the Air Force. Mr. Sallade will 


in the Rockford Morning Star and assume his new duties at Grand 
Forks on Nov. 19. He joined the St. 


Register-Republic for complete cover- : ond uounieus- 
age of this rich 13-county area. Four [tage ape toed peed of the Nielsen Average Audience** 
color press facilities are available. | Patriot-Ledger, Quincy, Mass., and TOTAL HOMES REACHED 
on the advertising staff of the 
Eagle-Times, Reading, Pa. Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
222 Mart Appoints Alex Franz 2 $64,000 Question (Revion, C3S) 
ce) . is a : The Merchandise Mart, Chicago, | I've Got A Secret (Winston cigarets, CBS) 
has appointed Alex T. Franz Inc.,| Gunsmoke (Liggett & Myers, CBS) 


CoCOON OWA WH — 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revlon, CBS) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) .... 
Perry Como Show (Several sponsors, NBC) 
Producers’ Showcase (RCA, Buick, John Hancock, NBC) 
Robert Montgomery Presents (Johnson's Wax, Schick, NBC) 
I've Got A Secret (Winston cigarets, CBS) 
Climex (Chrysler, CBS) 
lawrence Welk Show (Dodge, ABC) ............. talaga dastadhtedsediaidtiaticae 


oVCOMOnNO WA WN = 


_— 


, ’ 2 Chicago, to handle its advertising. Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Best Test ¢ In 1957, the Mart plans to expand Ford Theater (ABC) .... 
City in the 3% 2 its promotion of the markets which Robert Montgomery Presents (Johnson’s Wax, Schick, NBC) 
Midwest es will be conducted there during the GE Theater (General Electric, CBS) 

ef year. Plans are also being made $64,000 Challenge, (Revlon, P. Lorillard, CBS) 
‘for several consumer shows. What's My Line (Remington Rand, Jules Montenier, CBS) 


PROGRAM POPULARITY; 


Program 
Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
$64,000 Question (Revion, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
Gunsmoke (Liggett & Myers, CBS) 
Whot’s My Line (Remington Rand, Jules Montenier, CBS) 
Robert Montgomery Presents (Johnson's Wax, Schick, NBC) 
Disneyland (American Motors, American Dairy, Derby Foods, ABC) 
Ford Theater (ABC) 
GE Theater (General Electric, CBS) 
$64,000 Challenge (Revlon, P. Lorillard, CBS) 
* Homes reached by all or any part of program, except for homes viewing only one 
| to five minutes. 
| **Homes reached during the average minute of the program. 
| + Percented ratings are based on ty homes within reach of station facilities and by 
| each program. 
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YOU MIGHT PLAY IN 52 WORLD SERIES GAMES*— 


BUT... YOU NEED WKZO-TV 
THE MARCH ARB REPORT CREDITS WKZ0-TV TO BREAK RECORDS IN 
ALL. 20 - 
KALAMAZOO—GRAND RAPIDS 


ca ae 
MARCH, 1956 REPO WKZO.TV is the Official Basie CBS Television Outlet for 
GRAND RAPIDS-KALAMAZOO eg yon peg, Na ae ore Michigan. 
Numbe. Querter ith 100,000 watts on Channel 3, ) serves one 
on ape < hasnang of America’s top-20 television markets—mor+ than 600,000 
TV homes in 29 Western Michigan and Northern Indiana 

WKIO-TV Stat'or 8 counties! 


MONDAY THRU FRIDAY 7 The March, 1956, ARB Report shows that WKZO-TV is 
8:60 a.m. to 6:00 p.m. 3 by far the favorite station—not only in Kalamazoo and 
6:00 p.m. to 11:00 p.m. . Grand Rapids, but also in Battle Creek and Muskegon! 
SATURDAY AND SUNDAY) Monday thru Friday it’s first in 123% more daytime 
10:00 a.m. to 11:00 p.m | 72 32 quarter hours — Station B . . Fae in 569% more 
nighttime quarter hours. On Saturday and Sunday, it's 
ranger Brown bored <9 emeene ie se) Kade first in 125% more quarter hours! 
maszoo (19.7%), Battle Creek (18.2%), Muske- } 
paves WS eed Heights (174%). 100,000 WATTS—CHANNEL 3— 1000 TOWER 


She Pet yer Slations ee, 
wae TS erie MarassssuiI00 
WED RAO HALAAzOO. COLLINS, MILLER & HUTCHINGS, INC. 


JEF FA ~- GRAND RAPIDS- KALAMAZOO 
Kune TV — UNCON, NEBRASKA Kalamazoo—Grand Rapids LETTERPRESS 
WAED RADIO PEORIA, RLINOSS and Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 
*Phil Rizzuto of the New York ri holds this all-time major league record. 
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Ranking by Advertisers’ Investment 
First 9 Months, 1956 


Ranking by Subscribers 


(Total net paid circulation, based on ABC 
statements for 6 months ending June 31, 1956) 


Ranking by Reader Preference 


In over 25 independent surveys made in the 
last four years, HOUSE & HOME has been 
voted the #1 magazine of the leading profes- 
sionals in every phase of the industry. (Sur- 
vey details on request.) The most recent: a 
survey of the builders who attended the 1956 
NAHB Show in Chicago. 
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RKO TV Names Two 

Max Bradbard and William Gor- 
man have been named eastern and 
western sales managers, respec- 
tively, of RKO Television, New 
York, tv film distributor. Both men 
have been with the RKO Teleradio 
Pictures subsidiary for some time. 
Mr. Gorman’s headquarters will be 
in the RKO Theater Exchange 
Bldg. in Los Angeles. 


Soeeseecececesseeesees 
NEW YORK 
REPRESENTATION 
FOR YOUR 
AGENCY 


Agency Representatives, Inc. 
285 Madison Avenve 
New York 17, New York 
MUrray Hill 5-3141 


SPECIALISTS IN RADIO & TV 
COSSHESOOHOOHOOSOSEEES 


Most ‘Harassed’ Executives Are Happy with 
Their Positions, ‘Management Review’ Finds 


New York, Oct. 16—Once upon 
a time there was a middle-aged 
company president. He was 49, he 
had been working for 28 years, and 
he made $35,000 a year. He liked 
his job, except for some of the de- 
tail involved, and he got a kick out 
of working with people. 

He read for recreation—mostly 
non-fiction, usually history. He 
was active in civic work and he 
enjoyed outdoor recreation—par- 
ticularly golf. He spent a lot of 
time thinking about retirement, 
when he would get around 40% of 
his present pay, and he intended to 
keep working—something like 
teaching or consulting. 

If such a man existed, he would 
come pretty close to the median of 
the executives surveyed in an 
article in the American Manage- 
ment Assn.’s October Management 
Review. The article, called “Man 
and Manager. .. An Executive Pro- 


file,” by Lydia Strong, does a good 
deal to dispel the picture of the 
harassed executive. Most of the 
respondents in the survey like 
their jobs and are quite happy 
about what they do for a living. 


® Of 214 respondents, 60% are in 
top management, and the average 
company they represent has 14,400 
employes. Their average age was 
45. Company presidents average 
49, top management men, 48, and 
middle management men, 43. 

Age and earning ability went 
hand in hand. Median earnings for 
the group fell in the $20-$30,000 
range; for men under 40 the me- 
dian mark was $10-15,000; for 
men 40-60, $20-$30,000, and for the 
small group over 61, $40-$50,000. 


Age is no guarantee of income: | 
| once since he acquired executive 
survey both earned between $5,000 | 
and $10,000; the two top earners) 


The youngest and oldest man in the 


(over $100,000) are respectively 42 
and 59. 

Median earnings for presidents 
were $30-$40,000; top management, 
$20-$30,000; and middle managers, 
$10-$15,000. 


= It took time to get to these levels. 
Under $10,000 most men had 
worked for 14 years and been ex- 
ecutives for six; in the next three 
brackets, men averaged 32 years of 
work and 21 as executives. Their 
routes varied. Less than 4% began 
in professional management and 
administration, about one-third 
were engineers or other technical 
specialists, a fifth started in sales, 
a sixth in accounting. These three 
fields provided half the men sur- 
veyed. 

On the whole they’re stable peo- 
ple. Three out of five are working 
for the company where they found 
their first job, and only one man in 
20 has changed a job more than 


status. 
Presidents have the fewest jobs 


of action. 


Advertisers will find a responsible audience in the 
pages of Facts Forum News. With its editorial content 
of issues vital to the nation and the world, impact 
from the calibre of readership offers a market of 
thinking people. And thinking people are people 


From leading articles in the Novem- 
ber 1956 issue of Facts Forum News: 


> 


EXCLUSIVE . . . “Facts Forum interview 

with Chiang Kai-shek” 
“If the United Nations should violate international 
justice to the extent of admitting Red China to the 
UN, it would cease to be the world organization which 
we respect. We would most certainly withdraw our 
support should it admit the Communist regime.” 
Among other dire predictions, Chiang says, “If the 
United States is going to relax her present trade 
restrictions with Red China, it would be like giving 


her enemy a sharp knife with which to cut her throat. 


Interview of Joseph L. Ravh, Jr., chairman 
of the Americans for Democratic Action 


AUTHORITATIVE VIEWS 


“Adlai Stevenson, mentioned by Mr. Rauh as presidential material in the best Democratic tradition, has, by impli- 
cation, disclaimed A.D.A. support. Why? Does he feel that this would be the “kiss of death” as far as public 
opinion is concerned?” You will be able to better judge this for yourself after reading “The Beleaguered A.D.A.” 
Walter Reuther, CIO, and David Dubinsky, AFL, are Vice Chairmen of this organization which is proving a 
“storm center” of controversy. 


Should our boys be tried in foreign courts? Or should they be tried in courts which guarantee their rights 
under the U. S. Constitution? Congressman Frank T. Bow, (R-Ohio), writes that “Something must be done 


about the unfortunate status of our forces,” urging the public to inform itself on this vital issue and make its 
opinion known; while Congressman James P. S. Devereux, (R-Md.), reviewing the Status of Forces Treaty 
primarily from a military angle, feels that the national security requires that allies of the United States have 
jurisdiction over the off-duty misdemeanors and offenses of our forces overseas. Those who do not understand 
the Status of Forces Treaty will find FACTS on both sides of this question in the November issue of Facts 


Forum News. 


If you would like the full story on these and many other 
vital issues, write us today for your complimentary copy. 


Advertising in Facts Forum News is important to you in addressing your advertising messages to 
a market of influential people. 


Moe TFING HEADQUARTERS: ‘1710 JACKSON STREET, DALLAS 1, TEXAS 


WRITE OR CALL COLLECT TODAY 


FOR COMPLETE INFORMATION 


East Coas? Representatives: A. B. McClanahan, 295 Madison Avenue, New York 17, New York 
Mid-West Representatives: John R. Rutherford & Associates, 230 East Ohio Street, Chicago 11, Illinois 
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of all—partially because some are 
founders of the company. Of 111 
who came into companies at the 
executive level, 56 shifted at the 
invitation of the new company. Of 
the 42 who hunted for jobs, 16 ap- 
plied direct to the company, ten 
came through employment agen- 
cies, seven through ads, five 
through management consultants, 
four through friends. 

They work hard. The group 
averages 12% hours a week over- 
time (including business reading 
and business entertainment), and 
men in the over-$50,000 bracket 
averaged 18% hours a week over- 
time. Some worked 70-85 hours a 
week. They take longer vacations 
ranging up to median five weeks 
for men earning $75,000 and more. 
About two-thirds of the respond- 
ents hold some stock in the com- 
panies they work for. 


s Top management men started to 
work, on the average, at 21, mid- 
dle management men at 23, a re- 
flection of better education in the 
lower ranks. About 75% of the 
respondents are college graduates, 
and one of four of these has done 
graduate work. 

For men under 40, 80% are col- 
lege graduates, among men 61 and 
over, only 40% are graduates. 
More than a third of the group who 
got no farther than high school 
earn more than $40,000 a year, 


while only 10% of the men with 
degrees are in this bracket—but 
| this is in part a matter of age. 
| Although less than a third ma- 
|jored in liberal arts, these men 
| have been more successful, both in 
|status and income, than the spe- 
| cialists. 

Many of the men wish they had 
a broader educational background. 
In ranking the personal qualities 
of an executive, these four were 
found to be cardinal: “Ability to 
| work with people (130 mentions) ; 
lintegrity, honesty, fairness (65); 
stamina, drive, ambition (54), and 
leadership ability (43). Oddly, 
“ability to get things done” ran 
well down the list, with ten men- 
tions. 


@ What they like in their work is 
working with people. Money is 
mentioned seldom (perhaps, the 
author suggests, because it is taken 
for granted, like intelligence). Oth- 
|er desirable aspects of the job are 
challenge, variety of problems, and 
the sense of getting things done. 
| Detail, dealing with people (usual- 
ily subordinates), and lack of au- 
thority (usually middle-manage- 
ment men) lead the list of gripes. 

Their after-job interests are 
wide, ranging from gardening to 
cultural pursuits and civic activ- 
ities, or studying mathematics o1 
science for fun. One man de- 
scribed his interests as “wine and 
women,” and another lists “collec- 
‘tion of unusual jewelry, golf, girls.” 


_Adolph‘s to McCann-Erickson 

| Adolph’s Ltd., Burbank, Cal., 
has named McCann-Erickson to 
handle its advertising in the U.S. 
and Canada, effective Nov. 1. 
Adolph’s products include meat 
tenderizer, salt substitute and diet- 
etic meat tenderizer. J. P. Shelley 
& Associates, Los Angeles, pre- 
viously had the account. 


Supply Co. Names Cushing 

George B. Cushing, manager of 
sales promotion of National Supply 
Co., Pittsburgh, since 1946, has 
been named director of public re- 
\lations and advertising. National 
|Supply is manufacturer and dis- 
| tributor of oil field machinery and 
equipment. 


— Co. Adds Wilcox-Gay 
Wilcox-Gay Corp., Chicago, 
|maker of tape recorders and high 

‘fidelity equipment, has appointed 

| Martin Co., Chicago, to handle its 
advertising, merchandising and 

| public relations. 
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Aviation 


You can be 
GOINE PLACES with ‘WIGEING 


wa Oe tae me oe 
oY Be ae 


ANOTHER FIRST?—E. B. Wiggins Oil 
Tool Co., Los Angeles, believes 
this employe recruitment ad on 
the cover of Western Aviation’s 
October issue is the first of its 
kind. Byron H. Brown & Staff, 
Beverly Hills, is the agency. 


Canada Will Sell 
Bonds in $600,000 


One-Month Drive 


Ortawa, Oct. 16—-The govern- 
ment of Canada, a regular adver- 
tiser through many of its federal 
departments, has launched a $600,- 
000 month-long saturation ad cam- 
paign embracing almost all media. 

The government is out to sell 
its 1lth Canada savings bond issue 
and is leaving nothing to chance 
in this drive to encourage Canadi- 
ans to buy bonds, thereby saving 
money while helping punch holes 
in the nation’s inflation balloon. 

Three agencies jointly planned 
and executed the campaign for the 
department of finance and its fis- 
cal agent, the Bank of Canada. 


s This is how they sliced the pie: 
e Walsh Advertising, Toronto: 
English space advertising; English 
and French tv; sales material. 

e Ronalds Advertising, Montreal: 
English radio; outdoor advertising, 
comprising street car and bus 
posters. 


e Canadian Advertising: All 


French print and radio. 

Media used in the campaign will 
include: All daily newspapers, 19 
consumer magazines, 30 farm pa- 
pers, 12 business papers and a 
number of other publications, all 
English tv stations, all radio sta- 
tions, color newsreel clips and bus 
and street car ads. 

Over three million direct mail 
pieces went out early in October; 
two full-color posters are being 
made available to banks, private 
firms and other organizations; 
folders, payroll stuffers, etc., will 
be sent out to industries; mats and 
stereos of ten Canada savings 
bonds cartoons by Peter Whalley 
of Montreal are available to news- 


papers 


The bonds go on sale next 
month. 
Jettres Leaves WSAAA 


Martha A. Jeffres has resigned 
as executive secretary of the West- 
ern States Advertising Agencies 
Assn., formerly Southern Califor- 
nia Advertising Agencies Assn., 
Los Angeles. Miss Jeffres has held 
her post since shortly after the or- 
ganization was formed in 1948. No 
future plans were announced. The 
organization recently named Alton 
T. Barnard managing director 
(AA, Sept. 24). 


‘Motor’ Buys Crash Service 
Motor, a Hearst magazine, has 
purchased Crash Book Service, 
Milwaukee, which gives a means of 
estimating the cost of auto body 
repair work. The purchase was 
made from Edmund J. Riedl. 


Ad Council Asks 
More Support for 
Public Service Ads 


New York, Oct. 16—The Adver- 
tising Council has asked advertis- 
ers and broadcasters to increase 
their support of its public service 
campaigns. 

This is the first step in the coun- 
cil’s program to step up public 
service advertising in all media 


by at least 20%. 

At least 33 network tv advertis- 
ers have advised the council that 
they will attempt to increase the 
use of public service material 
which they regularly include in 
their programs. Forty-five others 
are still considering the council’s 
request, it was reported. 

The council also unveiled its 
radio and tv materials for the final 
phase of the Register and Vote 
Campaign. 

These include a one-minute tv 


film featuring President Eisenhow- 
er and Adlai Stevenson and a se- | 
ries of recorded and filmed songs 

titled “Little Songs for Busy Vot- | 
ers.” Leo Burnett Co. is the volun- 

teer agency on the election year 
program. 


Helen Dobbs Joins D-F-S 

Helen Dobbs, formerly with 
Fletcher D. Richards Inc. and J. | 
Walter Thompson Co., has joined | 
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masonry building 


singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 
specialized high buying power 
segment of the building industry 
who read MB because MB alone 
covers their needs editorially. 


5 So. Wabash, Chicago 3 


Dancer-Fitzgerald-Sample, New 
York, as a copywriter. 


\ 


Wisconsin 


DEALER NAMES 


MAKE 


SALES! 


-»sWHEN YOU LIST THEM 
IN THE LOCAL PUBLICATION 


THEY 


sa 


g 


AND FARME 


YOU HELP every one of your Wisconsin 
dealers when you list their names in your 
advertising, and advertise in the publica- 
tion they overwhelmingly prefer you to 
use. Their preference, of course, is the 
Wisconsin Agriculturist and Farmer. 

Listing their names assures you of full 
dealer cooperation. For it means the sales 
your advertising inspires go to them, and 
come to you, instead of to a competitor. 

Wisconsin Agriculturist and Farmer 
gives you blanket coverage of a market 
where farm income is close to $1 billion, 
more than half of it in regular monthly 
“milk checks.”’ 

So, for more sales in the No. 1 Dairy 
State of the nation, advertise in the local 
homestate farm publication that 9 out of 
10 of the best farm families look to, 
depend on, believe in. For market facts 
applying specifically to your product, 
please write us. 

wt Rk 

Shown below are results of a study in 
which lumber dealers and auto accessory 
dealers were asked,‘‘In which publication, 
edited for farmers, do you prefer to see adver- 
tising for the merchandise you sell?’’ Other 
dealer preference studies available upon 
request. 


HARDWARE DEALERS’ 
PREFERENCE 


Wisconsin 
Agriculturist 


AUTO ACCESSORY DEALERS’ 
PREFERENCE 


18.1% 16.9% 12.0% 


Farm Farm Farm 
MagazineA MagazineB Magazine C 


Wisconsin 
Agriculturist 


riculturist 


RICHARD S&S. PIERCE, PUBLISHER 
RACINE, WISCONSIN 


WHY READERS 
PREFER THE “AG” 


5 vay “It gives us specific information 
about our specific problems. I 
especially like the Homemaking 
Depart ment but the publication 
is a big help to me, too, in en- 
abling me to discuss farming 
intelligently with my husband 
and our neighbors.” Mrs. Louis 
Huscka, Rock County, Wis. 
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Advertising Pages and Linage in Farm Publications 


September and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


137.5 
137.5 
135.9 
108.0 141.9 
102.4 138.2 


Western 
Average 4 Editions . 
<coygor 


Farm & Ranch—Southern 
Southeastern Edition 
Southwestern Edition 
Average 2 Editions . 

Progressive Farmer: 
#Carolina-Va Edition 
#6a.-Ala.-Fla. Edition 
#Ky.-Tenn.-W.Va. 
fMiss.-La-Ark. ... 
#tTexas Edition .... 


Florida Grower & Rancher 
tGeorgia Farmer... . 
Kentucky Farmer .... 
Michigan Farm News . 


10,582 
4,986 
8,136 

22,943 

22,356 

22,650 

27,717 

18,719 


i 


331.3 


[127-8 1,206.2 16,5705 10,540.2 218, 
issues combined. tStarted publication in January 1956. " §Changed 


ugust-Septenber 
in July 1955. #Not included in 


Newspaper Monthly Farm Sections 


Iowa Farm & Home 
24.0 
11.5 


12.2 


Semi-Monthlies 
American Agriculturist 32.9 
Colorado Rancher & Farmer = 


Indiana Farmer's Guide 29.0 


| Kansas Farmer 
| Michigan Farmer 
Missouri Ruralist .... 


Poultry, Classified 
Livestock 


442.3 


| Montana Farmer-Stockman 58.7 


| Nebraska Farmer 
| New England Homestead 


| Prairie Farmer: 
ZiMinois Edition 
indiana Edition .. 
Average 2 Editions 
| Rural New-Yorker .... 
| Wallaces’ Farmer .... 
Western Farm Life .. 
§Herdsmen Edition ... 


107.6 
50.0 
78.3 


Wisconsin Agriculturist & 


Not included in totals. 


__ 95.5 __ 94.3 


§This edition also carries all linage appearing in Western Farm Life. 


| F arm Linage Tr end Figures in thousands 


| Bi-Weeklies 


California Farmer: 
Northern Edition 
Southern Edition 
Average 2 Editions 


Missouri Edition . 


O0kia.-Ark. Edition 


Average 3 Editions . 


Canadian 


le Bulietin ces 


t Family —_— & 
Weekly Star 


Farmer's Advocate & Cana- 


roup 395. 
tFour issues in September 1956; five issues in September 1955. 


tArizona Farmer-Ranchman 82.1 


Dairymen’s League News 14.0 


511,655 


372,309 
357,750 
365,030 

95,213 


971,898 


62,047 55,508 


42,538 34,846 
41,039 35,429 
41,789 35,138 
10,206 8,614 


114042 99.260 


643.6 


461.7 
452.2 
457.0 
a 8 


56.3 
34.3 
55.3 


151.4 


tThree issues in September 1956; jas teens by Satenaer MOE Not included in totals. 


758,394 
684,875 
740,536 


524,112 


2,443 537 2,707,917 


95.053 74,955 


41,604 
27.956 


43.203 
31,324 


351,521 
241.002 


735.586 


299.971 
99,495 


934,700 
507,434 


3,169,709 


321,067 
244,991 


459.5 
340.3 


777.3 


399.2 
236.2 


913.3 
416.1 


3,541.9 


502.2 
334.7 


62.0 
43.5 


85.1 


48.7 
30.2 


95.0 
44.5 


27.956 


735.6 81,070 777,331 59,936 
428.5 


231.9 


890.2 
474.2 


3,597.3 


24,413 
12,904 


66,732 
32,254 


270,771 


24,133 
11,990 


279.446 
101,343 


958,988 63.690 
445,231 30,551 


3.128.997 260,812 


34,557 
12,025 


98,985 
47,054 


343,426 


Capon Assn. Names Nemarow,. 
Sets Ad and PR Campaign 

The recently formed American 
Capon Producers Assn., Trenton, 
N. J., has appointed Nemarow Ad- 
vertising, Vineland, N. J., to han- 
dle advertising, public ‘relations 
and sales promotion. William Sny- | 
der, of the agency, has been named 
secretary and publicity chairman 
of the newly organized body. 

The campaign will include ad- 
vertising and publicity in agricul- 
tural publications on_ scientific 


fits of capons. 
|Geyer Makes 3 Changes 


Three major executive changes 
have been announced by Geyer 
Advertising, New York. Ray J. 
Mauer, formerly director of the 
‘television and radio department, 
has been appointed assistant crea- 
tive director of the agency and 
elected a vp. Lee A. Emmerich, for-| 
merly television production super- | 
visor, has been named to the new- 
ly created post of television-radio | 


gourmet publications on the bene- | 


McGuinn, tv-radio business mana- 
ger, has assumed additional re- 
'sponsibilities for all business and 
‘traffic activities connected with 
‘the department. 


S&S Stamps Boosts Ads 
Stop & Save Trading Stamps) 


Corp., a subsidiary of Grand Un-| 


ion Co., East Paterson, N. J., is. 
|stepping up its advertising for 
Triple-S blue stamps with color | 
pages in the New York Sunday 
News Magazine (Oct. 28) and the 


|\New York Times Sunday Maga- | 


rently using b&w ads in 82 daily dle advertising for Independent 
newspapers in the New York area.| Housewares Exhibit and Lee In- 
Hilton & Riggio is the agency. |dustries, furniture manufacturer, 


both of Chicago, and Elcar Mobile 
Gage Joins American Ad Co. Homes, Bourbon, Ind. 
Harry D. Gage, for the past 22) 
years with J. C. Williams Co.,| Corbin Named BBB Chairman 
|outdoor advertising, Asbury Park, David C. Corbin, president of the 
|N. J., has joined American Adver- City Chevrolet Co. Akron, has 
tising Co., Long Branch, N. J., a| been elected chairman of the board 
‘division of United Advertising of governors of the Assn. of Better 
Corp., Newark. Business Bureaus. Serving with 
him as vice-chairman will be 
| Fenberg Adds 3 Accounts Charles H. Kellstadt, vp and a di- 
Ted Fenberg Associates, Chi-| rector of Sears, Roebuck & Co., At- 


ways to raise and market capons, 
and space in restaurant, diner and | production manager. Donald W. zine (Dec. 2). The company is cur-'| cago, has been appointed to han- | lanta. 


‘ 
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On October 15, Paul Seabrook joined Farm and Ranch, in 


the new position of Director of Editorial Relations. 
He will serve as a personal liaison between the busi- 
ness-of-farming Farm and Ranch editorial pages, and 
the many industries serving the farm business and the 
farm home. 


Since 1952, Paul has been account executive, Bert S. 
Gittins Advertising Agency, Milwaukee. 


A fourth-generation Southerner, Paul Seabrook knows 
and loves Southern agriculture. Born and reared on a 
farm in Charleston County, South Carolina, Paul was 
named ‘‘outstanding South Carolina high school senior 
of the year” by the Agricultural Society of South Caro- 
lina, and awarded a four-year agricultural scholarship 
to Clemson College. He was a 1941 honor graduate of 
Clemson. 


After his separation from the armed forces as captain 
in 1946, Paul joined Clemson College Extension Service. 
He served as assistant county agent and, called back to 
Clemson in 1947, carried on state-wide editorial and 
public relations activities. 


In 1952, Paul joined the Bert S. Gittins Advertising 
Agency, Milwaukee—one of America’s finest and most- 
respected advertising firms. At the Gittins agency, 
Paul held account responsibilities with some of the 
country’s best-known firms. He traveled widely over 
the United States in this capacity, particularly in help- 
ing produce ““The National Farm and Home Hour’’. 
He recently returned from a month-long harvest tour 
of the Soviet Union. 


Paul Seabrook—in his intelligence, his leadership, his 
wide experience, his recognized capabilities—is typical 
of the new team producing today’s Farm and Ranch. 


Mr. and Mrs. Seabrook; daughter Elizabeth, 3; son Poul, Jr., 12. 


Farm and Ranch is the how-to-do-it, 
business-of-farming Southern farm 
magazine. Farm and Ranch is the 
magazine that gets things done on 
Southern farms. Paul Seabrook will 
help get more things done, sooner. 


Farm and Raneh 


NASHVILLE, TENNESSEE 


More than 1,300,000 subscriber families in 15 Southern states. 


ATLANTA DALLAS CHICAGO 
Bill Jones Bruce Johnson Dan Doody 


NEW YORK 


LOS ANGELES 


Paul Seabrook joins mn TR 
FARMand RANCH = ~~ =f 


Assumes new post of Director of Editorial Relations 


SAN FRANCISCO 
Bob Finn McDonald-Thompson McDonald-Thompson 
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Lewis Named VP in N. Y. 

Marshall C. Lewis, an account 
executive in the Chicago office of 
Marsteller, Rickard, Gebhardt & 
Reed, has been promoted to vp and 
assigned to the agency’s New York 
office. 


Household Income—Non-Farm 
Owners of Appliances 


Source: Daniel Starch & Staff 
O ia Under $3,000- $4,000- $5,000- $7,000 
WW Marie does It $3,000 3,999 4,999 6,999 &Over Median 
© All U. S. Households .......... 26.7% 20.8% 19.8% 186% 14.1% $4,126 
P Non-Automatic Washing 

S FASTER... MA@ChiN®S ceecccececreeennee 26.6 24 22.1 166 9.3 3,921 
soonhing —e. ~ a Electric OMS ...ccecsecseessessveee ee? ee ee ele 4,211 
due raphe Radios 24.8 20.9 20.2 19.3 148 4,213 

ng, ad , fill- 0 
muitigraphed ee Electric Refrigerators ........ 234 21.3 207 195 151 4256 
pencares ing. Gas Rang 22.0 21.7 21.4 20.4 14.5 4,294 
hen Shs eee ieee ne Electric Water Heaters... 16.7 21.1 24.1 223 158 4,506 
from detail work. For rush pick-up, Electric Ranges  ..............0+ 77 200 216 21.2 8 19.5 4,569 
uick service and fast delivery USE THEIR BEANS—Here is a scene from a new tv spot for Campbell Electric Toasters ............00 15.3 19.5 22.4 23.4 19.4 4479 
ALL WAbash 2-8655. Soup Co.’s pork and beans—‘“Folks who know their beans . . . ask Television Sets .......c.ss00« 13.6 20.7 23.1 23.8 18.8 4,680 
a Ler Pa for Campbell’s.” The commercial is being shown on “Lassie” over Vacuum Cleaners .........00. 15.4 19.1 22.2 23.6 19.7 4698 
431 S. Dearborn St hcane 5, In the CBS network, Needham, Louis & Brorby, Chicago, is the agen- — Food Mixers .......... WW. 184 23.0 250 225 4,891 
S : ric Steam trons .......... 9.8 16.1 22.4 27.8 23.9 5,122 
cy. It was produced by Playhouse Pictures, Hollywood. Automatic Woshing Machines 8.4 145 222 74 WS 5,358 
Home Freezers ......cceseeveee 8.2 15.2 20.0 24.1 32.5 5,548 
Room Air Conditioners ...... 11.6 13.1 13.1 23.6 38.6 6,034 
Automatic Clothes Dryers ... 1.9 7.4 19.0 30.0 417 6,447 
Dish Washers  ...........cc0-cseee »~ a 5.5 115 22.2 56.9 Over 7,000 


This area contains OVER 
HALF the population of 
Washington State and it 
accounts for OVER HALF the 
retail sales of the state. 


CBS Television for Seattle, - 


Tacoma, and ihe Puget Sound Area 


316,000 WATTS 


Antenna height. 1000 ft. above sea level 


|... and more than 2 million 
_ people live in the ENTIRE 
area covered by KTNT-TV 


... and what’s more — 


Only KTNT-TV has all five 


Of all the television stations in the 
rich Puget Sound area of Washington 
State, ONLY KTNT-TV covers all five 
of the following major cities in its “A” 
contour: 


@ Seattle 
® Bremerton 


@ Tacoma @ Everett 


© Olympia 


OE 


BASIC 


Represented nationally by 
WEED TELEVISION 


CHANNEL ELEVEN 


Two of Five People 
Recall Match Book 
Ads, Survey Reveals 


New York, Oct. 16—More than 
two out of five persons carrying 
match books can recall the adver- 
tising on the covers without look- 
ing, according to a survey just 
released by the Hooper-Holmes 
Bureau Inc. 

Conducted for the Match Indus- 
try Information Bureau in 33 cities, 
the survey also indicated that 
match cover advertising has more 
of an impact today than it did six 
years ago, when a similar survey 
was made. 

Asked to identify the advertiser 
on the match books in their pock- 
ets or purses without looking, 
42.4% did so, compared to 36.6% 
in the 1950 report. Women out- 
scored men, 45.2% to 40.4%. 

Of the 5,112 persons interviewed, 
58% could name advertisers on 
other match books used recently. 
Persons who had correctly identi- 
fied their current match books 
were more successful than others 
in recalling previous match covers. 


Statistics on this and other sur- 
veys are being offered in a book- 
let, “The Best Read Book in Amer- 
ica,” by the Match Industry In- 
formation Bureau, 500 Fifth Ave., 
New York 36. 


Bex to Brucker & Ross 

Bex Industries, New York, dis- 
tributor and co-owners of Coro- 
bex, a bacteria-killing chemical 
formula applicable to a wide va- 
riety of consumer products, has 
appointed Brucker & Ross, New 
York, to handle advertising and 
public relations. In addition to a 
business paper and consumer pro- 
gram, extensive cooperative ad- 
vertising is planned in conjunction 
with Corobex licensees. 


Harrison Joins Scott 

Chuck Harrison, formerly with 
the San Francisco Examiner, has 
joined the San Francisco office of 
Duncan A. Scott Co., media repre- 
sentative, as part of an expansion 
planned for both the San Francisco 
and Los Angeles offices. Scott has 
also been appointed to represent 
Consulting Engineer and Confec- 
tionery-Ice Cream World. 


TELEVISION 
COMMERCIALS?? 


UPA PICTURES, INC. 


BURBANK NEW YORK LONDON 
4440 Lakeside Dr. 60 E. 56th St. 21 Upper Grosvenor St. 
Thornwall 2-7171 Plaza 3-1672 Mayfair 0171 
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It’s a fact...surveys* show an average 
of 3.78 readers per copy of Ad Age. 
Multiply that figure by 34,902 
(latest—and largest in history—paid 
circulation reached by Ad Age) and 
you get a covers-the-marketing-field- 
like-a-tent readership of...131,929! 
*Established by publisher's survey of multiple 

readership. Projection based on the 34,902 

average total paid circulation as reported in 


A.B.C. Publisher’s Statement for 6 months 
ending June 30, 1956. 


pepo. DF S$ Gaia | _ oar bya 


oe icCann 


Whatever your sales targets in the 
advertising world—whoever the man 
or men may be whose opinions carry 
weight when scheduling and buying 
decisions are made — whether you 
want advertiser or agency contact — 
whether you offer space, time, prod- 
ucts or services—it’s clear from these 
figures that Ad Age is completely in 
a class by itself as a means of getting 
your story to everyone in advertising 
... big guns, small-bores and all 
sizes in between. 


200 EAST ILLINOIS STREET 


1 Year (52 issves) $3 


Apply what measuring method you 
will—paid circulation, total reader- 
ship, circulation gain, total adver- © 
tising carried or space carried by. 
major classes of advertisers — you'll 
find Ad Age running well in front 
of its field. What’s even more telling 
as evidence of real reader interest 
and real advertising results is that 
AA keeps running farther ahead 
month by month, year by year! 
So when making media selections 
for your own promotion, remember, 
you'll be running in front with 
Ad Age—and Ad Age offers your 
best advertising buy! 


CHICAGO II, 


ILLINOIS 
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Don’t Blame the Product 


To the Editor: E. B. Weiss did 
not have all the facts when he 
wrote “About—Ahem—Women’s 
eal which you published Aug. 
20. 

From the story it would seem 
that hosiery sales cannot be in- 
creased without a radical change 
in the basic nature of hosiery it- 
self. Mr. Weiss suggests color as 
the answer to lagging sales, but the 
trouble goes deeper than that. It 
is easy to blame the product when 
sales hit a plateau. Very often, 
however, it is the presentation 
that’s at fault. 

An example of this is available 
right in the hosiery industry. 

Retail sales of one brand of 
women’s hosiery manufactured by 
Chester H. Roth Co. Inc. showed 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


increases ranging from 43-to 450% 
in test stores following the intro- 
duction of a new package and a 
permanent merchandising display 
fixture designed by William Mel- 
ish Harris Associates. The fixture, 
incidentally, paid for itself from 
increased profits within 30 days. 

Two main points stand out from 
this campaign and give it general 
importance in merchandising soft 
goods. 


First, retailers welcome help| 
from manufacturers in solving) 
merchandising fixture and display | 
problems and will even pay for, 
that help, as did the Grayson-Rob- | 
inson chain of women’s specialty | 
shops in this case. 

Second, display fixtures are most | 
effective when they employ the 
same principles as those used in| 
media advertising, translating and | 


dramatizing them for the retail 
level. 

In this case, the customary re- 
tail emphasis on price was discard- 
ed in favor of glamor and hosiery 
as a fashion necessity, which are 
pretty much the same appeals as 
those used in good media advertis- 
ing. 

The attention-getting power of 
the display brings these appeals 
home to the customer when she 
is in the store and actually in a 
position to act upon the buying 
impulse created. 

This is apparently more import- 
ant than gimmicks in selling ho- 
siery, and we believe far more can 
be done in this direction with oth- 
er products in the soft goods field. 

WILLIAM MELIsH Harris, 

William Melish Harris Associ- 

ates, Greenwich, Conn. 
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CALL HEADLEY-REED, REP. 


WINSTON-SALEM 


ft WINSTON-SALEM 
OF GREENSBORO 
HIGH POINT 
areas 


Leave it to the Girls 
To the Editor: The last time I 


| 


wrote you it was in regard to| 
four-armed women. It seems as| 


though my “leaning” is towards 


advertisements which closely re-| 


semble each other. 


In the October issue of Made-} 


moiselle you will find two such 
advertisements coincidentally 
showing the Leaning Tower of 
Pisa. Strange how great minds 
work in the same orbit. 
Joun M. WEILER, 
Director of Advertising, Man- 
hattan Shirt Co., New York. 
. ° + 

Wonders How That ‘Nation’ 
Circulation Letter Pulled 

To the Editor: As a former cir- 
culation manager for one of the 
largest general magazine chains, 
and also for a large business pub- 
lisher, I'd like to add my “two- 
bits” worth to the controversy over 
the subscription letter sent out 
recently by The Nation and criti- 
cized in your editorial of Oct. 1. 

In the years I was in the field 
(up until last year) magazines 
strove for editorial content that 
pleased the reader. No publisher 
talked in worried terms about ad- 
vertiser preference in any editorial 
conference I ever attended. We 


| felt advertisers got what they paid 


for when we supplied them a mar- 
ket to reach through the pages of 
our publications. I doubt whether 
that attitude has changed drasti- 
cally since. 

It’s true, as The Nation’s letter 
points out, advertiser dollars sup- 
port most publications at a profit. 
But advertisers run ads and pay 


| 


| the going rate to reach the readers, 
not to influence editorial content. 
I once spent an average of $25 to 
get subscribers for a publication 
that cost only $5 a year. Can any- 
one tell me of a magazine that 
considers the advertiser so import- 
ant they are willing to lose money 
on them? 

I’ve seen magazine editors leave 
their jobs in a hurry when a mag- 
azine’s circulation dropped. I’ve 
known publishers to spend hours 
with survey figures on reader edi- 
torial preference. I’ve spent days 
on field trips to determine reader 
editorial likes and dislikes. No one 
I ever worked for told me to in- 
clude the opinions of advertisers 
in my field reports. 

I think The Nation’s letter was 
written by someone in the promo- 
| tion department at wits’ end for 
|a new copy approach to potential 


> 


WET PROOFS THAT ARE © 


GENUI 


Kk Every set of 


NELY WET* 


plates intended for four 
color wet edition printing is 


both flatted and final 


proofed 


on modern four color ‘wet’ 


proofing presses. 


Cngravers , Ine. 
Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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subscribers. I’ll wager Mr, Kirstein 
hardly read it before lending his 
signature to it. I don’t agree with 
the approach used in the letter. 
But it will probably be the most 
widely discussed letter of the year. 
Does anyone know how many or- 
ders it pulled? 
Epcar V. HALL, 
New York. 


‘Nation’ Advertiser Fears 
No Press Freedom Edict 

To the Editor: The enclosed 
represents one advertiser who has 
not been frightened by The Na- 
tion’s “genuine freedom of the 
press.” 

The Critics Kit grants sweeping 


EXERCISE 
YOUR 
RIGHTS! 


Become a REGISTERED CRITIC. Give new 
authority to your views on literature, music, 
films, Arctic politks and Panamanian cuisine. 
Critic Credentials command respect for opin- 
fons on anything —qualified or otherwise. Idea! 
gifts for critics, needlers, rear-view strategists 
all ages. 
Registered Critic Pin —... $1.50 
(Bronze, jewelry quality) 
ment-Type Certificate $1.00 
(a'sa11”, registered, 
suitable for framing) 
Membership Card .........._ -%5 


Complete Kit $2.00 Postpaid 


Pa. Residents, add 3% tax 


CRITICS PANEL, Dept. T1, Box 3113 
Philadelphia 50, Pa. 


authority, diabolic power. Adver- 
tising managers, for example, will 
find the credentials indispensable 
when dealing with the agency rep- 
resentat®e. 


W. S. Roserts, 
W. S. Roberts Inc., Philadelphia. 
a * * 


It's Countryside Unit 
on Texas Co. List 

To the Editor: I am sure that 
most readers of ADVERTISING AGE 
made a mental correction when 
they read your article on Page 2 
of the Oct. 1 issue, “Texas Co. 
‘Simplified’ by Focusing Ads at 
Cunningham & Walsh, Basford.” 

At least, I hope when they read 
the list of six magazines the Texas 
Co. uses (Collier’s, Life, Look, 
Pathfinder, The Saturday Evening 
Post and Time) that they substi- 
tuted Town Journal for Pathfinder. 
The name Pathfinder was dropped 
from Town Journal’s cover in May, 
1955. 

Even more hopefully, I would 
like to believe that some substi- 
tuted The Countryside Unit for 
Pathfinder, inasmuch as the Texas 
Co. is one of approximately 300 
companies that use the combina- 
tion of Town Journal and Farm 
Journal to cover the whole Coun- 
tryside market. 


VERNON VINE, 
Director of Editorial Relations, | 
Town Journal and Farm Jour- | 
nal, Philadelphia. 


We know it, and so does Texas 
Co. Our apologies. 


Too Many Jumps 
from Page 1, AA Told 

To the Editor: In your Oct. 1 
issue there are 25 stories on the 
first three pages. Of these 25, 19) 
are continued to pages far back in | 
the paper. Those lonely six arti-_ 
cles, which were not continued, | 
include a front page box and a 
couple of fillers that were not very 
important news. 

This continuous switching back 
and forth is not only annoying to 
readers, but is usually considered 
poor journalism. 

Instead of crowding everything 
you know into three pages, why 
not spread it out more evenly? | 

Georce B. Franx, 

Advertising Promotion Man- 

ager, Chicago American. 


Cites Winnipeg Editorial 
on Canadian Ad Tax 


To the Editor: In your issue of 
Sept. 24 you published extracts 
selected by The Financial Post 
from a statement made to the Ca- 
nadian House of Commons by Hon. 
Waiter Harris, Minister of Finance, 
in connection with the 20% adver- 
tising tax. 

Mr. Harris’ remarks represent 
only one side of the case, and those 
which you have printed are edited 
by a publication which has been 
notoriously biased in support of the 
tax. The position taken by The Fi- 
nancial Post has been ridiculed by 
the great majority of Canadian 
daily newspapers. I cite one edi- 
torial, entitled “Financial Postur- 
ing,” carried by the Winnipeg Free 
Press: 

Few people except Walter Harris 
himself have as yet defended the spe- 
cial tax he proposed in his budget; 
that is, the 20% levy on the advertis- 
ing revenues of Canadian editions of 
foreign magazines, such as Time and 


Reader’s Digest. But the Financial 
Post of Toronto has now come, some- 


what tardily, to his aid. 

That is not surprising. The editorial, 
with a display of apparent ingenuous- 
ness, says in its opening paragraph: 
“As a member of the Maclean-Hunter 
publishing house, the Financial Post 
admits that it is an interested party in 
the discussion of the tax..." This 
must surely be the understatement of 
the year. The Financial Post is one of 
a large number of periodicals and 


case, The Financial Post tries to make 
out that the public’s freedom of choice 
in magazine buying will not be cur- 
tailed by the new tax. The illogicality 
of this is apparent when it also con- 
fesses that one of the basic reasons for 
the tax is to “help moderate the 
growth of the number of American 
publications which would use this spe- 
cial device of a Canadian edition.” The 
tax is designed, in short, to give the 
Cc di public less effective choice 


journals published by the Macl 
Hunter company; and the company 
has for many years been agitating for 
some measure of protection against 
the competition it faces from Ameri- 
can magazines. Everyone may not 
share the Post's confidence that it can 
speak “soberly and honestly” about 
Mr. Harris’ proposal. 

The editorial goes on to make the 
same argument as Mr. Harris; that the 
editorial costs of Canadian editions of 
American magazines are negligible 
compared with the editorial costs of a 

pr d wholly in Canada; 
and that, as a result, Canadian maga- 
zines have been placed, competitively, 
in “a position of great difficulty.” 

It must be said that this difficulty 
is not altogether apparent in the finan- 
cial reports of the Maclean-Hunter 
company. According to the most re- 
cent annual report, the company 
showed, for the thirteenth successive 
year, an increase in gross business 
over the previous year. 

Conscious of the difficulties of its 


of reading matter that will appeal to 
it. 


The Financial Post naturally does 
not emphasize that the new tax will 
thereby help to secure larger sales for 
existing magazines and greater profits 
to the companies which publish them. 
Instead, it waves the flag of Canadian- 
ism and loftily declares that “what is 
really at stake here is whether or not 
Canada, in the long run, is going to 
remain a politically independent na- 
tion or, through the force of ideas, 
become part of another nation.” 

This is arrant nonsense. If it were to 
be taken seriously, the tax on the ad- 
vertising revenue of these few U. S. 
publications that have Canadian edi- 
tions would be a pitifully inadequate 
measure. 


Believing that you will wish to 
present the other side of the case, 
I enclose extracts from other ad-| 
dresses made in the House of Com- 
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|mons during the same debate in 
| which Mr. Harris spoke. One of 
|them, you may be interested to 
|note, is by Carl Nickle, Consefva- 
jtive member of Parliament for 
Calgary South, who is himself a 
publisher of Canadian magazines. 
Two others are by the govern- 
}ment’s own supporters in the Sen- 
ate. 
I think everyone in our industry 
|will agree that a tax on adver- 
‘tising is a dangerous retrogressive 
| step in a free economy. I hope that, 
in the spirit of fair play and im- 
| partiality which has made Apver- 
| TISING Ace one of the industry’s 
| leading spokesmen, you will see fit 
/to publish these comments. 
W. W. HrresMAn Jr., 
| The Reader's Digest Assn. 

(Canada) Litd., Montreal. 

AA unequivocally expressed its 
_ opposition to the Canadian move in 
an editorial April 2, in which we 
| said any tax on advertising is bad, 
,and this one is doubly bad. We 
printed Mr. Harris’ remarks tp 
| present the other side. 
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*Average net paid circulation for May, 
1956. 


THE BAY CITY TIMES ©THE KALAMAZOO GAZETTE 
THE SAGINAW NEWS — JACKSON CITIZEN PATRIOT 


Rising like a steel giant out of the 
heart of one of the Nation’s rich- 
est agricultural areas . 

ginaw has been declared the 
fourth largest industrial center 
in outstate Michigan by the 
1954 Census of Manufacturers, 
just released by the U. S. De- 
partment of Commerce. A 21% 
gain in manufacturing employes 
since 1947... 
to raw materials by manufac- 
industries more than 

. . raised Saginaw to 
4th place in outstate a. 

PE can cover this going, gro 

market completely ON] LY 

50,405* circulation of 
THE SAGINAW NEWS. 


growing Michigan metrshotie 


NOW! 4" LARGEST 
INDUSTRIAL CENTER 


in outstate iichiawn 


the value added 


~ Bay The 


THE FLINT JOURNAL 
THE ANN ARBOR NEWS 


apee Sell Saginaw 


Saginaw News 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch,110 E. 42nd St, New York 17, Orford 7.1280, Sneidon B! Newman, 435 N. Michigan Aye; Chicd day, 


perior 7-4680: Br 


e McQuillin, 785 Market St.. San Francisco 3, Sutter 1-340) 


William Shurtiif#, 1612 Ford Bidg., Detroit 26, Woodware 1.0972. 
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Frederick-Clinton Adds One 

Berkray Corp., New York, man- 
ufacturer of men’s sportswear, has 
appointed Frederick-Clinton Co., 
New York, to handle advertising. 
Henry Bach Associates is the pre-| 
vious agency. ; 


Ad Novels of the 
20th Century: AA 
Offers Bibliography 


New York, Oct. 16—In the Oct. 


Hartswick. Covici, Friede (1934). 

Destiny Is A Woman, Lee Deiph Brown. 
Egmont Press (1938). 

Woman about Town, Allis McKay. Mac- 
millan (1938). 

Skylark, § Raphaels 
Knopf (1939). 

Patsy Breaks inte Advertising, E. E. 
Grumbine. Dodd, Mead (1940). 


Alfred 


BRAVE & SQUAWS— 
This photo illus- 
trates the slogan, 
“More for Your 


8 issue AA presented a summary| A Man May Dream, Carl Avery Werner. Buck,” which 
Cross Joins Geer, DuBois ee ene ee ee ee cones, Dist Poem promotes Libby, 


Richard Dion Cross, formerly 
special services director in public 
relations at Eastman Kodak, has 
joined the copy-contact staff of 
Geer, DuBois & Co., New York. 


masonry building 
singularly different... 


Masonry Building's over 20,000 
paid subscribers are among a 


5 So. Wabash, Chicago 3 


advertising backgrounds. 

Following is a compilation of ad 
background novels that have been 
published in the 20th century. The 
list is as complete as AA research- 
ers could make it, but suggested 
additions from readers are wel- 
come. 


Advertising Novels: A Bibliography 


(1941). 

5:30 te Midnight, Ruth Willeck. Harper 
& Bros. ‘1941). 

Hew About Teomerrow Morning? Helen 
Haberman. Prentice-Hall (1945). 

The Hucksters, Frederic Wakeman. 
Rinehart & Co. (1946). 

Please Send Me Absolutely Free, Arkady 
Leokum. Harper & Bros. (1946). 

Aurora Dawn, Herman Woeouk. Simon & 
Schuster (1947). 

Home Is the Hunted, Abraham Bern- 


Ds he SEO teat an 
. Ys Shige See ci. 


McNeill & Lib- 
by’s Golden Dia- 
mond Sweep- 
stakes (AA, Aug. 
6). “More for” is 
the theme for the 
H second of siz 
= “waves” in the 
Sweepstakes. In 


Lisa tisson’  G Well. Modern! stein, Dial Press (1947). 
The Haunted Beoksh Christopher| The Train from Pittsburgh, Julian Far- each wave, three 


Morley. J. G. Lippincott (1923). 
You Teo, Roger Burlingame. E. P. Dut- 


| ton (1924). 


The Hoarding, John Owen. E. P. Dutton 


Queen's in the Parlor, Helen Woodward. 
Bobbs-Merrill (1933). 
The Winning Line, Frederick Gregory 


JOSEPH F. HOBBINS 


Advertising Manager 


ANACONDA COMPANY 


“One target for our corpo- 


rate advertising is the core 
of the financial community, 
to keep them aware of our 
company’s progress, accom- 
plishments and aims. By 
advertising in Barron's, we 
reach many of the men to 
whom such information 
should be of first class inter- 
est. And when we talk to 
them—we talk to thousands 
of others as well.!’ 


Neary 75% of Barron’s readers 
acknowledge they find in Barron’s adver- 
tisements information they might not 
otherwise have. Here you can do a far- 
reaching job through a key circulation 
of men who have money to invest and to 


manage. 


BARRON’S—The Financial Weekly. 


ren. Alfred Knopf (1948). 

Legend of A Lady, Robert Hardy An- 
drews. Coward-McCann (1949). 

Mirror, Mirror on the Wall, Mona Kent. 


Strangle Hold, Mary McMullen. Harper 
(1951). 

The Sist of February, Julian Symons. 
Harper (1951). 

Half A Dollar Is Better than None, 
Nicholas Diminne. Doubleday (1952). 

The Quick Brown Fox, Lawrence 
Schoonover. Macmillan (1952). 

The Glorification of Al Teolum, Rebert 
Alan Aurther. Rinehart (1953). 

Nine te Five, W. H. Prosser. 
Brown & Co. (1953). 


Little, 


Fords will be 
given away. 
Grand prize is a 


Warrior's Return, Ted Pittenger. New 
American Library (1955). 

Good-Time Girl, Conrad Maine. Popular 
Library (1955). 

One Touch of Blood, Samm Sinclair 
Baker. Graphic (1955). 

Murder—Very Dry, Samm Sinclair Ba- 
ker. Graphic (1956). 

The Golden Kazoo, John G. Schneider 
Rinehart (1956). 

Tubie’s Monument, Peter Keveson. E. P. 
Dutton & Co. (1956). 


specialized high buying power Rinehart (1949). 
segment of the building industry bt Blandings’ Way, Eric Hodgins. Simon $40,000 dream 
wh ad MB bec MB alon: Murder Must Advertise, Dorothy L. Sa- 4 
wh “tn ledaetatee, yers. Victor Gollancz (London) and Har- | * Schuster (1950). neues. 
covers their needs editorially. count Brace (008m Troubled Air, Irwin Shaw. Random 
’ House (1951). 


week in Washington in January 
as guests of Parade. In addition, 
53 local winners will receive 
scrolls from the American Heri- 
tage Foundation. Parade reports 
more than 500,000 slogans were re- 
ceived. 

Judges were J. C. Cornelius, 
American Heritage Foundation 
head; Paul Butler, Democratic na- 


The Space Merchants, Frederik Pohi| Pitchman, Robin Moore. Coward-Mc- |" u 
and C. M. Kornbluth. Ballantine Books| Cann (1956). tional chairman, and Leonard Hall, 
(1953). Republican chairman. The slogan 
The Death of an Adman, Alfred Eichler. |‘Darqde’ Makes Awards in is already being used by both par- 


Abelard-Schuman (1954). 

Thin Air, Howard Browne. Simon & 
Schuster (1954). 

The Joys She Chose, Matthew Peters. 
Dell (1954). 

The Agency Game, Bernard Gutteridge. 
Weidenfeld & Nicolson ‘London) 1954. 

The Big Ball of Wax, Shepherd Mead. 
Simon & Schuster (1954). 

Tina, Robert Bruce. Lion (1954). 

The Whip Hand, Ian Gerden. Crown 
(1954). 


Vote Slogan Contest 

Judges for the contest to find a 
prize slogan to get out the vote, 
sponsored by Parade, have selected 
Mrs. Will S. Temple, Fountain 
City, Tenn., as national winner 
for her slogan—“Vote—You Lucky 
American.” Mrs. Temple and a 


guest of her choice will spend a 


ties and the American Heritage 
Foundation in current get-out-the- 
vote appeals. 


Sanford Joins Telestudios 

Francis F. Sanford, formerly 
with Screen Gems, has been named 
East Coast sales manager of Tele- 
studio, New York. 


Za 


KENTUCKY FLAIR! 


i ae ee ee ae 


} NEW YORK No, the yacht-club scene above isn’t from Long ! 
50 y Island Sound. It’s a small view of enormous 
Broadwa Kentucky Lake, our State’s newest and most ] 
= Nareet Rees ond nel eet} 6} 6CHICAGO colorful playground. 
itali 711 W. Monroe St. In a State that's known for showmanship, Ken- I 
__Leaven eh, vse tuckians look to WAVE-TV for the best in ‘ 
pninioonien BOSTON television showmanship. Here’s the proof: € 
388 Newbury St. PROGRAMMING: Two 1956 Surveys* show that s 
= LOUISVILLE'S WAVE-TV gets audience preference! i 
SSes. LOS ANGELES COVERAGE: WAVE-TV has 66% greater coverage I 
eas 2999 W. 6th St. WAVE-TV than the second Louisville station be- : 
fase nara cause of its low Channel 3, full power - 
Se: ATLA and greater tower height (914’ above ‘ 
a 75 Eighth St., N.E. CHANNEL 3 sea level)! WAVE-TV serves 2,437,000 
Blanchard -Nichols-Osborn pees & 20. mibtoeniy -ent 
ofi ' Southern Indiana counties! 
, is read for profit FIRST IN KENTUCKY EXPERIENCE: WAVE-TV was first on the air in ¢ 
. R Kentucky, in 1948. I i 
ADV. & P.R. EXECUTIVES Affiliated with NBC crews sas the nb tinie eles yer ‘ 
We'll gladly send next 4 issues to ‘ 
brie gegen a 7 programs ead your commercjals sell! ; 
with Barron's profitable content! cee nde Let NBC Spot Sales give you all the facts! c 
*Metropolitan ARB, March, 1956 r 
s 


*ARB Louisville, Feb., 1956 
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Mail Order Books 
Use Color, Variety 
in Yule Trade Bid 


Cuicaco, Oct. 16—Expanded 
Christmas books’ with liberal 
splashes of color, featuring toys, 
import sections and a wider vari- 
ety of gift items, are being used 
this season by the “Big Four” mail 
order companies as a bid for an 
increased share of the holiday gift 
market. 


® Sears, Roebuck & Co. began 
distribution yesterday of its 462- 
page (Chicago edition) catalog to 
more than 8,000,000 families in the 
U. S. More than 30,000 gift items 
are included in the catalog, which 
contains 116 pages in four-color, 
a record number for the Christmas 
edition. 

The Sears toy section contains 
83 pages and features a number of 
new electric and electronic toys— 
a “brain” mechanical toy which 
follows a pre-set course, a “radar” 
defense center, a “radar” rocket 
cannon and a battery-powered dog 
named “Rovo.” 

For the first time, Sears is offer- 
ing a complete line of perfumes 
and cosmetics, including some im- 
ported fragrances, followed up by 
two pages of toiletries for men. 


e Montgomery Ward’s 1956 
Christmas book features imports 
of giftwares from Belgium, Portu- 
gal, Mexico, India, Finland and 15 
other foreign countries in a special 
front section. 

Also included in the 296-page 
book are 80 pages of toys, featur- 
ing 100 kinds of dolls, housekeep- 
ing toys and new scientific toys. 

The Ward book also contains ap- 
parel, household items and porta- 
ble radio and tv sets. New to the 
catalog is an automatic sewing ma- 
chine. 


©® Aldens’ 1956 Christmas catalog 
comes out in a new format—an 
8x11” page size, increased from the 
6x9%%” size used for the past six 
years. The new size also will be 
used for all future Aldens catalogs. 

Added to the lines of toys, cloth- 
ing, household accessories and 
giftwares in the 292-page Aldens 
book are a number of new items, 
described as “reminiscent of the 
results of a Fifth Ave. shopping 
tour.” These include jeweled car- 
digan sweaters, alligator purses 
and fur coats. 


e Spiegel’s Christmas catalog 
opens with a “glitter-and glamor” 
section, featuring beaded acces- 
sories from India, purses from 
Paris, Italian gold print scarfs, a 
Vienna Meerschaum pipe, plus a 
“gourmet page” with colorful 
items for the culinary expert. 

The 356-page book offers cus- 
tomers for the first time a snow- 
tire mounting service for tires or- 
dered with steel wheels, a “Merry 
Christmas” rug, a line of portable 
tv sets and a doll that counts, 
spells, asks questions and sings 
seven songs. 

A Spiegel official said prices 
have held the line for most items. 


Merges with Watts, Payne 

Ben Jumper & Associates, Tulsa, 
has merged with Watts, Payne-Ad- 
vertising, Tulsa. Ben Jumper, who 
established his agency 18 months 
ago, will spend most of his time 
in the further development of 
Downtown Tulsa Unlimited, an as- 
sociation of the department stores, 
shops, banks, hotels, restaurants 
and other businesses. Other Jump- 
er personnel have joined the 
Watts, Payne staff. 


Goldman Resigns from Rapid 
Marvin Goldman has resigned as 
advertising manager of Rapid 
Film Technique Inc., New York, 
motion picture film rejuvenation 
company. Mr. Goldman has not an- 
nounced his future plans and no 
successor has been named. 


GE Division to Basford; 

Plastics Unit Moves, Appoints 
General Electric Co. has ap- 

pointed G. M. Basford Co., New 

York, to handle the over-all ad- 


|vertising and promotion for its 


chemical and metallurgical division 
in Pittsfield, Mass., and advertis- 
ing for two departments within the 
division—the chemical materials 
and the chemical development de- 
partment, effective Jan. 1. Benton 
& Bowles, which formerly handled 
the account, will continue to han- 


dle the GE silicones department at 
Waterford, N.Y., for the remainder 
of the year. Brooke, Smith, French 
& Dorrance, Detroit, will continue 
to handle the division’s Carboloy 
department in Detroit. 

The GE plastics department has 
moved from headquarters in Pitts- 
field to new facilities in Decatur, 
Ill. The plastics department, which 
was resigned by B&B several 
months ago, is moving its advertis- 
ing to Batz~-Hodgson-Neuwoehner 
Advertising Agency, St. Louis. 


American Motors Names Two 

American Motors Corp., Detroit, 
has appointed V. E. Boyd field sales 
manager and James W. Watson, 
sales manager—metropolitan, both 
new posts. Mr. Boyd, who joined 
Nash in 1937, became assistant to 
George Romney in 1954. Mr. Wat- 
son, who has been with Nash and 
American Motors since 1945, has 


eas 


been a special assistant to Roy HAYWOOD PUB 


Abernethy, vp of automotive dis- 
tribution and marketing, for the 
past four months. 
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different 
becouse it is o 
specialized 
magazine serving 
the speciolized 
needs of a big 
send for market 
story, sample copy 


‘41 sure wish he’d change his tune! ’’ 


Consolidated Enamels can save you money, without 


@ High costs got you hitting sour notes? These facts 
should make sweet music if printing is an item. Over 
25 per cent of the average printing bill is paper. And 
Consolidated Enamel Printing Papers cost less than 
other enamel papers of equal quality! 

You save because Consolidated pioneered a mod- 
ern enamel papermaking method that eliminates 
several costly manufacturing steps while maintain- 
ing finest standard of quality. 

See ror yoursetF! Whether you use timetables, 
sales brochures or any other quality printed material, 


sacrificing quality. These savings can be made only 
with your Consolidated Paper Merchant. Call him 
today for complete facts and free trial sheets to make 
your own test run, or write us direct. 


ENAMEL PRINTING PAPERS 


production gloss *« modern gioss « fiash gioss 
productolith e lith gi e consolith opaque 
Consolidated Water Power & Paper Co. © Sales Offices: 135 S. LaSalle Street © Chicago 3, Illinois 
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We Have a Discovery, 
Too, Admiral Byrd! 


Our discovery is right here in| 
America . . . a quarter of a billion 
dollar market in the SOUTH! 
Never reached—never solid until | 
WDIA came upon this rich mar- | 
ket of 1,237,686 | Negroes—nearly | 
1/10 of the Negro population in| 
the entire United States! 


LISTERING... WITHA 
“VALENTINE” ATTACHED! 


Socio-Economic Revolution 


the South, Memphis has become | for Lambert-Hudnut division of 
a major center of development— | 


terine’s Sunday 
Warner-Lambert 


STOPS BAD BREATH 
4 TIMES BETTER THAN ANY 
TOOTH PASTE ! 


| HAPPY ENDING—A dumb doll smartens up and stops Pharmaceutical Co. This is the opening ad in Lis- | 
In the industrial revolution of | bad breath with Listerine in this new-look ad 


comics campaign. Lambert & Feas- 


ley, New York, is the agency. 


and the Negro population has be- 

come more than ever a vital factor | Berlin to Musical Instrument 
in the prosperity of the communi-| Arnold M. Berlin, formerly in 
ty. As Negro economy has ex- | the advertising and sales promo- 
panded, social consciousness has | tion department of Jewel Tea Co., 
increased. With earning power the | has been appointed advertising and 
highest, per ro of any Negroes | sales promotion manager of Chica- 
in the Unit States, Memphis | go Musical Instrument Co., musi- 
Negroes have a new incentive to cal instrument distributor. 
elevate their standard of living— 


buy more and better goods. ' Madera Wine Names Agency 


The Madera Bonded Wine & 
Liquor Co., Baltimore, has ap- 
pointed Applestein, Levinstein & 
Goldnick Advertising Agency of 


Profit Motive 


Foreseeing this economic trend, 
WDIA converted, in 1948, from 
the conventional-type radio sta- 
tion to one of all-Negro program- 
ming. Within one year, WDIA 
jumped from LAST to FIRST po- 
sition in over-all audience rating, 
and augmented its annual gross 
dollar volume by 600%! If you 
have a profit motive in mind, take 
a mental expedition to WDIA! 


will be used. Joseph Katz Co. was 
the former agency. 


Spring Air Expands Ad Push 

Spring Air Co., manufacturer of 
mattresses and box springs, plans 
an expanded national advertising 
and merchandising campaign for 
+1957. Newspapers, radio, tv and 
magazines will be used, starting in 
February. R. M. Loeff Advertising, 
Chicago, is the agency. 


Reaction Pattern 


WDIA customizes programming 
to meet the changing socio-eco- 
nomic a providing mere an- | 
nounce 
to establish rapport with listeners, _ Charles Palm & Co., Bloomfield, 
through traditional-type enter- Conn., has been appointed to han- 
tainment and commercials. At the “le advertising for Silver City 
same time, WDIA displays acute Glass Co., Meriden, producer of 
awareness of the new status,|Silver and gold decorated crystal 


creating reaction patterns of new |#nd glassware. 


Palm & Co. Adds Glass Co. 


Idea Arouses Editoria 


Houston, Oct. 16—A “brain- 
storm” at the 10th district con- 
vention of the Advertising Feder- 
| ation of America a couple of 
| weeks back managed to set off a 
counter tempest in an editorial 
page. 

The brainstorm itself was a col- 
lection of ideas that came from a 
demonstration panel of members 
‘of the various clubs within the 


“brainstorming” and the panel 
| worked over the problem of draw- 
ing more tourists to the Southwest 
and getting them to stay longer. 
The opening idea was a sugges- 
|tion to rename Texas mountain 
|peaks after movie stars. For in- 
|stance, Texas’ highest eminence, 


Guadalupe Peak, would be named 


|}after Marilyn Monroe. The Hous- 
ton Chronicle headlined its story 
on the session, “Marilyn Moun- 
| tale." 

_s A few days later the Chronicle 
|editorially ridiculed the idea of 
|renaming mountains for movie 


| stars. 


| “The suggestion is an insult to 
| intelligent people both in the U. S. 
| and Mexico,” the Chronicle said 


dignity and desire for higher 
standards. 


Negro Spending 


Consequently, Negroes in Mem- | 
phis and surrounding trade area | 
spend nearly 80% of their income | 
on consumer products, such as_ 
foods, drugs, gasoline, and soft 
goods. Included in WDIA’s clien- 


tele are: 


Carnation Milk . . . Arrid 
. . « Calumet Baking Pow- 
der ... Kroger Stores... 


Ex-Lax ... Wrigley. 


With its 50,000 watt coverage, | 
WDIA reaches 1,237,686 potential 
buyers! The WDIA Negro staff 
adds commercial impact to tre-| 
mendous penetration. Market pos- | 
‘ gilities are fantastic. Inquire | 
_ bout them, on your own personal | 
letterhead, immediately—and ask 
for your bound copy of, “The! 
Stery of WDIA!” 


20h) 2 


Brainstormer’s ‘Marilyn Monroe Mountain’ 


1 Tempest in Texas 


editorially. 
“There is too great a tendency 


regard for tradition and to sup- 
plant it with some tinsel-decor- 


“Advertising the natural beauty 
and historical romance of the 
Southwest seems the best possible. 
way to attract tourists.” 


that city to handle its advertising. district. Willard Pleuthner, BBDO ® The advertising manager of the 
Radio, tv, newspapers and outdoor} vp, had described the process of Houston Bank & Trust Co., Mrs. 


Lou Letts, took strong issue with 
|the Chronicle in a letter which 
appeared a few days later, also on 
'the editorial page. 
Said Mrs. Letts: “It appears 
,_ that the Chronicle has done a tre- 
|mendous disservice to an organi- 
| zation whose sole aim is to bring 
| to the Southwest the best in adver-_| 
tising originality and good taste. _ 
“No rational person present at 
the ‘brainstorming’ session for one 
moment thought that the sugges- 
tion had any merit. It did, how- 
ever, give impetus to ideas which | 
have extraordinary practical pos- 
sibilities.” 
Scolded Mrs. Letts, “The basic 
precept of good advertising is re- | 
liable research. May I suggest that 
it is also a good precept for re- 
sponsible editorializing ...?” 


General Mills Buys | 
Puffin Refrigerated 
| 


Biscuits Producer 


| Monneapotis, Oct. 16—General 
Mills has purchased Ready-to- 
Bake Foods Inc., Los Angeles. 
Ready-to-Bake Foods produces 
and distributes refrigerated bis- 
cuits under the Puffin brand name. 
The purchase price was not re- 
vealed. 

Puffin biscuits are now dis- 
tributed in 34 of the 48 states. 


WDIA is represented nationally 
by John E. Pearson Company. 


peat pencl 4 General Masoger 


HAROLD WALKER, Commercral Manages | 


job in lowa...in 


4 


* MORE SALES POWER at lower | 
sales costs... because this one 
medium does a complete selling 


the wealthiest 


farm market in the U.S. 


| 
| 
} 


| wholly-owned subsidiary of Gen- 


iri, Hurst & McDonald, Chicago. 


Ready-to-Bake will operate as a 


eral Mills. Its officers—Maurice 
W. Fortney, president; Stewart R. 
Kennard, vp, and Richard C. Sam- 
uelson, secretary-treasurer—will 
remain as chief executive officers 
of the subsidiary company. 
Ready-to-Bake’s agency is Hen- 


General Mills Boosts 
‘Mystery Recipe’ Contest 
A four-page, color ad to be in- 
serted in leading newspapers in| 
the southeastern section of the U.S. 
promotes the Red Band flour 
“Mystery Recipe” contest in which | 
six 1957 Fords will be given away. | 
In addition, b&w ads will be used 
in the shopping editions of 38 
newspapers. Knox, Reeves Adver- 
tising, Minneapolis, is the agency. 


in the U. S. to show a flippant dis- | 


ated sensation of the moment. 


Participations 
Available in 
580 Warner Bros. 
Films on KCRA-TV 


| 


} 


KCRA-TVYV has just made 
the biggest film buy in the Sacra- 
mento TV market — 


580 WARNER BROS. FILMS. 


This means bigger audiences... 
greater entertainment, selling 
more products on clear Channel 3. 

Add to this the Columbia 
Screen Gems and General Tele- 
radio packages already on 
KCRA-TV, and you come up 
with the four highest rated* par- 
ticipating movies in Sacramento: 
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VALLEY 


tiene. rotons 14.4% 12.4 
“Queen for a Day”) 


(Fri., 10:30 p.m. 
Sat., Sun., 11 p.m.) 


* 
MOVIE FORA 
SUNDAY 
AFTERNOON 
(Sunday, 4 p.m.) 

e ‘ 
CAPITOL 


THEATRE 
5:30 p.m.) 


o9.4* 95 


49.5% 18.4 


39.1% 10.6 


Dominant film programming... one 
more reason why KCRA-TV is the 
highest rated NBC station in the 
West. 


** All ratings from 
Sacramento Television Audience 
ARB: June 2-8, 1956 


KCRA-TV 


CHANNEL 3 


SACRAMENTO, CALIFORNIA — 
100,000 Watts Maximum Powe 
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Nielsen Radio 
Two Weeks Ending Sept. 8, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 

Rank Program 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Best of Groucho (DeSoto-Plymouth, NBC) 
Gangbusters (Participating, MBS) 
Treasury Agent (Participating, MBS) 
People Are Funny (Participating, NBC) 
Two for the Money (P. Lorillard, CBS) 
Counter-Spy (Participating, MBS) 
Truth or Consequences (Participating, NBC) 
Henry J. Taylor (General Motors, NBC) 
Viceroy News (CBS) 
News from NBC (Brown & Williamson, Wed., 8:55 p.m., NBC) 


CoCMVONOWAWH — 


EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 
. 1 News of the World (Miles Lobs., NBC) 
2 One Man's Family (Participating, NBC) 
3 Amos ‘n’ Andy Music Hall (Brown & Williamson, CBS) .............-....cc00 1,095 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


113 


| Farber Plans Ad Campaign 

S. W. Farber Inc., New York, 
manufacturer of Farberware Stain- 
less steel cookware, plans its most 
extensive advertising and sales 
promotion campaign during the 
upcoming peak-selling season. Fol- 
lowing its page in the Cct. 15 Life, 


TREN D ?2—Per- 
haps taking a 
leaf from BBDO 
drive to get em- 


ployes to use cli- the company plans large-space 
ents’ newspaper ads in major sales 
Daa . hetagswrg areas. Dowd, Redfield & Johnstone, 


N 7 : 
Milburn McCar- ew York: is the agency. 


thy, who has his 
own pr company, 
uses Vespa motor 
scooter—a client, 
natch—to cope 


Attention! 


MAGAZINE PUBLISHERS 


with New York We offer you full facilities plus 
traffic. centralized location for printing, 

| binding and mailing your peri- 

|| odical publication, either sheet- 


Wilson to Ketchum, MacLeod 


L. Roy Wilson Jr., formerly as- 
sistant sales manager of WCAU/| publishers’ representative, has ap- 
radio and tv stations in Philadel-| pointed Terrence R. Hughes to its 
phia, has joined Ketchum, Mac-|staff, effective Oct. 15. Mr. Hughes 
Leod & Grove, Pittsburgh, as an} has been with Capper Publications | 


account executive. 


fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed informatioii, write 
M-F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 


John Cockerell Names Hughes 
John Cockerell Inc., Chicago, 


for the past nine years. 


1 Helen Trent (Ex-Lax, first half, Friday, CBS) .. 2,047 
2 Young Dr. Malone (Toni, first half, Wed., Fri., CBS) ........ccicccsssereeeceeee 1,809 
3 Our Gal Sunday (Colgate, first half, second week, CBS) ...............0.0000. 1,762 
4 Helen Trent (Carter, first half, Mon., Wed., CBS) ..........c.cccccesssseeseesenseere 1,714 
5 Our Gal Sunday (Standard Brands, second half, Mon., Tue., Thurs., CBS) 1,714 
6 Second Mrs. Burton (Colgate, first half, second week, CBS) .................... 1,667 | 
7 Aunt Jenny (Lever, Mon., Tues., Wed., Fri., CBS) .......ccccccccsecseeerseereeeee 1,667 
8 Second Mrs. Burton (Standard Brands, second half, Mon., Wed., Thurs., 
es IIE sccdenaninanctesiglpt iiticilitiscickeninciininamandanaaiuintepigealcidtibaisieiadcesoeestcs 14619 
9 Helen Trent (Toni, first half, Tues., Thurs., CBS) ..........-cccccccscccseceeeeseeoeee 1,619 | 
10 Aunt Jenny (Lever, second half, Tues., Thurs., CBS) .............cccceceeecceees i 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (381) 
1 Robert Trout-News (Chevrolet, 12, CBS) .........c.ccccccecccceseseeceseseeesessencneeeeeee 809 
2 Woolworth Hour (F. W. Woolworth Co., CBS) .........cccccccccccceseececsseeeeeees 809 
3 Rand GEE, Ts ID setictctcserccccen tins epcetscecesccnsscecatencsacssnstncseaeeresans 666 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (520) 
1 Weather Along the Highways (Asphalt Institute, CBS) 0.0.0.0... 1,571 
2 Gunsmoke (Liggett & Myers, CBS) sasbaliaiesobmss tis tods 1,476 
3 Allan Jackson-News (Chevrolet, 1 p.m., CBS) .......c:0ccccccscesceseseeseseseeeseeeees 1,333, 


*Number of homes reached is based on 47,300,000, the estimated July, 1956, total 
U.S. radio homes. 

tHomes reached during all or any part of the program, except for homes listening 
one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute pro- 
grams, homes listening one minute or more are included. 


Johnson Candy Names Harding , ident-publisher of Hunting & Fish- 


Ralph L. Harding, formerly east-| ing and vp and general manager 


ern regional sales manager of| of Family Weekly, has been named 
Beechnut Packing Co., has been| vp and circulation director of The | 
appointed eastern sales manager of | Fisherman, Oxford, O. 

Walter H. Johnson Candy Co.,| 
Chicago, manufacturer of Power Voight Named Sales Manager | 
House candy bars, Johnson's fudge | Wally Voight, who resigned re-| 
squares and malted milk balls. cently as general manager of 
WAIR, Winston-Salem, has been 
named sales manager of WLOW, 
Norfolk. 


‘Fisherman’ Names Strong 
Harry G. Strong, formerly pres- 


When You're Placing 
Grocery Advertising 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


A 
BRUSH-MOORE 
NEWSPAPER 
represented nationoll 
by Story, Brooks & Fin 


TV ADVERTISERS: 


‘SOUTH BEND — 
INDIANA’S 2np_ 
-MARKET—UNLESS 
- YOU ARE USING , 


WSBT-TV carries the top 13 television shows seen in 
South Bend, according to the latest A.R.B. Report—and 
23 of the top 25 shows! What better yardstick can you 
use to measure the influence of an advertising medium? 
If you rely on VHF stations to reach South Bend tele- 
vision viewers, you'll get only a handful. Many, many sets 
in this UHF area are not even equipped with proper an- 
tennas to receive VHF signals! 


South Berd is one of the Nation’s richest and most im- 
portant markets. It is Indiana's 2nd market in population, 
income, and sales. And, it is a famous, widely-used Test 
Market. Get all the facts. Write for free market data book. 


PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES. 


SOUTH 
BEND, 
IND. 
CHANNEL 


34 
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Salstrom to Facts Consolidated Salstrom was previously vp of Al- 

William K. Salstrom, formerly | fred Politz Research; research di- 
research manager of Rheem Mfg.' rector of Biow Co., associate direc- 
Co., western division, has joined tor, National Opinion Research 
Facts Consolidated, Los Angeles,,Center, and research director, 
aS a senior project director. Mr.|Compton Advertising. 


* 
New Home of the 
Raleigh News and 
Observer— 
Raleigh Times 


When your sales message appears in these newspapers it reaches 
a potential audience of well over 500,000 buyers in the EASTERN 
THIRD of North Carolina. It’s a market that’s on the upward swing 
—in retail, wholesale, agricultural and industrial activity. Sales 
and advertising management of expanding business and industry 
should take a close look at growing Raleigh and Eastern North 
Carolina. ..and key their sales effort in the “Golden Belt’s” ONLY 
Morning-Evening-Sunday papers. 


Morning & Evening—1 43,433 
Evening & Sunday—153,804 
(ABC Pub. Statement 3/31/56) 

a 


visitor—Outer space visitor theme 
is used in one of a series of news- 
paper ads for Sunset Appliance 
& TV Stores, a national chain of 
discount retail stores. Agency is 
Martin L. Smith & Co., New York. 


‘Today’ Game Comes Out 

The merchandising division of 
California National Productions, 
New York, NBC subsidiary, has 
put out a game called “Today, 


with Dave Garroway.” The game} 


is a do-it-yourself setup by which 
viewers can produce their own ver- 
sion of Mr. Garroway’s morning 
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Network Gross Time Charges 
Source: Publishers Information Bureau 
NETWORK TELEVISION 


% 
August, 1956 August, 1955 Change 
$ 3,562,476 + 92.1 
14,959,098 +4 29.9 
$5,385 — — 
11,767,789 +39.5 119,478,432 
$30,344,948 +407 $314,945,801 


Jan.-Aug. % 
1955 Change 
$ 28,595,084 +77.8 
123,285,950 © +17.1 
3,091,170 
102,545,292 +167 
$257,517,496 +22.3 


Jan.-Aug. 
1956 
$ 50,855,477 
144,411,892 


16,414,935 
eve $42,687,975 


NETWORK TELEVISION TOTALS TO DATE 


ABC cBS NBC 
$ 17,820,455 $ 14,695,116 
16,928,361 13,845,000 
17,884,976 15,955,688 
17,668,950 15,136,596 
18,260,894 15,710,403 
17,935,789 14,186,929 
18,481,719* 13,733,765" 
19,430,748 16,414,935 
$144,411,892 $119,678,432 


Total 
$ 38,897,617 
37,191,571 


37,747,514* 
42,687,975 
$314,945,801 


* Revised as of October 9, 1956. 
** Effective Sept. 15, 1955, DuMont Television Network changed from a national net- 


work to a local operation. 


{point out to grocers that if they 
want high markup sales, they will 
| tie in displays of Carnation evapo- 
\rated milk with chocolate, marsh- 
'mallows, sprinkles or mints, nuts 


Sure, Fast Fudge 
Sparks Carnation 


telecast. 


Geyer Names Telisky 

James R. Telisky, formerly with 
Campbell-Ewald, has been named 
media director of the Detroit office 
of Geyer Advertising. 


; Your No. 1 Salesmakers in the 
BEEEE “Golden Belt of the South” 


ORNING & SUNDAY 6 


THE RALEIGH TIMES 


f . . 
YEvenuig 


Represented by 
The Branham Company 


~ 


IN MISSISSIPPI 


es 
Fixat IN CIRCULATION — AND WITH 


THE LOWEST MILLINE RATE. 


e 
Fivat IN COVERING OVER 3 TIMES 


MORE OF THE MISSISSIPP! MARKET 
THAN ANY OTHER PUBLICATION. 


° 
Firat IN PROVEN SALES POWER WITH 


FAMILIES THAT HAVE MOST 
BUYING POWER. 


*ABC REPORT Sept. 30, 1955 


Holiday Promotion 


Los ANGELEs, Oct. 16—Carnation | 
Co. will push its evaporated milk | 
during the holidays via promotion 
of a “Failure-proof Five-Minute 
Fudge,” which is based on a recipe 
that calls for five high-markup re- 
lated items. 

The promotion, running through 
November and December, will in- 
clude ads in magazines and Sun- 
day newspaper sections, tv and 
radio, and merchandising aids. 

The kick-off page color ad will 
run in Life Nov. 4. Over the holi- 
day period similar ads will run in 
Better Homes & Gardens, Ebony, 
The American Weekly, Family 
Weekly and Parade. Several com- | 


mercials on the “Burns and Allen” | 
and “Annie Oakley” tv programs | 
will talk about the fudge. The Key- | 
stone radio network will also carry 
commercials. 

Merchandising aids include three 
drop-in ad mats, recipe pads, two 
shelf talkers and 58x40” display 
banners. 


® Trade support will be sought 
through ads in Chain Store Age, 
Progressive Grocer, Super Market 
Merchandising and Supermarket 


News. These ads and publicity will 


|and waxed paper. 

At least one of these related 
items, Baker’s Chocolate Chips, 
will tie in with the drive with its 
own advertising of a “Can’t Fail 
Fudge.” 

Erwin, Wasey & Co., Los An- 
geles, is the agency for Carnation. 


Durstine Names Three VPs 
Neil L. Heard, western director 
of marketing in the San Francisco 
office of Roy S. Durstine Inc., has 
been appointed a vp of the agency, 
and Robert L. Whitehead, a vp, has 
been named manager of the San 
Francisco office. Mr. Whitehead 


|has been coordinator on the Cali- 
\fornia Wine Advisory Board ac- 


count. William D. Sloan, who has 
been manager of Durstine’s Los 


| Angeles office, has been named 


vp in charge of the Southern Cali- 
fornia area. 


Daniel & Charles Gets Account 

Mooresville Mills, New York, 
manufacturer of apparel and deco- 
rative fabrics and towels, has ap- 
pointed Daniel & Charles, New 
York, to handle its advertising. 
Anderson & Cairns formerly han- 
dled the account. 
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Shake hands and. . . 


MARTINEAU VS. BEDELL—Pierre Martineau, research director of the Chicago Tribune, 
and Clyde Bedell, retail advertising authority, erchange greetings before their verbal 
battle at the Chicago Federated Advertising Club’s lunch. Mr. Martineau, who spoke 


“Advertising is selling” 


Science vs. Rhetoric Churns Up Some 


Dust in Debate of 


(Continued from Page 1) 
cations. 

A good ad should have an aura 
of meaning about it that makes 
the reader say to himself, “That’s 
me,” said Mr. Martineau. He re- 
ferred to the Neiman-Marcus 
store in Dallas, Texas, which likes 
to think of itself as “a state of 
mind.” 


® Other stores that have made 


Ad Rationales 


onstrated clearly that meanings 
can be conveyed without ration- 
ality,” Mr. Martineau said. “Many 
good advertising programs are not 
rational at all. There has been 
emphasis on rationality for 350 
years, and that’s no reason to con- 
tinue it.” 


® You don’t overcome negatives 
by making positive statements, 
declared the Tribune researcher. 


capital of this idea, Mr. Martineauywpook at instant coffee. People 


said, are Carson Pirie Scott & Co. 
and Marshall Field, both in Chi- 
cago. “They’ve done outstanding 
jobs in building store and com- 
pany images through advertising. 
At Marshall Field (where Mr. Be- 
dell once held down the ad man- 
ager’s post) the advertising peo-| 
ple must read Mr. Bedell’s col- 
umns in ADVERTISING AGE and do 
just the opposite of what he sug- 
gests,” prodded Mr. Martineau. 

_ Criticizing what he called the 
hard-sell copy approach of “Be- 
dell’s old-fashioned school,” Mr. 
Martineau defended symbols or 
images in advertising. 

“There is a tremendous amount 
of communications on the non- 
verbal level,” he pointed out. “It’s 
like a mother understanding a 
baby’s wants before he can talk.” 

“To illustrate my point,” Mr. 
Martineau said, “an outboard mo- 
tor company mentioned in its ads 
that its motors came in so many 
different colors and listed the col- 
ors. What the hell does the color 
of an engine have to do with its 
mechanical ability? 


= “Another good example is the 
telephone company which adver- 
tised that its telephones came in 
many other colors than black. The 
company learned soon afterwards 
that it couldn’t keep up with the 
demands for colored phones.” 

Readership studies have shown 
that art work and pictures in ads 
are far better read than copy, Mr. 
Martineau said. “People have de- 
veloped a husk to spoken and 
written advertising claims,” he 
said. “Thus, if they refuse to be- 
lieve these claims, we must reach 
them in other ways.” 


« “Who knows what is right or 
wrong in oo a contin- 
ued. “If advertising rks for a 
company, it should continue to use 
that kind of advertising. Who can 
say that things that were right 35 
years ago are right for today?” 
Mr. Martineau pointed out that 
in today’s economy, people have a 
wide choice of similar products. 


said ttey didn’t like it because ‘it 
doesn’t taste like real coffee.’ 
What do you tell ’em? Do you tell 
*em what it does taste like? 

“No. The use of layout, style, 
type faces and pictures convey 
meanings and provide approaches 
that are more important than the 
Bedell theory of copy relating to 
art. 

“Why, we interviewed people 
and they told us they liked the 
freshness, get that, the freshness 
of Pepsodent tooth paste. But that 
wasn’t in the copy at all. Symbols, 
like lots of white space, convey 
meanings, and people got that 
meaning when they read the Pep- 
sodent ads.” 


® A fault of “the Bedell way,” 
said Mr. Martineau, is that it 
works from a pre-conceived idea. 
“You decide what’s good and 
what’s to be done and then you 
take it from there,” he said. “Re- 
search refutes pre-conception.” 

Referring to indirect competi- 
tion in today’s marketing, Mr. 
Martineau mentioned vacations 
and travel that must compete with 
“the kids’ college education, not 
with themselves. This is what I 
mean by saying that the function 
of advertising is changing,” he 
said. “Advertising now must con- 
vey many exciting thoughts about 
a product—not simply its func- 
tions. Why, these girls in Flapper 
dresses (members of the wom- 
en’s ad clubs at work on their 
‘Get Out the Vote’ campaign) 
represent a part of Bedell’s ad- 
vertising.” 

Mr. Bedell came back swinging 
hard. 

“Let’s make one thing perfectly 
clear,” said he. “I’m not an ex- 
ponent of ‘reason why’ or ‘image’ 
advertising. Nor am I an apologist 
for the ‘hard sell’ idea. 

“I represent a dual theory of 
advertising that is between the 
extremes, and demands the ut- 
most contribution from both.” 

However, said copywriter Be- 
dell, “I am at odds with mercurial 
Martineau with his chameleon- 


to please his audience. 


In many cases, the only brand capacity to change his colors 


ences between competing bran 
are styles and colors, he said. 

He lauded David Ogilvy’s “eye 
patch” campaign for Hathaway 
shirts and campaigns run for Jell-O 


and Life Savers. “Mr. Ogilvy dem- 


“Advertising should be dedi- 
cated fully to the success of the 
honest selling purposes of its 
sponsors,” Mr. Bedell said. “Sell- 
ing is the semi-scientific art of 


inducing a buyer to exchange 
something he has for something 
else.” 


= Mr. Bedell said he resented a 
clique in advertising that “advo- 
cated junking all other basic ad- 
vertising functions in favor of 
some new art of selling that can 
be done without words.” 

“Since our economy requires 
mass selling, and advertising is its 
principal dynamic—and is implied 
to be professional (since no ad 
creators admit to having em- 
ployed themselves to sell only a 
fraction as well ‘as they can)—it 
follows that to use advertising for 
a purpose less than to achieve all 
possible selling influence is 
economically and _ professionally 
wasteful and immoral,” Mr. Be- 
dell said. 

Money spent outside the dis- 
criminations of this rationale, he 
added, “might rightly be called 
publicity dollars or Martineau 
dollars or dollars collateral to 
some selling effort.” 


es Mr. Bedell discussed at length 
his formula for advertising effec- 
tiveness. Interest impact, a part 
of the formula, is “achieved 
through good selling ideas, imag- 
inative and resourceful headline 
and art treatment and the magic 
of the right woftds in copy,” he 
said. 

The job of advertising, Mr. Be- 
dell added, “is to do more than in- 
terest people in things—more than 
to give them a favorable impres- 
sion. It is to make people want 
things, and to get them to do 
something about it,” he said. 

The three principal functions of 
language are to make statements, 
to convey values and to influence 
actions, he said. The last is lan- 
guage’s most important function, 
in his opinion. 


s “Since advertising is one of the 
only three selling forces on earth, 
‘advertising’ that uses money to 
achieve less than the most desired 
action or reaction, is truncated, 
fractional or bob-tailed advertis- 
ing,” he said. 

“Many an ad that might other- 
wise be good, is made bad by vis- 
ual presentation which prevents 
the message from getting off the 
printed page and into the emo- 
tional and intellectual centers of 


_readers,”’ Mr. Bedell said. 


“Often today, in both national 
and retail advertising, we see lay- 
out and art talent being paid, ap- 
parently, to obscure or conceal the 
ideas writers are paid, in the same 
ad, to reveal,” he added. 


® The controversial subject of 
motivation research came in for 
some lumps from Mr. Bedell. 
“Motivation research, or any old 
or new technique, under any old 
or new name, cannot work for ad- 
vertising’s betterment in any way 
possible but to contribute more 
effectiveness finally, throuth one 
or more of the factors in the equa- 
tion I have breifly presented. 


“Create an image” 


first, grimaces as Mr. Bedell rips into “image” advertising. Mr. Martineau gets in his 
licks as he pleads for more esthetic ads. The two contestants end the debate, each 
firmly convinced of the correctness of his theories. 


“Neither motivation research, 
no matter how great may be its 
contributions, nor any other kind 
of research, can supplant or 
make unnecessary any of the fac- 
tors I have named. All research, 
and all new advertising tools, 
should of course be used to the 
fullest extent possible to increase 
advertising effectiveness.” 

In a brief flight into colorful 
rhetoric, Mr. Bedell raised a cor- 
ner of the curtain over his copy- 
writer’s heart. 

“The wise ad man,” he said, 
“refuses to work within mushy 
and ill-defined concepts of hard 
and soft sell, ‘reason why’ or 
‘product impression,’ or out of in- 
tuitions and empiricism. 


= “Rather he harnesses and dis- 
ciplines the wild horses of his gen- 
ius, and chooses an academic and 
humble approach through rational 
standards—for he knows they are 
the armature of the sculptor—the 
engineering of the Taj Mahal— 
and the scientific technics be- 
neath the surgeon’s skill.” 

In rebuttal, Mr. Martineau ac- 
cused Mr. Bedell of oversimplify- 
ing the problems of communica- 
tions. There is no one method to 
achieve advertising success, Mr. 
Martineau said, and he termed Mr. 
Bedell’s formula “meaningless and 
in the witch doctor class.” 

“Too much professional selling 
in advertising ends up with one 
group of experts talking to an- 
other and forgetting completely 
about the buying public,” he said. 

“This hard-sell copy approach 
puts leg irons on creativity,” Mr. 
Martineau added. “This know- 
nothing movement in advertising 
is the last thing we need. Creativ- 
ity is spontaneous. We have seen 
it come from people who were 
drunk or insane or who were suf- 
fering tortures, but nobody has 
ever created anything with some- 
one watching over his shoulder.” 

Mr. Bedell countered by saying! 
he resented Mr. Martineau’s im-| 
plications that motivation re-| 
search is a new field. “Motiva- 
tion research is old and has been 
around a long time,” he said. 

“Mr. Martineau is like a little 
boy who finds a worm under a 
stone and thinks it is the first 
worm that was ever seen.” 


s In climaxing his case, Mr. Be- 
dell produced a number of full- 
page house ads that appeared re- 
cently in the Chicago Tribune. 
He pointed out that many of them 
had more than 700 words of copy, 
and all of it in the bottom half of 
the page. (In a speech several 
months ago, Mr. Martineau said 
readership of the bottom half of 
ads ranged from 0 to 4%.) 

“Mr. Martineau should stay 
home and teach the Tribune how 
to advertise instead of attempting 
to teach all the copy and creative 
chiefs in the rest of the country,” 
Mr. Bedell said. “He trumpets 


|pletely unable to sell his own or- 


against copy but he has been com- 


ganization on his theories.” 
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No decision 


Purdue Will Offer 
Packaging Course in 
Trade Publication 


Cuicaco, Oct. 19—Purdue Uni- 
versity will present a packaging 
course for college credit in the 
pages of Industrial Packaging, 
starting in “an early issue” of the 
publication. 

Officials of Haywood Publishing 
Co., publisher of Industrial Pack- 
aging, said this is the first known 
use of a trade publication for actu- 
ally presenting a technical college 
course for credit. 

Prospective students will enrol! 
through a form to be inserted in 
the magazine. They will pay a 
normal fee for the course, and will 
submit to quizzes and problems 
each month. They will receive a 
graduation certificate upon passing 
a final examination. 

The lessons, which will be 
printed in the magazine, will be 
prepared by members of the Pur- 
due staff, with advice and coop- 
eration from an advisory board 
made up of top executives from 
leading companies which supply 
materials, machines and services 
to the industrial packaging field, or 
which are heavy users of industri- 
al packaging. 

Further details may be obtained 
by contacting Dr. Charles Beese, 
dean of the technical extension di- 
vision, Purdue University, or Mar- 
shall Haywood Jr., president of 
Haywood Publishing Co. 


Peasant Strikes Blow 
at Would-Be Dukes 
of Qantasylvania 


QANTASYLVANIA, Oct. 19—Disas- 
ter struck the Qantas “Rename the 
Continents” contest this week. But 
the copywriter kept cool through 
it all and the following copy will 


| break the rueful news to all con- 


testants in the Nov. 3 issue of The 
New Yorker: 

“Monday morning Oct. 15th we 
arrived at the office to find... 
disaster. The lady who comes in 
to clean up had done her job with 
unprecedented zeal, and in so do- 
ing flung out a huge stack of un- 
answered entries in our ‘Rename 
the Continents’ contest. 

“As we figure, these entries 
were mostly mailed after Oct. 
6, but some may date from 
the Ist. If you haven’t goiten your 
Qantasylvania patent of citizenship 
by now, yours was likely in the 
pile. Under these bleak circum- 
stances, the only way out seems to 
be for you to send in a new entry 
—Tre-name the continents, . you 
might say—on a postcard to Re- 
entry, Qantas, Union Sq., San 


Francisco. We hope you'll give us | 
(and the cleanup staff) another 
chance.” 

So readeth the copy. And it’s all 
true—scout’s honor—swears Bris- 
acher, Wheeler & Staff. 


See ey een oe Me Sh SS A Seen es eee gata” 5 ie: a Kee on gee ae EB Tt 
ij " . ek 
is 
a ae oS . F . . . ' x! 
Re hc ae ep Tre ‘ ~ . a 
; - . ; ‘": me is _* - ——<<—— ; ? 
; 2 “i bake: act = oe é EM 
. : se ~ “* ‘ ee ta a Le et a : =t 
Ye » gS ¥ e ioe OR ago ity =} As 
. F ie € ae ns ei per y 
ae . ss eal 9 ee iets 7 if bn tt tae | wa 
x re ny a i eae SB oa . % Cn aad , 
: ae : : va a ae * a ae eae . : . Fe t 
a ooo aa eet ot ee ; ie ere : :. Dok ogee wh f 2 Sa 
ey = : ——- p at eee : * ‘ sok. a 
j a . § vA é 
| 7 3 me Ai f wi | ve _ 
\ * 2 + —_ ? . os - P 7 ; —— ae a ‘ 
. a i pa . S gic ae y ‘se  \e — 2 
nS 4 re & | By oe ; 
a ‘ a ea < * u : Ml & 23 oe an er of 
i: 7 oa tes, -.- ee a ear | ee. ; Pua Gye gt 
wat 4 a “eee : " . te te ADS n 
‘ 4 ? <i a Pc mee) ts 8, Hq eed es se ie 
Sm -~ x“ , a: 2: - | + | 4 ., ea etigrees fis edie ee 
< ‘ape . r , e ae . =~ 
f - ae . ' 2 Se . 4 P = 
K 
ae 
Pee 
a 
Po 4 
, 
5 
6 
q 
j 
ee a 
4 
_ _ _ | 
y 2 on 
ee _ : 
; a 
‘a by : rtrd) : 
<6 eee ee = : . . ; - . See oes NS ae . et 


THe ADVERTISING MaArwKet Pract 


line, minimum charge $5.00. Cash with order. Figure all cap 
(mazimum—two) 30 letters and spaces per line; upper 
two lines for box number. Copy deadline, ie office, Wednesday 
days preceding publication date. Display classified takes card rate of 
per column inch, and card discounts, size and frequency apply. 


& lower case 40 per 


HELP WANTED 
eS 
WRITER FOR COMPANY MAGAZINE 
IN TEXAS 
looking for 2 young writer to 


We are 
, Ss oS on 


ae have a working knowledge of 
—— ee, layout and design. 
The person filling the job should be able 
to travel seenmenally. organize a story 
and follow it through tc the printing stage. 
We are located in the Southwest—a 
large company in a medium-size city— 
and feel that this job will be particularly 
interesting to a man w likes a dry 
sunny climate. 
Box 9044, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Illinois 
Advertising Salesmen-Radie & TV. Top 
Com. Exc. opportunity with old est. agency. 
Box 9047, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING ASSISTANT 
We need an energetic copywriter with en- 


thusiasm and imagination to work as an/ and 


ld be able 
, han- 


advertising He 
to organize and develop campai 
dle his own budget and work with outside 
contacts. This position is with a large 
manufacturer in upstate New York. Please 
write us about yourself and indicate salary 
desired. 


Box 9045, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING MANAGER 
One of our clients, a national advertiser, 
manufacturing industrial and consumer 
products in the heat transfer field, has im- 
mediate opening for a merchandising- 
tive, enthi ic 
man to supervise all promotion 


HELP WANTED 


PUBLICATION SALES MANAGER 
Exceptional for qualified sales 
manager. Must have proved record of 
managerial or sales representative experi- 
ence. Should be inspirational leader, good 
merchandiser, able to organize territories, 

irect get Excellent 

starting culery. Write full qualifications to 
Box 9050, ADVERTISING AGE 

480 Lexington Ave., New York 17. N.Y. 


HELP WANTED 


ADVERTISING MANAGER WITH BACK- 
GROUND IN SALES PROMOTION - 
MARKETING AND MERCHANDISING 
OF RETAIL PRODUCT - HOUSEWARE 
AND/OR CHINA - WE SELL RETAILERS 
AND JOBBERS. TO 32 YEARS - SALARY 
OPEN - CLEVELAND 
Bex 9046, ADVERTISING AGE 

200 E. Mlinois St., Chicage 11, Illinois 


POSITIONS WANTED 


a ed 
Here’s a CREATIVE ART DIRECTOR who 
has the touch! Do you have the spot? 
Box 9054, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGENCY OR ADVERTISING MANAGER 
Over 7 years experience in radio, TV, 


agency. Desire position with greater op- 
portunity >. ——_ Present average 
salary , $12, Experience in building 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 7-1991 Chicago 


ADVERTISING SALESMAN FOR MET- 
ROPOLITAN N.Y. TO SELL TRANSPAR- 
ENT WINDOW SIGNS AND DISPLAYS 
TO NATIONAL ADVERTISERS. MUST 
HAVE ESTABLISHED CONTACTS. COM- 
MISSION. REPLY 
BOX 9048, ADVERTISING AGE 
480 ce Bee Ave., New York 17, N.Y. 


pr 
farm po Ban rey retail food and automo- 
tive 


’ Box 9037, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN: Young, college, Ex- 
cellent consumer, trade, farm experience. 
Top producer. Extremely creative. Ag- 
gressive, ambitious. Currently selling 
space, N.Y.C. North East. Will consider 


change. 
Box ADVERTISING AGE 
480 = Ave., New York 17, N.Y. 


TRADE MAGAZINE 
in Chicago needs Girl Friday, also assist 
in production. Excellent opportunity for 


capable person to ——— to key position | ADVTG-SALES PROMOTION ......... $10,000 
in small, pleasant ASST ADVTG MANAGER ................ $8,000 
x 9043, ADVERTISING AGE SALES PROMOTION, 
200 rE Illinois St., Chicago 11, Illinois Hotel exp. ...... ...$4,800-R&B 
JOB MARKET COPY- CONTACT, “Consumer. agcy.. $10,000 
for ARTISTS, Many oon Oe conse ,000-$9,000 
CREATIVE TALENT MARKET RESEARCH, Under 35 ...... 
ADMINISTRATIVE PERSONNEL SHAY EMPLOYMENT AGENCY 
MOLENE 30 W. Washington Chicago 2, Illineis 
Bankers Bidg. FA. 3. 


ADVERTISING 
COPYWRITERS, Agency exp. ....to $25,000 
ASST ACCT EXEC, Petroleum exp. $12,000 


An experienced Advertising Executive 
for key pesition with leading industrial 
advertiser in Chicage area. . 

Job requires an all-round good adver- 
tising man with creative ability and a 
practical knowledge of production, media 
departmental operation. 

Ability to work ae peewee with top 
management personne 
Salary can reach five figures for right 


man. 
Box 9052, ADVERTISING AGE 
200 E. Illinois St., Chicagu 11, Illinois 
Opening for live alert “On the Ball” ad- 
vertising salesman te open Cleveland _of- 
fice for multiple busin paper p 
The man we are looking for must have 
record in industrial advertising sales. 
Draw plus commission on protected terri- 
tory. Excellent opportunity for right man. 
Give complete resume and home phone 
first letter. 
Box 9051, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


young 
activities and department of 4 people 


Must be a good organizer. Write giving | cessful, 


personal details of education, experience, 


age, salary requirement, etc. Enclose re-| 


cent photo, Western Advertising Agency, 
610 Wisconsin Avenue, Racine, Wisconsin 


St. Louis agency, long established, suc- 
seeks man with new business 
| selling ability, with some TV experience. 
| Please give complete outline. Write 

Box 9049, ADVERTISING AGE 

| _200 E. hiinols St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE 
WITH IMMEDIATE BILLING 


Radio, 
conditioned » mi 
location. Liberal comm. for right 
man with initiative and vision to 
wth. Write for ap- 


SALES PROMOTION - ADVERTISING. 
15 years responsible experience, all phas- 
es, also public relations, publicity. Work- 
able ideas, aggressive campaigns. Effec- 
tive writer, speaker, organizer. Seeks 
career situation utilizing full potentiai, 
capacities. Energetic, 39, married, 2 sons. 
Resume, samples. Write 

Box 9016, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Tlinois 

FREE LANCE LAYOUT, ART DIRECTION 
of top quality available at reasonable 
prices in return a volume of work. 

Box 8995, VERTISING AGE 

200 E. Illinois mt Chicago 11, Illinois 

NEED A N.Y TELEVISION REP? 
Executive TV commercial producer with 
major NY advertising agency 11 years, 
available as TV representative or free 
lance production live or film. 

Box 9055, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


MKT. RSRCH. - Available Jan. One yr. 


exp. all phases. BA Psych. Now taking 


MBA Rsrch. Seek present & future. 
Box ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


t. 
SCHNEIDER-STOGEL CO. 
286 Fifth Ave., New York 1, N. Y. 


We’ be leading toy a ay | that 
requires — ive and cre- 
ative man a the Sales of 
newly I aa division. Ad 
agency background in premiums de- 
sired, but not uired. Must live 
in Metropolitan New York. State 
cxpermenee and minimum a0 
Box 293, ADVERTISING AGE, 
Lexington Ave., New York 17, N. 


tive ability. 


nationally advertised brand. 
including the Manufactur 


men do not write copy; 


tising 
in radio, tel 


- ae forms of promotion. 


with the advertising agencies, 
magazines, newspapers, etc. 


of the Advertising 


president of an average 


S is emplo 
to job pemployed, wil financial 


people whose 
to work” as quickly as 


from the start. These 
ent responsibiliti 


Peatee f Gankin 


BRAND MANAGEMENT—The marketing 
staff of marketing management men. 
responsible for the effectiveness of the over- 


degree of imagination and aggressiveness and more than their 
Working in our Advertising Department should have exceptionally strong appeal to men who can 
embrace the concept of spending money to make money, who can orient a product in its field, and 
who can grow quickly to a position where they are performing 
size company. 


pees nse! AND PROMOTION 


naw on a very selective basis for these positions. However, the right man, once 
will receive good training and can look forward to excellent progress with regard 


responsibility it is to see that 
We believe that the best interests of the man as well as the Company 
le in a job that will draw heavily upon his training anc 
businessmen capable of ieanld ering bi 


bs devel 
es. There are many opportunities for advancement both within and 


Sof the Advertising Departm 


EXAMINE YOUR QUALIFICATIONS CAREFULLY 


Ree ee Pee 
Dept. Al 


PROCTER & GAMBLE 
Marketing Management 


While the openings discussed below are all within the framework of Advertising and Sal - 
tion, the nature of the work is Marketing Management rather than “handling advertising” a er 
a understand it. For this reason, we are not looking for advertising “specialists,” 
ayout men or copy-writers, but rather for men with potentially good general business administra- 


Men 


coPY pinot a Supervisors manage advertising cop 
by (1) representing the Company in a close wor 
the development of advertising copy and (2) 
product facts; marketing objectives and background ome Fae ~ effective selling techniques. These 
Ay this is a —s of oo eee ae. pe wena within our Adver- 
Departmen ey are responsible for over- veness 0) vertising co rations 
evision, magazines and other media. a 


MERCHANDISING—Merchandising men develop store promotions involving gro 
select and Retin 4 premium articles, manage the country-wide sampling 
assist the Sales Department in the conduct of trade conventions, 


they devel plans on each 


op m 


THE QUALIFICATIONS WE LOOK FOR 


For all of these positions we search for men with 
an interest in business and who we feel can quic 
knowledge of advertising is not necessary. Men c 
many types of people, since they are in constant contact with the 

Department, and other departments of the Compan 
dee of ‘sand judgerent. 


educa’ 


ial reward. 


New men are assigned to the types of work outlined above according to the needs of th: Department 
handling respons a. tn ae te eee oe ee 

a e group whic wor 
: he is trained as quickly as possible. 


‘op 
ent. 


write giving full ~—— on your background, experience, to W. L. Franz, 


Gwynne Bldg., Cincinnati, Ohio. 


roblems of ence wie Saints eid ieieatet a rate 
a for this work are trained to pea el ee 

Advertising and Promotion effort on an important 

These positions involve working with man 

ing Department on product development, the 

development of promotions, and with the Advertising Agency on all phases of planning for the brand. 


operations on our brands 
pon be on relationship wi with 


and 


MEDIA—Media men guide the yg A in the investment of ——, appropriations. Working 
edia television, 


tional backgrounds, 
y develop to positions of real responsibility. A 
Rates must — the ability to work closely with 
advertising sections 


functions usually handled by the 


vidual. The new man 


such as 


Company departments, 
les Department on the 


oa oe ceases on 
copy pi in the light of 


a of Company brands, 
couponing operations, 
operate contests, mail-ins and 


rand using rad! 


io, 


. 


who have shown 


agencies, other 
y. They must have a high 


¢ by actually 
experienced 
y are secured b. his “ 
ability right 
road 


— FOR SALE — 
SEASONED TIMBER 


ae 
Se 


Advertising Age, October 22, 1956 


POSITIONS WANTED 


SUCCESS STORY 
During the past 15 years (I'm now 42) I've 
been highly successful in building greater 
profits for my employers through methods 
I have initiated to increase efficiency and 
cut costs, first as supervising auditor, then 
Assistant Controller, and now as head of a 
60 employee Accounting Department for 
one of the nation’s largest industrial firms. 
I'm seeking the next step up the ladder, 
a Controller's post, (or its equivalent) 
with a smaller but progressive firm where 
remuneration will match ability. 
Box 8999, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


AT YOUR SERVICE 
Abilities of ex-editor. Magazine and book 
experience. Advertising, Merc 
and promotion work. Free lance or. 

Box 9060, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ATTENTION MANUFACTURERS! 
Top-flight display designer desires direct - 
contact with manufacturers. Twenty years 
experience in designing for the best of 
nationally recognized clients. Well ground- 
ed in hard and soft line merchandising. 
Thoroughly familiar with distributor-deal- 
er set-ups and department store formulas. 
All materials. Counter units, fixtures, 
dealer helps and animated displays. Will 
handle whole package if desired. Modern 
design, dramatic renderings and efficient 
service guaranteed 

x 9059, ADVERTISING AGE 
200 E. *ilinois St., Chicago 11, 


MOVING UP 
Currently-plus past 18 months, Director of 
Media for agency in S.E. Heavy TV, Ra- 
dio, Print. Strong research mind. Can only 
consider agency offering top level oppor- 
tunities. : 

Box 9061, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPY-CONTACT A.E. or A & 8-P EXEC- 
UTIVE Now Adv & S-P Mgr ind. mfgr. 
Chm wy comm. Creative. Controls, in- 
tegrates A & S-P with mktg plan. 15 yrs 


exp. 38. 
Box 9062, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


I'm an Industrial Advertising M: 

“seasoned” for more than 10 years - look- 
ing for a worthwhile position. I have 
ample administrative and creative ability 
to warrant my asking of around 
$10,000. The manufacturer with, an ad 


budget of one-half to one 7, llars 
will probably be best able to ut ise 
qualifications; especially if he is \i 

of the following fields: Automotive;.Ma- 
terials Handling Equipment, Building Ma- 


terials, Paint, Heavy Equipment, etc. 
Write to the box below for complete re- 


sume and photo. Prompt interviews set up. 
9063, ADVER 


Box . TISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR. 15 yrs on top nat’l ads- 
Blends merchandising sense with modern 
layout. Ability to direct, organize. 
Box 9057, ADVERTISING AGE 
200 E. Milinois St., Chicago 11, Illinois 


Media Directer To Sell Space 
5 yrs. with 4A Chicago agency. Wants 
connection with aggressive industrial pub- 
lisher where knowledge of agency media 
needs and hard work pay off. Seeks com- 


Box 9058, 
200 E. Illinois St., Chicago 11, Illinois 


Amasing suburban business! 
Test it in Sanders ABC 3 
Geneseo, N.Y. 


MISCELLANEOUS 


PERSONAL NOTICE 

If your agency has a client that 
packs a free flowing, dry solid, 
contact me at once. We have just 
perfected an automatic measur- 
ing; device that dispenses pre- 
determined quantities with each 
pour. It’s a simple gadget that 
costs a fraction of a cent. Adds 
up to a gal. pouring the right 
amount of cereal, soap, etc., au- 
tomatically. Might make you fel- 
lows a hero with the account (or 
prospective accounts) if you pre- 
sent it first. Call, write or wire me 
at United States Metered Container 
Corp., 527 Madison Ave., New York 
22, N.Y. PLaza 1-0642. me 

n 


Team of pre magazine writers can develop 
worth-while consumer do-it-yourself ideas, 
hotos and copy featuring your products. 


Tom: 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Write. 
Box 9042, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ATTENTION MFG. BUY ART 
AND PRODUCTION DIRECT 
Small Chgo. art studio offering complete 
art and production service. Reasonable 

rates. No Agencies Please! WH4-2452 


ART STUDIO FOR RENT 
north light-room for 3 or 4 artists, either 


| as group or individual freelancers—tied in 
| with small agency—very low rent—excel- 


lent location. Call Mr. Reiss - ANdover 3- 
5498. 


We want to buy an 


ADVERTISING 
AGENCY 


Located in New York City 
Deficit position may 
increase attractiveness. 
Replies confidential 
Box 295, Advertising Age 
480 Lexington Ave., New York 17, New York 


Coll 
middle 


benefits. 


ADVERTISING EXECUTIVE : 


Agency executive ‘officer available. Now administrator 
over plans, copy, art, radio-tv, media, market research, 
production and merchandising. Contact on major accounts. 
Plan and direct multi-million dollar budgets for high 
turn-over food products marketed nationally. Thoroughly 
experienced in food store sales and merchandising. 
counselor and director on complete package 
and product styling programs. Heavy sales management 
background in food, Ppuilding materials and soft goods. 


e education—married, 

forty—excellent health and appearance. A top 
executive to work with top management in agency or 
manufacturer. Salary $30-35,000 depending location and 


Box 292 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


children—home owner— 


CRS BEE AE Cae 


ae 
(oe “ 
Se Nae 
he 
ae 
oh a 
ee. 116 ee 
a 
ae _——— —————————— 
io. 
ad Ra 
RSet, <j linet 
Bat i line. 
An. ; $16.5 
a PIR A, SIREN SS RR EE SEER AST RET SS RARER 
ihe eR 
aie Pe 
eh ————— ee 
as 
ian oe 
at — 
a 
rare m. 
aie development of articles and much of it 
23h will be concerned with technical subjects 
Pie —engineering, geology and related fields 
ca L i, We feel that the applicant will probably _| 
Ay, f 
ee 
Gey 
wae 
ee 
ee 
pero 
ete 
ie 
Beate || Progressive, expanding agency can 
“g Poe accommodate hi-caliber acct. exec. 
re with immediate $100,000 billing. || 
ye Congenial, creative and seasoned || 
} eae sta all agency services including || 
a ee | 
a = 
BS: 
: am | 
a | PSY 
eae E 
Fak. 
ve 
ee 
Rs oe 2 ———$<$$<—<$<———————————_ — ________—___—,} 
nn Be | ee 
ee | ‘ 
aad aa A 
er — 
A255. — 
ae PY 
‘arene YS eee 
ce, 
aa | 
id lj = 
ee : 
aes | 
Bee 
ae L _t 
foot tae '" | 
4 ay | | 
ard | | 
ae 
a pet | — 
pie i 
ue scomennmmcmeconssiaan 
a PE rrr (teCsi‘iSGG 
= — a 
Bie 
oad 
ie)! ? 
ee | 
Bee | 
uF | Pe | 
ae 
Pre 
Beat. 
a 4 we 
‘- *, 
a” 
af Z 
og 
ie 
aes . 
pes 
wey 
als ; 
ed 
ee 
ay ee 
Ee 
4 a 
= ° 
i ny q 
Mee | ’ 
ea | ' 
med i 
Ay 1 i 
Aly 1 | 
“bes 
+ t 4 
ri hrs ] 
of ! 
> 4 
an q é 
er 4 
p Mes + 
"hs i 
ci i 
tare i 
ah 
“oi i 
Se outsid i 
AS ee . 
be 
hen. i 
Rt 
Ree t 
om ee ee ee ee ee eee ee ee ee ee 
ads s 
is ge 
ou aa . ~ P ne ee ee eh eee is = | yh le EMM or 2 gl a ee ey. 


Advertising Age, October 22, 1956 


ART WORK BY MALL 


Firms in all parts of the country 
work with me, by mail, on the 
preparation of their booklets, 
folders, letterheads and similar 
advertising pieces. If you would 
like to see reproductions of some 
of these assignments write for 

a free, pocket-size portfolio. 
RAYMOND LUFKIN, 124 West 
Clinton Ave., Tenafly, New Jersey. 


—— SS 


tome... WN. ¥. encies won't even 


per. for white 


action guaran 
6-7052. =a 284, 
480 Lexington Ave., New York 17, N. ¥ 


‘rom Maine to Californi 
JOB-HUNTING COPYWRITER ASKS . . 
N.Y. “SPECIALIST-CRAZY?” 


LONDON GUARANTEE BLDG. 
CHOICE OFFICE SPACE 
NOW AVAILABLE 


Daylight on Seven Sides 
Alternating Current 
Air-Conditioning 
Will Divide 
LESLIE H. KLAWANS 
AND COMPANY 
Managing Agents 
360 North Michigan Avenue 
RAndolph 6-0360 


CHALLENGE WANTED 
ACCOUNT EXEC.—ADY. MGR. 
RESEARCH DIRECTOR 


Over 12 years agency experience 
; heavy 
ears A.E. $2,000,000 
food account. All phases consum- 
er, dealer, copy, new era 
egy + research. N. 

Bus. Broad business back: 
pot 47 years young. 

available. Current earnings $16,500 
+ bonus. Chicago area preferred. 


Will relocate. Box 297, Advertising 
a E. Illinois St., Chicago 


The Midwest's 
eutstanding placement 
service for Adv. - Art & 

allied fields. 


By opnointment only 
59 E. MADISON + SUITE 1417 
CEatrel 6-5670 - 


Counselors 


“Our 45th Year” 
FARM COPY-CONTACT Men Raised on Farms 


Age. _ooteee oo aga 


oil indust. ex a tO SisM 
INDUST. COPY-CONTACT to $8500 


GLADER CORPORATION 


“The Agency's ry —— S 
Don Harris, Dir. Adv 
110 S. Dearborn CE 6-5353 Chicago 


ASST. ART DIRECTOR 
For Portland, Ore. office of 
prominent National 4A Agency 
STRONG ON MODERN DESIGN and 
layout. Top opportunity for experi- 
enced young man to work on many 
national, prestige accounts. Work, and 
really LIVE, in the most beautiful part 
of the U. S. Rush complete résumé and 

salary requirements to 
Box 296, Advertising Age 
200 E. Illinois St., Chicago 11, IMlinois 


Washington Post Will 
Pay Storer $6,500,000 
for WAGA Stations 


(Continued from Page 3) 
lanta stations are basic CBS af- 
filiates. 

The agreement was signed at 
midnight last night, just under the 
deadline of a new FCC regulation 
tightening up on tax exemption 
certificates which FCC has been 
issuing to “relieve” broadcasters 
who are forced to sell radio or tv 
properties in order to comply with 
commission rules. 

In the past these certificates 
have been issued giving tax re- 
lief to broadcasters who sell sta- 
tions in order to stay within the 
limits of FCC’s multiple ownership 
rules. 


® The commission recently an- 
nounced that after midnight Oct. 
15 it will not grant such certificatés 
where the broadcaster creates a 
forced sale situation by acquiring 
additional stations beyond the 
maximum of seven tvs which he is 


4 
rs 


WANTED 
PUBLISHER’S REPRESENTATIVE 
Key areas for national paid circu- 
lation weekly magazine to auto- 
motive dealers. 
Box 290, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


COPY SUPERVISOR 


Major drug, cosmetic, food experi- 
ence with top New York agencies. 
Successful plans and new business. 
aed heavy copy experience, 
and mature contact abili- 
on VP level, write: Box 301, AD- 
VERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


WANTED! 


YOUNG CREATIVE 
MEDIA BUYER 


Excellent opportunity with top 
Chicago agency. Your value will 
depend on: 
1. Experience in all media 
2. Imagination 
3. Ability to express yourself 
in writing 
4. Talent for presenting your 
ideas 
If you rate well in three of the 
above, you’re better than aver- 
age, so write in strict confidence 
to: Bax 304, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING ASSISTANT 
INDUSTRIAL 


man with some indus- 


eos equipment located in 
re ity to generally understand 
cculpment operation and principals. - wed 


or s 
interest desirable. Our employees know of 
this Send résumé a cating desired 
salary in strict confidence 

Box 294, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


ACCOUNT EXECUTIVE 


Excellent opportunity to make fast 
headway on major industrial ac- 
counts. Requires ability to plan and 
create sound campaigns—advertising 
and sales promotion—and to work 
with client's managers and engineers 
on marketing problems. May now be 
in agency or advertising department. 
Write and outline your qualifica- 
tions. 
The Griswold-Eshleman Co. 
1400 Terminal Tower 
Cleveland 13, Ohio 


Circulation Promotion 
Department of a Major 
Magazine has Important 
COPYWRITER 
Job Opening 


We want a man or woman 
who can write copy that will 
sell subscriptions by mail. 
This person must have had 
professional copywriting ex- 
perience with an agency or 
publication. He will be able 
to show samples of successful 
copy he has written. 

i rson is creative, has 
ideas which he can turn into 
polished copy, can visualize 
ideas for the art department. 

Experience in Direct Mail 
is preferable, but more im- 
portant is good creative writ- 
ing ability. 

This person will become an 
important part of a successful 
promotion team. 

Salary $9,000 a year. 

Please write for an appoint- 
ment giving experience and 
references. All replies are 
confidential. 


Box 303, Advertising Age 


480 Lexington Avenue 
New York 17, New York 


ACCOUNT — 


Medium-sized 4-A, Chicago agency 
offers excellent opportunity for 
two account executives, 28 to 35 
zopre of age, to assist on estab- 
ished large food accounts. Must 
have general knowledge of 
marketing, planning and dis- 
tribution. ya gee in mer- 
chandising and co ll con- 
sumer products help 1 If u are 
the man for one of these jo sound 
full information, previous pet 
ence and salary desired. re- 
plies confidential. 
Box 305, Advertising 
200 E. Illinois St., Chine fe ti. 


ity for 
SALES PROMOTION MAN 
Furniture and Housewares 


Midwest manufacturer has opening 
for energetic young man with imag- 
ination and the knack for putting 
together promotions for both whole- 
sale and retail customers. Must be 
willing to make enough field con- 
tacts to stay abreast of the market. 
Salary open, depending on expe- 
rience. Ideal living conditions in 
city of 22,000 near two large cities. 


Write Box 299, Advertising Age, 200 
E. Illinois St., Chicago 11, Ill. 


If you've been knocking yourself out 
trying to be all things to all men, 
perhaps you'd like to tie up with this 
Chicago agency. We're strong in in- 
dustrials and hardware. Attractive 
offices, good security benefits, fine 
reputation, fully staffed to hel you 
do a better job. By “some” billings, 
we mean 50 to 100 thousand. Let's get 
together to discuss particulars. Write 
BOX 302, ADVERTISING AGE 
200 E. ILLINOIS ST., CHICAGO 11, ILL. 


ae 


tions. 

Storer revealed it intends to 
move the WMUR-TV transmitter 
into Massachusetts to a location 
where it will reach into the Boston 
area as well as Manchester. 

Under FCC rules Storer could 
not acquire WMUR-TV until it 
disposes of another station. 


Armstrong to All-Canada TV 
Robin C. Armstrong, president 
of the Canadian Television Repre- 
senta Assn., has joined All- 
Canada Television as a sales rep- 
resentative in the Toronto office. 


Carling to Aitkin-Kynett 

Aitkin-Kynett Co., Philadelphia. 
has been named to handle adver- 
tising for Carling Brewing Co.’s 
Black Label beer in the Middle 
Atlantic states. 


ROBERT H. LAMPEE, for the past five 
years national advertising manager 
of the Pittsburgh Post-Gazette, has 
been appointed advertising direc- 
tor of the News, Charlotte, N.C. 


Samson Joins M. L. Samson 

Skip Samson, formerly with the 
advertising department of the 
Chicago Sun-Times, has joined 
the creative staff of M. L. Samson 
Co., Chicago agency: 


allowed under existing regulations. 

Storer, which already has the 
permissible limit of tv stations, 
filed an application with FCC in 
July to buy WMUR-TV, Manches- 
ter, for $300,000 plus other obliga- 


YOUNG AGENCY MAN OR 
QWNER OF SMALL AGENCY 
We're seeking a young man he bes bed 


agency. know 
how to service accounts, write copy and 
ame 


e now operates a small 

would like 2 have the “tall essistanss 
of a oe 5 sound, 
agency to help service his present ac- 
counts. With such service Te a. 
can increase earnings and 
Seip to us anes he will be elbsinating 
many of his present problems. 


pee at om Endiene of Onto men 
of ow . This 


hs rare opportunity. Write at once— 
your confidences ay ® be Box 
» Chicago 11, Tiinois. 


Large, 4-A Mid ‘Agen: 
west cy > 
~ g creative mind. Solid B_A, 
including radio-T/V manda- 
i mM be able to initiate and super- 
vise. For confidential representation, con- 


GEORGE E. PYLKAS 
Executive Advertising Consultant 


Wabash 
202 S. State, Chicago 4, WAbash 2-5020 


Walter Lowen 
PLACEMENT AGENCY 
varters eS 1920 for 


ADVERTISING AND 
MARKETING PERSONNEL 


420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


< 


MANUFACTURERS 


Do You Need. A tien Whe Seeeseses 


cons! 
ducting sales meetings, conventions 
and training programs. 

—Employed now but wishes to re- 
locate for greater opportunity and 
challenge. 

—Brings youth, v ideas, know- 
haw aad & seeded of sussess to you. 


Write Box 300, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


After the first experience— 


a smile! 


Did you—smile, that is—after your first 
experience with a new photo-engraver? 
Were you pleased with the quality of re- 
production, the understanding of your 
purposes, the cooperation, the service— 
all those things that mean satisfaction? 
ROGERS endeavors to wrap them all up 
in every package they deliver—and 
judging from the constantly growing 
number of new and ‘‘repeat’’ customers, 
the experience must have been a satis- 


ROGERS 


engraving company 
2001 calumet avenue + chicago 16 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


#9 
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Mails Must Go Through—Eventually; | 


‘Disturbing’ Letter-Race Data Bared 


(Continued from Page 1) 
mailing, arriving at 2:20 p.m. on 
the afternoon after dispatch from 
Washington. First-class letters to 
Milwaukee; Mason City, Ia.; Hunt-|journal for three successive days. 
ington, W. Va.; Woonsocket, R. I.;| Postage-free return envelopes 
Jacksonville, and Dayton were de- have been provided and directors 
livered in the first mail on the! have been requested to return the 
morning of the second day after | mailings, together with informa-| 
mailing. The Minneapolis letter | tion about lapsed time. 
trickled in with the second mail| wr. Schoonover explained: “It! 
of the second day and the Birming-|js through information received 
ham letter at 1:30 p.m. on the aft-| trom analyses of tests such as these 
ernoon of the second day. First/that we are able to make adjust- 
class letters to such scattered points | ments necessary to afford the best 
as Shreveport; Houston; Great/and most expeditious mail service 
Falls, Mont.; Reno, Nev., and Dan-/ possible.” 
ville, Ill., arrived in the first mails 
on the third day after mailing, 
while the San Francisco letter was 
delivered on the morning of the 
fourth day, a creditable 69 hours 
and 15 minutes by rail from the 
nation’s capital. 

Airmail results were generally 
good. Though none made the first 
“mail on the first day. Between 
11 a.m. and noon on the morning 
after mailing, however, airmail 
letters were delivered in Milwau- 
kee, Minneapolis and San Francis- 
co. Delivery was achieved by 1 p.m. 
in Jacksonville, and between 2 p.m. 
and 2:45 in Houston, Mason City 
and Schenectady. The remainder of 
the airmail letters were all de- 
livered in the first mail on the sec- 
ond morning after mailing, with 
maximum elapsed time to any 
point recorded as 39 hours. 

Except for Mason City and Dan- 
ville, where delivery was achieved 


class letter and an airmail letter to 
each director each day for ten suc- 
cessive days, and copies of the 


s Analysis of the results of the 
February and April mailings 
turned up many situations which 
tend to support complaints that 
mail service is unpredictable. The 
Executive, mailed at second-class 
rates, reached Danville in 38 hours, 
less time“than either the airmail 
(39 hours) or first-class letter (63 
hours, 45 minutes). It reached Ma- 
son City in 37 hours, 15 minutes, 
less time than the first-class letter 
(39 hours). Airmail reached San 
Francisco in 18 hours, second best 
delivery time of any of the 14 test 
letters. First-class service to San 
Francisco, at less than 70 hours, 
compared favorably with elapsed 
time required for Pullman passage. 

Airmail to Huntington took 39 
hours, compared with 39 hours and 
five minutes for a first class letter, 
and airmail to Schenectady requir- 
ed 20 hours and 45 minutes, just 


Elapsed Time 

‘The Executive’ ‘The Journal’ 

First Class Airmail (2nd Class) (2nd Class) 

Jacksonville 39 hrs. 15 min. 19:00 85:30 4 days 13:50 
Milwaukee 38:45 17:00 61:00 6 “ 12:45 
Dayton 39:45 39:00 62:00 7 “ 14:00 
Houston 62:45 20:00 85:00 9 “ 20:00 
Huntington 39:05 39:00 61:20 4 “ 13:30 
Reno 63:15 39:00 85:30 8 “ 13:00 
Shreveport 62:45 38:00 85:00 6 “ 13:00 
Birmingham 44:15 —_— 66:30 — 
Greot Falls 63:15 38:00 109:30 9 ” 13.45 
Mason City 39:00 20:15 37:15 6 “ 14:00 
San Francisco 69:15 18:00 86.00 7 “ 14:00 
Schenectady 21:05 20:45 64:00 11 6” «6918345 
Minneapolis 42:30 + “4 47:00 67:00 7 “” 13:30 
Danville, Hi. 63:45 39:00 38:00 3 “ 14:00 
Woonsocket, R.1. 39:15 38:15 61:30 7 ” 13:30 


in the first mail of the wages pd minutes better than first class 
morning after mailing, service on | mail. Airmail to Woonsocket, at 38 
The Executive was uniformly slow,| hours and 15 minutes, was just an 
with three days required to Mil-| hour better than first class mail, 
waukee, Huntington, Woonsocket,| while airmail to Dayton, site of 
Dayton, Schenectady, Birmingham | Wright Field, headquarters of the 
and Minneapolis, and four days | U.S. Air Force, took 39 hours, just 
to Shreveport, Reno, Jacksonville|45 minutes less than first class 
and San Francisco. Delivery to/ mail. 


Great Falls took five days. _ 
_ SUMMERFIELD FORESEES 

= The quarterly suffered more’ ONE-DAY MAIL SERVICE 

perplexing delays. Mailed on the yw, York, Oct. 18—Postmaster 
evening of Monday, April 2, it was) <oneral Arthur Summerfield said 
delivered first in Danville, Ill. at) today that no official of the Post 
9 a.m., April 6, three days and 14) O¢rice Department should be satis- 
hours after mailing. Huntngten fied “until we can provide the 
and Jacksonville received it OM! american people with the delivery 
Saturday, April 7. It was delivered) 4» jetters between any two cities 
in Milwaukee, Shreveport and Ma~| i, the U.S. on the day after mail- 
son City bright and early on Mon-|i,,,'» . 


been mailing an ordinary first-| | 


,, April 9. It got to San Fran- : 
ne Seles Wosenelet and . /M @ speech before the National 
Minneapolis on Tuesday the 10th; | Assn. of Postmasters, the postal | 
to Reno on the 11th; Great Falls| Chief said this may sound like a| 
sot Houston on the 12th; and! Wild and improbable dream in this| 


Schenectady (which had overnight Hag pap er of ours, “but whe is 
service on the first class letter) at| ‘0 “@Y ™a we cant accomp ish it) 
10:45 a.m. on Saturday the 14th, i" the foreseeable future.” He did | 
eleven days, fifteen hours and for- = set a specific target date. 
ty five minutes after mailing. | “Our goal for the future seems | 


Results of the study so surprised | to me to be an obvious one; name- 


to tal officials when submitted | n : t 
Nears officials that L. B.| ever be satisfied until the mail 
Schoonover, director; division of|S@Tvice is as good as it possibly | 
post office service, last month re- can b Mr. Summerfield de-| 
quested association directors — . 
cooperate in a retest, to be con-) 
ducted by the department itself. 
In this test, Mr. Schoonover has| complacent or satisfied until the 


ly that we cannot, we must not, | 


NORMAN E. (PETE) CASH, vp and sta- 
tion relations director of the Tele- 
vision Bureau of Advertising, New 
York, has been named president of 


TvB, succeeding Oliver Treyz, 
new head of ABC Television. 


postal service matches in efficien- 
cy the best of American industry 
in techniques, in equipment and 
in buildings,” he said. 

Deputy Postmaster General 
Maurice Stans, who appeared be- 
fore the convention Monday, re- 
ported the department’s present 
top officials had gone a long way 
toward modernizing the structure 
and equipment of the department. 
In three and a half years, he said, 
the Summerfield administration 
had substantially completed the 
largest reorganization ever to take 
place in the history of industry or 
government. 

“It isn’t finished, but the pat- 
terns have been laid and the major 
structural changes are over. There 
still remains the usual refinements 
and adjustments of a shakedown 
cruise and after that, a lot of fill- 
ing in of the fittings.” 


® After listing the administration’s 
achievements in modernizing the 
department’s accounting and ad- 
ministrative machinery, the new 
building program, new personnel 
policies, and the adoption of mod- 
ern standardized mail handling 
equipment, Mr. Stans reported the 
Post Office now handles 12% more 
mail for less money_than it did in 
1953. 

Looking ahead for the next four 
years he said a lot more can still 
be done to improve the service and 
the status of the employes. 

“We cannot be satisfied,” he 
stressed, “until the service is as 
good as it can humanly be. We 
cannot be satisfied until the Post 
Office matches in efficiency the 
best of American industry. 

“That’s a long-range goal, in 
moving ahead toward it we have 
an annual goal, too. That is, to in- 
crease our productivity by at least 
3% a year. That's the normal 
progress in industry and it can be 
done in the Post Office—and un- 
der our program it can be done 
without undue effort on the part 
of our employes.’ 


NBC Boosts Bishop, O’Keete 

Don Bishop has been appointed 
director of public:'y and commu- 
nity services for \'8C-owned sta- 
tions and NBC Spot Sales, New 
York. He former! was publicity 
director for the 
and Spot Sales di ision as well as 
for WRCA and WRCA-TV, New 
York. John O'’Ke: te, 
ger of publicity or WRCA and 
WRCA-TYV, will :icceed Mr. Bi- 
shop as publicity ‘irector for the 
stations. 


Tenny Joins How «rd Co. 
Robert L. Tenn) as resigned as 
advertising and les promotion 


|manager of Wes'inghouse Elec-| 


tric Corp.’s air conditioning divi- 
sion to join E. 1. Howard Co., 
New York, as an iccount execu- 
tive. 


Jacoby Joins Product Services 
Frank D. Jacoby. formerly with 
Biow Co., has been named execu- 


|@ “We cannot, we must not, be | tive tv producer of Product Serv- Source: 


ices, New York. 


»wned stations | 


now mana-| 
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Goldenson Takes Over 
Kintner Duties at ABC 


(Continued from Page 1) 

|kind of organization. 
| However, the only thing surpris- 
|ing about this development was its 
timing. Industry observers had ex- 
ipected the UPT faction, which 
|gained control of ABC with the 
| merger, eventually to take over the 
active direction of the network. 

The management change came, 
however, at a time when ABC-TV 
ratings and billings are climbing. 
But the Goldenson faction obvious- 
ly wanted to be in to call the sig- 
nals for the 1957-58 season, plans 
for which must be made in the 
next two or three months. 


® As constructed from various 
sources, Mr. Kintner’s version of 
the break went like this: The 
“one-man operation charge,” 
though a very flattering one for 
him, was the excuse the UPT fac- 
tion used to take over the broad- 
casting division, whose fortunes 
are looking up at a time when the 
theater division is going down. 
Before he left for a European 
vacation, Mr. Kintner told AA that 
he has had lots of offers, that he 
has not talked to CBS about a job 
and that he hasn’t made up his 
mind what he wants to do next. 


s Mr. Goldenson started lining up 
his management team on Wednes- 
day. Oliver Treyz, who quit as di- 
rector of ABC radio network 20 
months ago to 
become president 
of the new Tele- 
vision Bureau of 
Advertising, left 
TvB this week to 
return to ABC as 
head of the tv 
network. He re- 
places John H. 
Mitchell, who 
has been named 
special assistant 
to Mr. Goldenson. 

Mr. Mitchell, who came to New 
York by way of WBKB, Chicago, 
was the only UPT man to retain 
a major ABC post under the Kint- 
ner regime. At the time of the 
merger two Paramount men, Rob- 
ert H. O’Brien and Robert Weit- 
man, were named ABC exec vp 
and program and talent vp, respec- 
tively. 

Mr. O’Brien had a brief moment 
in the limelight in 1954 when he 
succeeded in outbidding NBC for 
the tv rights for the National Col- 
legiate Athletic Assn. football 
schedule. However, ABC was un- 
able to sell the package nationally 
and the network took a big loss on 
the deal. Mr. O’Brien returned to 
the parent company, where he is 


; p 
Kininer's Record 
TV Gross Billings 


John Mitchell 


EEE en er 

RSS are eer e 18,585,911 
Ree rr ee ee 18,353,003 
. ee rc 21,110,680 
BEE Soke ot wubcs cane 34,713,098 
DE Saeko ne ise a sea 51,393,434 
PE cevvbeda beh beaten 50,855,477 


(through August, a 77.8% gain} 


over '55) 


Gross Radio Billings | 


| TRONS ARERR CS $35,271,573 

| it el QED Ay lfog A, 33,708,846 
RR Ss a ok oe 35,023,033 

ERE Ser - 29,826,123) 
(eee 29,051,784 

BN ee tg tos 14,992,049 
| (figures available only through 
July. 1955) 


| 1956—No published data available, 


. y be nd : 
bet ABC now claims % a land Congratulations. He formerly 


\largest grossing radio network. 
Publishers 
, Bureau. 


financial vp and secretary, in Oc- 
tober, 1954. 


es Mr. Weitman, who has an ex- 
tensive background in the live en- 
tertainment field as well as in 
movies, left ABC in January, 1956, 
to become a CBS vp after Robert 
Lewine, television program direc- 
tor, was moved up to vp in charge 
of tv programs. 

Just how many Kintner men, if 
any, will follow their old boss out 


Kintner's Rapid Rise 


The 47-year-old Mr. Kint- 
ner had a meteoric rise ‘in 
broadcasting. It took the 
newspaper - columnist- 
turned-n et work executive 
just five years to climb to the 
top of the ladder at ABC. He 
was brought into the com- 
pany as a vp in the fall of 
1944 by Edward J. Noble, 
then owner of the network 
and now the largest single 
stockholder in AB-PT. Two 
years later he became exec 
vp; three years after that he 
moved into the president’s 
office. 


Information 


of the company and how many will 
be kept as a part of the Goldenson 
operation remains to be seen. At 
press time there were rumors that 
three department heads were leav- 
ing. These reports were denied by 
AB-PT—as was last week’s “ru- 
mor” of Mr. Kintner’s resignation. 

There also was a good deal of 
speculation as to the significance, 
if any, in the fact that Mr. Golden- 
son assumed direct supervision of 
AB-PT’s broadcasting division 
without assuming the title of pres- 
ident of ABC. The dopesters won- 
der if Mr. Goldenson, who report- 
edly talked to former NBC 
Chairman Sylvester L. Weaver Jr. 
before he left for Europe, will leave 
the post vacant, take it himself, or 
bring in someone else later. 


‘Post-Gazette’ Names Two 

George Somarindyck, formerly 
retail advertising manager, has 
been appointed advertising mana- 
ger of the Pittsburgh Post-Ga- 
zette. Thomas Gregory, of the 
general advertising staff, has been 
named assistant manager of gen- 
eral advertising. 


Sylvia Dowling Joins B&B 


Sylvia Dowling, formerly with 


Sullivan, Stauffer, Colwell & 
Bayles, has joined Benton & 
Bowles, New York, as a _ senior 


copywriter. 


Lennen & Newell Adds Account 

The Royal-Liverpool Insurance 
Group has appointed Lennen & 
Newell, New York, to handle its 


$ 6,628,662 advertising. 


LARRY P. TIMMINS has been appointed 
advertising director of My Baby 


was New York ad director of both, 
magazines. 
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chom 


Dibert 


Strouse 


AUDIT BUREAU CAST—Four of the speakers at the annual Audit Bureau 
of Circulations convention in Chicago get together following the 
kick-off session on Thursday. Philip Graham, publisher of the 
Washington Post & Times-Herald, and George Dibert, vp of J. 
Walter Thompson Co., Chicago, and board chairman of the ABC, 
are attentive listeners as James Sinclair, Minister of Fisheries of 
Canada, and Norman Strouse, president of J. Walter Thompson, do 
the talking. 


ABC May Tighten 
Rules Covering 
Free Circulation 


(Continued from Page 1) 

The ABC board approved a new 
simplified reporting form for gen- 
eral magazines which does not 
show a breakdown of subs obtained 
from catalog agencies and those 
obtained by individual agents. 

An expected battle over lumping 
the two together failed to develop 
in the ABC’s magazine division 
meeting yesterday when a spirit 
of compromise saw the proposed 
new form approved with only mi- 
nor changes of wording. 


# ABC’s board of directors also set 
Dec. 31, 1956, as the effective date 
for the new business publications 
reporting form. This form was ap- 
proved earlier by the board, but no 
effective date had been set. Thus, 
three new ABC reporting forms— 
for magazines, business publica- 
tions and farm publications—will 
go into effect Dec. 31 covering the 
preceding six months. This will 
complete ABC’s current drive to 
simplify all its reporting forms and 
make them as uniform as possible. 

In other action, the board 
amended ABC by-laws to add 
four new directorships to the 
board. Two will be in the agency 
division, one will be in the news- 
papers division and one will be a 
director-at-large for Canadian pe- 
riodicals. é 

The board also voted today to 
allow newspaper and periodical 
representatives to join ABC as mis- 
cellaneous members. This will 
make it possible for these repre- 
sentatives to acquire ABC data di- 
rectly from the bureau, instead of 
having to get it through the pub- 
lication they represent. 


s At yesterday’s magazine division 
meeting, S. O. Shapiro of Cowles 
Magazines Inc., division direc- 
tor, piloted the new form suc- 
cessfully through objections from 
- some members against lumping 

catalog agencies and individual 
agents together. About two-thirds 
of the division membership voted 
it through. 

Minor revisions in the new form 
were aimed mainly at making a 
distinction between “selling” and 
“ordering” a subscription. Para- 
graph 6, Section (a) of the ap- 
proved new form reads “ordered by 
mail” rather than “sold by mail,” 
and in the same paragraph Section 
(b) reads “ordered through sales- 
men” rather than “sold by sales- 
men.” 

Similarly, paragraph 7 of the 
approved new form substitutes the 
word “ordered” in place of “sold” 
‘in references to use of premiums in 
sales of magazine subs. 


s During yesterday’s general ses- 
sion, ABC members heard the pre- 


diction that the gross national 
product by 1965 will be more like 
$550 billion or $600 billion by 1965 
rather than the $500 billion that is 
often cited as the national objec- 
tive by that year. 

Norman H. Strouse, president of 
J. Walter Thompson Co., said that 
“anyone who is doing company 
planning on the basis of a $500 bil- 
lion economy in 1965 is likely to 
fall five or six years behind in his 
requirements and opportunities.” 

To support his prediction, Mr. 
Strouse showed a chart depicting 
the average growth in gross na- 
tional product over the past nine 
years and showing how that aver- 
age, projected only through 1960, 
would already exceed the $500 bil- 
lion mark by about $20 billion. 

Correlative to this prediction, 
Mr. Strouse stressed that the na- 
tional economy is rapidly outstrip- 
ping the nation’s manpower supply 
—and this, he said, “is where we 
get to the pivotal problem facing 
American business today—the 
shortage in manpower that exists 
today and apparently will continue 
to exist through the next ten 
years.” 

Mr. Strouse went on to apply 
this problem to the advertising 
agency, making the point he made 
at the American Assn. of Advertis- 
ing Agencies earlier this year about 
agency personnel increase needs in 
the next decade. (The text of that 
talk appeared in AA’s June 11 is- 
sue.) 


s Meanwhile, similar manpower 
shortage problems in Canada were 
voiced by another speaker, Hon. 
James Sinclair, P.C., M.P., Mini- 
ster of Fisheries of Canada. 

Paralleling Canada’s current in- 
dustrial expansion with that of the 
U.S. in the 19th century, Mr. Sin- 
clair pointed out that Canada now 
needs, but cannot get, the kind of 
immigration that the U.S. re- 
ceived around the turn of the cen- 
tury to keep U.S. industrial expan- 
sion going. 

While Canada has a fair rate of 
immigration, he acknowledged, she 
also has considerable emigration— 
usually the most skilled and the 
younger people and mostly to the 
US. 


“Tens of thousands of Canadians 
have gone south in the last fifty 
years ... We are not asking for 
them all back—what we do need 
today, however, is a northward 
flow of the same type of young 
people to participate in our great 
development.” 

Mr. Sinclair’s dictum to the 
young men of our time: “Come 
north, young man!” 


= At this morning’s general meet- 
ing Alan T. Wolcott, ABC vp, cited 
data to dispell what he called mis- 
conceptions and misunderstandings 
about ABC that are damaging to 
the interests of ABC. 

“One popular misconception,” he 
said, “is the notion that practically 
all print media in the U.S. and 
Canada are ABC-audited...The 
fact is that there are over 3,000 
publications—daily. and Sunday 
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Last Minute News Flashes 


Vodka Makers Agree to Drop ‘Breathless’ Copy 


WASHINGTON, Oct. 19—Some vodka marketers have banded together 
and agreed to omit the word “breathless” from all ad copy after Jan. 
1, AA learned today. This action was taken in spite of the fact that 
the Treasury Department’s alcohol and tobacco tax division has ap- 
proved “breathless” copy, saying it found it truthful. Liquor indus- 
try sources claim that the vodka marketers’ plan to drop “breathless” 
themes is a pr move to head off criticism by Drys, who are contend- 
ing tNat such copy is socially undesirable because it encourages on- 
the-job drinking. 


Miller Agency ‘Inactive’ with $188,399 Debt 


Los ANGELEs, Oct. 19—Frank J. Miller Advertising today became 
“inactive” owing $188,399.45 and is asking creditors to withhold ac- 
tion with the promise of monthly payments on a pro rata basis. Frank 
Miller, president, said the money will be paid up in 33 months. He 
ascribed the debt to the fact that his principal client, Tafon Distribu- 
tors Inc., maker of Tafon weight reducer, has been the victim of coun- 
terfeiters of Pafon and has not been able to keep its accounts straight. 
Mr. Miller was vp of Schwimmer & Scott, Chicago, when American 
Vitamin Associates, Los Angeles, went bankrupt (AA, Oct. 22, ’51, et 
seq.). George Johnston, who was a principal in American Vitamin, is 
also a principal of Tafon. 


Johanson, Klapperich Resign from Heileman 

La Crosse, Wis., Oct. 19—Ralph T. Johanson has resigned as presi- 
dent and Ralph W. Klapperich as advertising manager of G. Heileman 
Brewing Co. Mr. Johanson has announced no future plans; Mr. Klap- 
perich is joining Knox Reeves, Minneapolis, Nov. 1 as an account ex- 
ecutive. Successors to their positions have not been named. 


National Distillers’ Bellows Bourbons to Leave B&B 


New York, Oct. 19—National Distillers Products Corp. will move 
its Bellows Partners Choice and Bellows Club bourbon whiskies from 
Benton & Bowles to another agency within the next few weeks. A 
spokesman at National said the agency that will get the brands has 
not been selected. National currently is using five other agencies: 
Doremus & Co., Lawrence Fertig & Co., Lennen & Newell, Fletcher D. 
Richards Inc. and the Kudner Agency. Trade sources regard Kudner 
as likely to get the nod. 


Ogilvy, Benson Resigns Reed & Barton Account 


New York, Oct. 19—Ogilvy, Benson & Mather has resigned the 
account of Reed & Barton, Taunton, Mass., silverware manufacturer, 
effective Dec. 31. The account is estimated at $325,000. Appointment 
of a new agency is not expected for some time. 


Rival Switches to Grey Advertising 

Cuicaco, Oct. 19—Rival Packing Co., maker of Rival dog food, has 
moved its advertising account from Charles Silver & Co., Chicago, to 
Grey Advertising Agency, New York. Rival bills an estimated $1,000,- 
000. Four agencies, in addition to Grey, reportedly pitched on the 
account “by invitation.” They were McCann-Erickson, D’Arcy Ad- 
vertising, Clinton Frank Inc. and Guild, Bascom & Bonfigli. 


McCann’‘s PR Division Will Open European Offices 

New York, Oct. 19—Communications Counselors Inc., McCann- 
Erickson’s public relations division, is planning to open offices in 
Western Europe. Laying the groundwork now in Europe is H. Drew 
Dudley, formerly pr director of the World Bank, wartime coordinator 
of the U. S. government’s information program and prewar consumer 
sales manager for the Wm. Wrigley Jr. Co. 


Pabst Names Bryan Houston for Two Divisions 

New York, Oct. 19—Bryan Houston Inc. has been appointed to 
handle the advertising for two ‘divisions of Pabst Brewing Co.: the 
industrial products division, rare biochemicals, and the animal feed 
supplements division. Marshalk Lachner, Pabst president, said the 
Houston appointment marks the beginning of greater concentration of 
advertising and marketing effort by Pabst on these divisions. 


Maclean-Hunter Names Allen; Other Late News 

e Philip D. Allen, formerly vp, has been elected president of Mac- 
lean-Hunter Publishing Corp., Chicago. Mr. Allen joined Maclean- 
Hunter in 1953. Previously he had been associated with McGraw-Hill 
Publishing Co. as western manager. 


e In connection with an exhibit of its products to be held at the 
Grand Central Terminal Information Center sponsored by Merrill 
Lynch, Pierce, Fenner & Beane, the American Machine & Foundry Co. 
has prepared a special 16-page section which will be distributed with 
the New York Times of Sunday, Nov. 4. AMF plans to hand out an 
additional 300,000 copies of the supplement at the exhibit, which will 
run from Oct. 30 through Dec. 29. 


e Thomas J. Herald, formerly advertising director of the now defunct 
Boston Post, has joined Chambers & Wiswell, Boston, as an account 
executive. Mr. Herald was with the Post for 25 years. 


e Robert H. Spencer has joined Thompson-Koch Co., New York, as 
an account executive. For the past seven years he has been advertis- 
ing and promotion manager for the Almay cosmetics division of 
Schieffelin & Co. 


newspapers and periodicals—oper- 
ating on advertising dollar income 
that provide no more reliable in- 
formation on their distribution to- 
day than that available 50 years 
ago. Add to this,” he went on, “the 
fact that some 8,500 weekly news- 
papers are still reporting their dis- 
tribution pretty much catch-as- 
catch can.” 

“Advertiser and agency indiffer- 
ence to ABC-audited circulation” 
is one reason often advanced by 
publishers for not belonging to 


ABC, Mr. Wolcott said. This, he 
acknowledged, “is more fact than 
fantasy.” 

Although ABC membership, he 
said, includes a majority of the 
leading agencies in the U.S. and 
Canada (and he estimated that 
these agencies place as much as 
80% of print media advertising) 
they number only 170 agency 
headquarters and 5@ branches. 
That total of 220 agencies must be 
compared with the estimated 4,000 
operating in the U.S., he said. 
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FCC Won't Censor 
Radio-TV, Bartley 
Reassures NARTB 


(Continued from_Page 1) 

in many quarters of late,” he not- 
ed, “not only at the commission, 
but in Congress, newspapers and 
magazines, the trade press and 
other segments of the industry. 
There have been charges and 
counter-charges hurled about con- 
cerning such things as excessive 
commercialism, program practices, 
loud commercials and ‘censorship’ 
by the commission.” 


® Censorship—which Mr. Bartley 
defined as the day to day control, 
in advance, of program content—- 
lies beyond the FCC’s powers, he 
said. 

But in the renewing of licenses, 
he maintained the commission has 
an “affirmative duty” to consider 
whether the station’s programming 
is in the public interest. This kind 
of review, he said, is “no more 
censorship than our libel laws, 
which are designed not to restrain 
but to hold to account.” 

The commissioner admitted that 
the good programming criteria now 
used by the FCC are somewhat 
outdated. Specifically, he hoped 
for new program “performance 
forms” which would take into ac- 
count “the new role of radio in the 
entire broadcast picture.” 

Meanwhile, he laid emphasis on 
“self-restraint” and “self-regula- 
tion” on the part of station men. 

“I think the industry should 
take measures to curb abuses at 
their source, whether it be the 
advertising agencies, ‘fly-by-night’ 
operators or those who generally 
are more interested in the ‘fast 
buck’ than in doing a real job for 
the public,” he said. 

Furthermore: “I think the best 
hope for the broadcaster is to 
build up true circulation based on 
the quality of his programs, and 
not on artificial audience-stealing 
gimmicks.” 


@ Mr. Bartley also had some- 
thing to say about censorship by 
forces outside the government. He 
warned the broadcasters not to 
submit to “various pressure 
groups” which he said are at- 
tempting to impose their own 
views as to the “suitability and 
acceptability of program material.” 

The commissioner named no 
names, but it was understood he 
had in mind the National Audience 
Board, New York, and the Nation- 
al Assn. for Better Radio & Tele- 
vision (NAFBRAT), Los Angeles. 


N. Y. Dailies Face 
Possible Strike 


New York, Oct. 18—New York 
City newspapers face a possible 
strike by American Newspaper 
Guild employes at midnight, Oct. 
31, when current contracts expire. 

Federal mediators stepped in 
yesterday to try to settle differ- 
ences in contract renegotiations. 
The guild is demanding a Package - 
increase of 20% in wages and 
pension benefits, a reduction in 
working hours from 35 a week to 
30 and liberalization of other con- 
tract provisions. 

Strike votes are being taken at 
all seven dailies. Guild members 
at the Daily’ Mirror, New York 
Post and New York Times already 
have authorized the union to call 
a strike if no agreement is reached. 


Roizman Joins NTA 

Morrie Roizman, formerly of 
the “March of Time,” will head 
the newly created short subject 
department of Netional Telefilm 
Associates, New York. 
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Mechanics Is Stumbling Block to Use 
of ROP Color by New York Papers 


(Continued from Page 3) 
for color now.” 

Warren Kelly, advertising direc- 
tor of the Mirror, said his paper 
“has no immediate plans for r.o.p. 
color. We can add a color press 
in our Brooklyn plant, which prints 
anywhere from 40% to 50% of our 
total run, but we couldn’t add one 
in the Manhattan piant.” 


® Most optimistic about r.o.p. color 
for the future—say three years 
hence—-is the Journal-American 
and its publisher, Seymour Berk- 
son. He told AA that an engineer- 
ing study completed this month 
indicated the practicality of en- 
larging the newspaper’s present 
plant to include color. If every- 
thing goes okay, “we will build the 
damndest color press you ever saw 
without moving or building a new 
plant.” 

A series of meetings—to consider 
the projected move—will be held 
shortly, according to Mr. Berkson. 
Even if the Journal were to start 
the modernization program imme- 
diately, it would be three years 
before the “ultra-modern” press 
room would become a reality. 


® Harry Rosen, vp and ad director 
of the Post, said his paper was pre- 
vented from going in for additional 
color “possibiy four-color,” because 
of the cost factor. 

“We've explored the possibilities 


of four-color,” he said, “but we’re 
not contemplating it at the present 
time. When all our competitors 
have one-color this might make us 
branch into multi-color.” 

Mr. Rosen said the Post was the 
first paper in New York to use 
black and an additional color. This 
was on Feb. 2, 1952. The copy was 
for Chlorodent toothpaste, a prod- 
uct of the Pepsodent division of 
Lever Bros. 

Mr. Brooks said that the World- 
Telegram and other afternoon pa- 
pers faced a problem that the 
morning newspapers did not have 
to worry about. 

“Our problem is to turn out the 
bulk of our copies in a short time. 
We have to produce most of our 
circulation after 2:30 p.m. each 
day. Getting all those copies on the 
newsstands to meet the five o’clock 
rush limits the possibilities of good 
color reproduction.” 

He said that the fast press runs 
of both the Telegram and the Jour- 
nal—ranging from 45,000 to 50,000 
copies an hour—limited the quality 
of color printing. 


McGarry Named PR Director 

Joseph M. McGarry, formerly 
press relations director of Owens- 
Illinois Glass Co., Toledo, has 
been appointed public relations 
director of International Minerals 
& Chemicals Corp., Chicago. 


Elliman 


James 


Hoyt 
LESSON—At a meeting of the Denver Adclub, Palmer Hoyt, editor 


and publisher of the Denver Post 
vertising manager of the Rocky 


, and Numa James, national ad- 
Mountain News, get a woman’s 


version of folding paper pressman hats from Mrs. Norma Ellman, 
housewife, who recently won $85,000 on the “High Finance” tv 


quiz show. Mrs. Ellman, a former 


newspaper woman, plans to use 


part of her winnings to start a weekly newspaper. 


Unchecked Spread of Trade Stamps May 
Force Competition on Canadian Grocer 


(Continued from Page 2) ial 
Mr. Rands said the association is 
continuing its campaign for legis- 
lation requiring uniform store 
closing hours. 
“We want maximum hours for 
all merchants across the country. 
We want what will be best for the 


You can be the only advertiser in your field advertis- 
ing in full color to a video audience of 50,000,000 in 


summer and 30,000,000 in winter. 


y 
{ry 


CAST To COAS 


°F Sectional if Desire? 


* MPA offers you national or sectional coverage in the only wide screen, natural 


color video medium in the U.S.A. 


J 
* Your film commercial audience averages 50,000,000 in summer and 30,000 .000 
in winter. This is not circulation but captive viewers reached at a cost of 


approximately $5.00 per thousand. 


* No competitive advertising appears when your advertisement is running. You 
will be the only advertiser of your kind to reach 80% of the people in many of 
the communities covered. You will be furnished proof of showing. 


* We offer complete film production facilities for either black-and-white or 
full-color films. Our production know-how and experience are backed up by 


a guarantee of satisfaction. 


*% You can do a powerful job of selling when you are the only advertiser in your 
field (the weeks your advertisement appears) using the big screen in full-color 


on a captive audience. 


\ 
1082 Carondelet St. 


70 E. 45th St. 
New York, N. Y. 


PICTURE ADVER 


Inquire now! More information on request. 


TISING SERVICE CO., INC. 


* 


Branches 


193 Walton St., N. W. 
Atlanta, Georgia 


New Orleans, La. 


eonsumers and best for the mer- 
chants,” he said. 

He contended the association 
should take a more aggressive at- 
titude in its dealings. 

“It’s time we stopped going to 
the government on our bended 
knees every time we want some- 
thing. We are big business now, we 
have got to decide what we want 
and then go and get it,” he told 
che group. 

Mr. Rands said association mem- 
bers are letting chain stores win 
-he fight for customers. “We are 
just letting them get away with it. 
Chain store sales have increased 
to 40% from 38.5% in a year just 
because we won’t fight,” he said. 


Kent, Klatt Named Needham, 
Louis & Brorby VPs 

Leonard Kent and Albert A. 
Klatt have been appointed vps of 
Needham, Louis & Brorby, Chica- 
go. Mr. Kent also becomes director 
of the agency’s research depart- 


Leonard Kent Albert A. Klatt 


ment, and Mr. Klatt becomes di- 
rector of the copy department. 
Mr. Kent recently was put in 
charge of research at NL&B after 
the resignation of Steuart H. Britt, 
the former director of the depart- 
ment. Mr. Klatt has been acting 
head of the copy department since 
the resignation of Curtis Berrien. 


Anita Roth Joins Boland 

Anita Cutler Roth, formerly in 
charge of advertising and promo- 
tion for Bob Ostrow Inc., San 
Francisco food distributor, has 
joined the copy depagtment of Bo- 
land Associates. 


Robinson Gets Auto Show 

International Autorama, auto 
show scheduled to open in the 
Commercial Museum, Philadel- 
phia, on Nov. 24, has named Robin- 
son, Adleman & Montgomery to 
handle its advertising. 


Galbraith-Hoffman Adds One 

Galbraith-Hoffman Advertising, 
New York, has been appointed to 
handle advertising for Stauffer 
Slenderizing Salons, which oper- 
ates a chain of 221 salons. 
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FCC Members Ask 
Longer Radio-TV 
License Periods 


(Continued from Page 3) 


ging your own hole if you’re not 
careful.” 

The commissioner also said he 
had received a few complaints from 
the public about programs and the 
number of commercials. He noted 
that the commission will have to 
look into the situation unless the 
broadcasters police themselves. 

At the opening session of the 
conference the absence of the Ra- 
dio Advertising Bureau was again 
lamented. (A month ago—AA, 
Sept. 24—the Minneapolis region- 
al meeting noted the non-appear- 
ance of RAB at their meeting with 
a resolution calling for an invita- 
tion to be extended to the bureau 
to attend again next year.) 


s Pointing out that most of the 
topics submitted for consideration 
at the open discussion session dealt 
mainly with sales, John F. Meagh- 
er, NARTB’s radio vp, said: “This 
puts us behind the eight ball since 
some years ago we abdicated this 
area in favor of the RAB.” 

The broadcasters got a sales sug- 
gestion from John MacLeod of 
General Electric’s Telechron tim- 
ers, which has decided to make No- 
vember “W@e Up to Music 
Month.” He said this promotion is 
being supported by 30 clock radio 
manufacturers and three record 
companies. Telechron, which 
makes timers for the clock radios, 
will back the campaign with an 
“umbrella” of magazine and busi- 
ness paper advertising. 

Mr. MacLeod said he isn’t buy- 
ing radio time because his budget 
isn’t big enough to do an adequate 
job in that medium. He suggested 
that the radio men profit from the 
campaign by going out and getting 
co-op ads from set makers and re- 
tailers. 


Samuel Croot Adds Diet Foods 


Samuel Croot Co., New York, 
has been appointed to handle ad- 
vertising for the line of Blue Boy 
canned diet fruits and vegetables 
produced by Haxton Foods, Oak- 
field, N. Y. 


We Meet Deadlines 


+Redlistic... § 
+ Difficult... 
+ Impossible 


Phone our Betty Wolfe at Willard, 

Ohio 231. Tell her your deadline. 

She'll tell you if we can make it. If § 

we can’t, she'll say so. And, if Betty 

says we'll meet your deadline .. . 

we will! 

[~~~ Mall Coupon For FREE QUALATEX Balloon Information .— 

| The PIONEER Rubber Company 

; 408 Tiffin Road, Willard, Ohio 

Please send me: 

(0 Name of my nearest QUALATEX 
Distributor 

(0 Copy of “Advertising Balloon Fact Pack 
(ideas, samples, prices and imprint 
worksheet) 

Firm 

Address 

City 

Requested by 
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William W. Holman, Adv. Dir. 


Now—reach the heart - the Midwest in SPORTS ILLUSTRATED’s 


Chicago Regional Edition 


NOW, in America’s newest, most-talked-about national magazine, you can 
focus your sales effort on the Chicago area, reaching a guaranteed circulation 
of 60,000—a family audience with the most highly concentrated purchasing 
power of that of any magazine. 


SPORTS ILLUSTRATED subscribers are active people with active shop- 
ping habits. Their median family income is $9,550. In fact, SPORTS ILLUS- 
TRATED’s national subscription list includes one of every five families in the 
U. S. earning $15,000 per year or more. 


SPORT ILLUSTRATED’s New York Regional Edition reaches 100,000 
families along the Atlantic Coast—and starting January 14th, the new 
Western Regional Edition will reach 100,000 in California, Oregon, Wash- 
ington, Utah, Nevada, New Mexico, and Arizona. 


For only $485 per black-and-white page (13-time rate) in the Chicago 
Regional ($810 in New York and $810 in the Western) you can now draw a 
bead on the top income brackets of major U. S. markets. 


For rates and mechanical information, write or call: 


Gerhard Becker, Mgr. 
221 N. LaSalle St., 
Chicago 1 


9 Rockefeller Plaza, 
New York 20 


aimee SPORTS 


“== ILLUSTRATED 


~ to appear with each of the 
following issues of SPORTS 
ILLUSTRATED during 1957: 


February 11 
(Boat Show Edition) 
February 25 
March 25 
April 8 
April 22 
May 13 
May 27 ‘. 
June 17 
July 29 
- August 19 
(Anniversary Edition) 
September 23 
October 14 
October 28 
November 11 
November 25 
December 9 


remaining in 1956: 


November 12 
November 26 
December 10 


Cecil H. London, Mgr. Joseph G. Davis, Mgr. 
Shell Bidg., 900 Wilshire Blvd., 
San Francisco 4 “Los Angeles 17 


eames 


5 ways in which advertisers 
can use SPORTS ILLUSTRATED’s 
Regional Editions: 


Regional Distribution. Corporations 
that sell in only one section of the country, 
for example, major oil companies, use 
SPORTS ILLUSTRATED’s New York and 
Chicago Regional Editions. 


Local Advertisers. Retailers, hotels, 
resorts, for example, who draw most of 
their clientele from the surrounding area. 


Regional Preferences. Distillers, for 
example, who can sell blends in one area, 
straights in another. 


Seasonal! Differences. Apparel adver- 
tisers, for example, who can now use 
SPORTS ILLUSTRATED ’s Regional Edi- 
tions to sell woolens in Milwaukee and 
tropicals in Los Angeles, both at the same 
time. 


Special promotions. Advertisers can 
now stage a special promotion in the East 
with Ivy League football, for example, 
and a Rose Bowl promotion in California 
a few weeks later. 
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